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Premiums Aren't 
Just Gimmicks, 


Says Cunningham 


Know-How Is Needed, 
Agency Head Tells 
Premium Ad Group 


Cuicaco, March 20—‘Premium 


promotions are no longer regarded | 


as ‘depression’ sales weapons. They 
are now accepted by good adver- 


ity’ times.” 

John P. Cunningham, president 
of Cunningham & Walsh, New 
York, and former director and 


of Advertising Agencies, made this 
assertion here today before an es- 
timated 1,500 premium advertisers 
and manufacturers attending a 


(Continued on Page 122) 


tising agencies as standard and es- | 
sential sales weapons in ‘prosper- | 


chairman of the American Assn. | 


They're here! You know 
what to do Reach for 


bee wht commen be 


the Bisquic 


kt ~ ‘ 


TRIO—General Mills again launches its spring strawberry dessert 
drive with its co-advertiser for the past nine years, the American 
Dairy Assn., and adds Reddi-Wip as a third advertiser in the cam- 
paign. This Reader’s Digest (April) spread doesn’t mention Reddi- 
Wip or ADA, but other ads by each of the three companies will 
name the other products. Ads also are running in Everywoman’s 
Magazine, Ladies’ Home Journal, Life and McCall's. 


Por 


‘Vicious’ or ‘Essential’? ... 


7 New, rich, buttery, 


elegant. “Short Pie? 


£2 


Tax on U.S. 


Defended by Periodicals 
Group, Ad Tax Comes 
Under Newspapers’ Fire 


Toronto, March 22—Represent- 
atives of U. S. publications here 
were taken “completely by sur- 
prise” when Finance Minister Wal- 


U. S. Publishers 
Protest Canada’s 
Magazine Ad Tax 


New York, March 22—Maga- 
zine publishers here were shocked 
by Canada’s decision to levy a 


$2 Billion in 1955, 


Elimination of Net Radio 
Figures by PIB Helps GM 
Displace P&G in Top Spot 


New York, March 21—Last 
year was not only a record year 
i for the top 100 advertisers in terms 
; of expenditures, but for the first 
time, according to Publishers In- 
formation Bureau figures, General 
Motors topped Procter & Gamble 
for first place. 

However, there’s a catch in GM’s 
victory as recorded by PIB. This 
year PIB has eliminated, for the 
first time, all network radio fig- 
ures from its report. Since P&G 
is a heavy user of network radio, 
and since GM edged the soaper 
out by about $2,000,000, P&G might 
very well still be ahead as the top 
ad spender. 

Total investment by the top 100 
advertisers in 1955 nearly reached 
the $2 billion mark—$1,934,077,871, 
to be exact. This is an 18% in- 
crease over the $1,638,359,768 spent 
by the top 100 advertisers last 
year. The comparative increase 
would be greater if radio had been 
included. 


= Indications of the effect network 
radio figures might have on this 
compilation are found in the sev- 
en-month tabulation of radio 


‘Enquirer’ Suit 
Hits Publisher 


(For earlier story on Cincinnati 
Enquirer developments, see Page 
2.) 

CINCINNATI, March 23—Three 
Cincinnati Enquirer employes to- 
day filed suit in U.S. district court 
here, asking the court to remove 
Roger H. Ferger, publisher of the 
Enquirer, as trustee of the paper’s 

(Continued on Page 122) 


Top 100 Advertisers Spent Nearly 


PIB Reports 


spending made by PIB up until 
the time it stopped measuring this 
medium. 

Here are the advertisers who 


20% tax on ad revenue in their 
Canadian editions. The move 
caught them all by surprise. 
Parents’ Magazine announced 
immediately that it would be 
forced to discontinue its Canadian 
section under these circumstances. 
Time Inc. spokesmen said the 


Westinghouse, Its 
Strike Over, Leaps 
Back into Ad Fray 


PITTSBURGH, March 22—Westing- 
house Electric Corp. will launch 
its biggest consumer campaign in|action was “completely unex- 
\history as it plunges back into the| pected.” The tax could be a 
|appliance cockpit after a 156-day |severe body blow to Time-Life 


spent $500,000 or more in network | +ri¢e 
radio during the first seven months 
of 1955: 

General Motors, $3,968,444; Proc- toiq AA today that Westinghouse 


Foods, $761,971; Colgate-Palmolive, | shout three weeks—“keyed to the 


Chris J. Witting, the electrical | 
|giant’s vp for consumer products, | 


ter & Gamble, $5,732,342; General will launch its biggest drive in| 


|$2,155,569; Gillette, $2,876,399; 
|Chrysler, $983,247; Lever Bros., 
$2,065,776; R. J. Reynolds, $531,- 
951; General Mills, $1,482,238; 
American Tobacco, $1,061,159; P. 
Lorillard, $1,428,732; Liggett & 
Myers, $1,674,294. 

American Home Products, $1,- 
890,273; National Dairy, $1,850,740; 
Swift, $1,605,430; Kellogg, $648,- 
|617; Miles Labs., $2,348,015; Pills- 
bury, $1,122,964; Quaker Oats, 
$884,820; Bristol-Myers, $1,048,179; 
Sterling Drug, $1,399,569; Armour, 
$936,204; Firestone, $590,887; Car- 
nation Milk, $1,048,447; Texas Co., 
$939,344; Florida Citrus, $982,787; 
Wm. Wrigley Jr. Co., $850,951; 
Mutual Benefit, $616,393; Standard 
Oil (Ind.), $684,979, and Longines, 
$620,269. 


® General Motors spent $44,459,- 
367 in advertising, compared with 
Procter & Gamble’s investment of 
$42,192,313 during 1955. This not 
only excludes radio network ex- 
penditures, as mentioned above, 
but all other media except maga- 
zines, newspaper sections and net- 
work television. Just as network 
radio probably would affect the 
totals if included, such other me- 
dia as newspapers, outdoor, direct 
mail, local radio and tv also would 
boost the total. 
General Motors’ spending in 
1954 was $36,774,822, including 
network radio. Its higher expendi- 
ture in 1955 is accounted for prin- 
cipally by increases in magazines 
and network television: In 1955 
it spent a total of $26,014,055 in 
consumer and farm magazines, 


(Continued on Page 120) 


local level,” as perhaps past pro- 
|motion efforts have not been. 

Mr. Witting was understandably 
| reticent as to the theme, character 
j}and amount of money put behind 
| the drive (“Does Macy’s tell Gim- 
| bel’s?”), but he made it clear that 
Westinghouse will try mightily to 
regain the share of market it lost 
during the strike. 


|@ Since the giant company has lost 
|the first quarter, the aim of the 
drive will be to “regain our posi- 
tion and improve penetration 
25%,” he said. As to methods: 


|international operations. The Ca- 
nadian edition of Time earned 
more money than any of the com- 
pany’s other international publi- 
cations. 


s At least two New York pub- 
lishers who had been contemplat- 
(Continued on Page 122) 


Canada Debates 20% 


Magazines 


ter Harris launched a budgetary 
bombshell from Ottawa Tuesday. 

Mr. Harris announced that the 
Canadian government will slap a 
20% excise tax on gross advertis- 
ing revenue of Canadian editions 
of “foreign” publications. The levy, 
he said, would become effective 
Jan. 1, 1957. 

As explained in a budget speech 
to the federal government, Mr. 
Harris’ purpose was frankly pro- 
tectionist: Canadian editions of 
U. S. magazines, he said, have been 
making inroads on advertising rev- 
enues which threaten the existence 
of Canadian publications. 


= In announcing the tax—which 
will be levied on strictly Canadi- 
an-aimed advertising in the mag- 
azines, not on ads which also ap- 
pear in the U. S. versions—Mr. 
Harris stated: 

“A number of Canadian mag- 
azines have been abandoned and 
others have had to reduce the 
number of issues per year.” He 
noted that four-fifths of the mag- 
azines read in this country are not 
Canadian “and the proportion has 
been creeping ominously upward.” 

Expected to be hardest hit by 
the ordinance were the Canadian 
editions of Time and Reader’s Di- 
gest. Others likely to be affected 
are Everywoman’s Magazine, Fam- 
ily Circle and Woman’s Day. Time 
alone sells more than 170,000 copies 
of its Canadian edition. 

Commenting on the tax, William 
S. Honneus, advertising director of 


(Continued on Page 123) 


WAsHINGTON, March 22—Oppon- 
ents of the Post Office Depart- 
ment’s plan for a $406,500,000 rate 
increase tried to convince the 
House post office committee this 
week that large portions of the 


1. Westinghouse will step up its 
(Continued on Page 119) 


department’s overhead represent 
“public service” which should not 


Last Minute News Flashes 


Duane Jones Resigns Accounts; Durstine Gets ‘em 

New York, March 23—Duane Jones, head of the agency bearing his 
name, has for the second time in his career resigned his accounts, the 
active ones—including P. J. Ritter Co—going to Roy S. Durstine Inc. 
Mr. Jones, now vacationing in Florida, will announce his plans in May, 
on his return here. Mr. Jones won a $300,000 court verdict several years 
ago from a group of his agency executives, whom he charged with con- 
spiring to take his accounts and ruin his business. 


Hudson Sets 2,500,000 Coupon Push for Tissue 


New York, March 23—Some 2,000,000 homes in metropolitan New 
York and 500,000 in Philadelphia will receive coupons from Hudson 
Pulp & Paper Corp. April 2 offering 6¢ off on the purchase of two rolls 
of Hudson toilet tissue. Spreads and pages will run in newspapers in 
both cities on April 12. Biow Co. is the agency. 


Ellington Gets Geigy Dyestuffs Account 


New York, March 23—The Geigy dyestuffs division of Geigy Chem- 
ical Corp. has appointed Ellington & Co. to handle advertising for its 
textile, leather and paper dyes, and both advertising and publicity for 
Mitin mothproofing. Robert B. Grady Co. formerly handled the account. 


(Additional News Flashes on Page 123) 


The Post Office Is a Public Service, 
Rate Hike Opponents Tell Congress 


be charged to postal patrons. 

During four opening days of 
testimony by mail users fighting 
the rate increase program, witness- 
es reiterated that the wrangle over 
rates will be repeated over and 
over again unless Congress adopts 
a policy determining the percent- 
age of cost that each class of mail - 
should pay. 

One witness, Harry J. Maginnis, 
executive manager of Associated 
Third Class Mail Users, complained 
that charts used by Postmaster 
General Arthur Summerfield last 
week showing a $4.6 billion deficit 
accumulated since 1945 “grotes- 
quely distorted” the picture. 


® According to Mr. Maginnis, at 
least $3.4 billion of this deficit was 
caused by “subsidies” which should 
be charged to the public generally. 
“Whenever the Post Office breaks 
even,” he complained, “somebody 
is being charged too much post- 
age.” 

Thomas B. Haire, president of 
Haire Publishing Co., and spokes- 
man for Associated Business Pub- 
lications, said his association is not 
opposing the proposed 30% in- 
crease in second-class rates, but 

(Continued on Page 119) 
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McCall Calls 
It Quits on 
‘Better Living’ 


‘Everywoman’s’ Will 
Sign Up Its Stores 
on ‘Selective’ Basis 


New York, March 21—Better 
Living decided to call it quits this 
week, 

McCall Corp., which backed the 
magazine, conceded today that 
Better Living will halt publication 
with the May, 1956, issue. It added 
that the “decision to suspend pub- 
lication was dictated by the fact 
that the energies and resources of | 
the company can be concentrated | 
more profitably on McCall's and/| 
Redbook, McCall’s pattern and 
fashion publication division, and 
the commercial printing division.” 

The translation runs something 
like this: Better Living was fourth 
in what is largely a four-book 
field. 

The front runners are Family 
Circle, which racked up $12,106,- 
701 in advertising revenues last 
year; Woman’s Day, which scored 
$9,279,181, and Everywoman’s, a 
distant third with $3,020,960. The 
anchor man was Better Living and 


First Coin-Operated 
Hot Lunch Machine 
Is Installed by Heinz 


Cuicaco, March 21—Workers in 
at least one location in this area 
|}can now plunk some coins into a 
| machine and obtain hot foods other 
than soups, thanks to H. J. Heinz 
Co., Pittsburgh. 

Heinz moved many of its new 
hot-food vending machines into 
this area today—the first metro- 
politan area to receive the ma- 
chines in large numbers. The first 
one was installed today—for Chi- 
cago Tribune pressmen. The ma- 
chines are made by Mills Indus- 
tries, Traverse City, Mich. 

A single machine is designed to 
carry six varieties of foods. Heinz 
now offers 27 hot plate lunches 
and heavy soups. Herbert F. Mof- 
fat, manager of Heinz Co.’s hotel 
and restaurant division, said the 
new machines are adaptable for 
all types of industrial in-plant 
feeding applications. 

Each machine holds 144 individ- 
ual-portion tins pre-heated to 150° 
temperature. The paper label on 
each tin affords adequate insula- 
tion for easy handling of the con- 
tainer, Heinz says. 

Among the hot meals that may 
be obtained are chicken noodle 
dinner, lamb stew, beef goulash, 
beef stew, chop suey, beans with 
molasses sauce, beans with smoked 
pork, macaroni with cheese sauce, 


its $2,951,680 total. 
It was the second McCall Corp. 


shutdown in two months; in Jan- 


uary it was “Bluebook,” 50-year- 
(Continued on Page 43) 


Don Francisco 


JWT's Francisco, 


Many-Faceted Ad 


Maestro, Retires 


In 42 Years He Ranged 
from Orange Groves to 
international Politics 

New York, March 21—After 42 


years in advertising, Don Fran- 
cisco, vp of J. Walter Thompson 


™® Co., will retire March 31. 


Former president of Lord & 
Thomas and advertising manager 
of Sunkist Growers (then the Cal- 
ifornia Fruit Growers Exchange), 
Mr. Francisco left the agency field 


chili con carne, spaghetti with to- 
mato sauce, chicken stew with 
dumplings and Spanish rice. 


® The machines have been tested 
by Heinz and Mills for the past two 
| years. The two companies plan to 
distribute them nationally within a 
short period. Foods will be sup- 
plied by Heinz sales branches 
throughout the U.S. 

Heinz and Mills have been ad- 
|vertising the machines in Vend 
|since last November. Heinz has 
scheduled a new monthly series of 
ads in the same publication and 
will use other business publications 
|in the near future. The schedule is 
}not yet complete. Ketchum, Mac- 
|Leod & Grove, Pittsburgh, is the 
agency for the Heinz hotel and 
|restaurant division. 


Berne Challenges 
Cincinnati ‘Enquirer’ 
Management Actions 


CINCINNATI, March 21—The 
months-old internal battles of the 
Cincinnati Enquirer erupted again 
last weekend when J. Henry Berne, 
a director and largest individual 
stockholder, charged that expense 
| allowances are out of line, and bo- 
nuses in certain departments are 
too high. 

In letters to fellow directors, 
Mr. Berne also enclosed copies of 
(a recent independent audit by Al- 
|exander Grant & Co., certified pub- 
| lic accountant, and a legal opinion 
| by his attorney, G. Raymond Drew. 
| Mr. Drew’s letter suggested that 
|a suit might be filed to break the 
| paper’s voting trust, based on “mis- 
|representation or lack of meeting 
of the minds.” 


in 1940 to join the Office of Inter-| 


American Affairs, under Nelson A. 
Rockefeller. As director of the ra- 
dio division, he was largely respon- 
sible for starting the Voice of 
America. 

When the U. S. eniered World 
War II he resigned his interests in 
Lord & Thomas and made Wash- 
ington his headquarters. In 1942 
he was named director of the in- 
formation department and the fol- 
lowing year he was appointed as- 
sistant coordinator of the OIAA. 
He left the government early in 
1945 and returned to New York to 
become vp and director of the 
Thompson agency. 

For several years after joining 

(Continued on Page 42) 
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® “One of the claims pointed to 
with greatest pride by the manage- 
ment,” wrote Mr. Berne, “is the 
| gain the Enquirer made in circula- 
tion. This circulation leadership in 
the city is indeed an important 
achievement. However, in view of 
a number of factors, there is reason 
to question the way in which that 
leadership has been achieved and 
| maintained. 


| “The paper spent $68,498.47 on | 


|contest awards and prizes, $56,- 
| 276.33 for special introductory of- 
fers, $21,301.96 for contest sup- 
plies and printed matter and 


$66,000 for bonuses to circula-| 


(Continued on Page 6) 
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27 VARIETIES—Shown here is the first installation of H. J. Heinz Co.’s 


hot-food vending machine. The 


equipment dispenses pre-heated 


canned stews, spaghetti, beans, chili con carne, and other hot dishes; 


altogether, 27 varieties of food are 


available for use in the machines. 


This installation is near the pressroom of the Chicago Tribune. 


Buffalo Store Abolishes Ad Department; 
Agency Will Handle All Ads on Fee Basis 


BurraLo, March 21—Flint & 
Kent, Buffalo’s oldest department 
store, will eliminate its advertising 
department and place its entire ad 
operation with a Buffalo agency, 
effective April 1. 

The radical shift in the store’s 
promotional policy was confirmed 
by Charles Jack Hahn, president. 
He said the move is designed to 
achieve a “more efficient and pro- 
ductive advertising operation.” 

Gotthelf & Weil, Buffalo, has 
been retained to handle the Flint 
& Kent advertising operation. 
Stephen Gotthelf is the account 
executive, with David Levy and 
Peter King also assigned to work 
on the department store account. | 

The agency not only will conduct | 


WRCA Ads a | 
‘No Measurable 


Audience’ Rating 


Unshaken, Nielsen Says | 
Station Reply Rests on 
Fallacious Assumptions 


New York, March 23—Ken 
Banghart and WRCA didn’t be- 
lieve it when the Nielsen New 
York radio rating report counted 
Mr. Banghart’s listeners for his 
11 p.m. EST, newscast at “no meas- 
urable audience.” 

The veteran newscaster and 
WRCA decided to find out for 
themselves. On Feb. 20, Mr. Bang- 
hart made an announcement on 
his show asking his listeners to let 

(Continued on Page 91) 


the entire ad program, but also will 
take an active part in merchandis- 
ing planning for Flint & Kent. 
Agency executives will meet reg- 
ularly with store merchandisers 
and buyers to help shape the gen- 
eral merchandising approach as 
well as plan specific promotions. 


® Flint & Kent ads will have an 
entirely new format under the 
agency direction, with a consider- 
able shift of emphasis toward the 
institutional approach. Advertising 
will play up the Flint & Kent name 


and its century of operation in Buf- 


falo. 

While the new setup takes effect 
April 1, the full effect of ad 
changes will not be noted until 
May 1. 

Fashion will be stressed in ads 
as the basis of the store’s merchan- 
dising program, with emphasis on 
medium and higher priced mer- 
chandise and on depth and variety 
available. Price, as such, will get 
only incidental treatment in day to 
day advertising. 

Underlying the new ad program 
will be a campaign to broaden its 
clientele by bringing in new cus- 
tomers while retaining the long- 
standing ones. 


® The store’s move is aimed at 
economy, since it eliminates ad de- 
partment overhead, while provid- 
ing advertising and merchandising 
service on a fixed fee basis. Fur- 
thermore, the agency is only half 
a block from the store. 


Dodge Names Chamberlain 

Martin W. Chamberlain, former- 
ly business management manager, 
has been appointed administrative 
assistant to Byron J. Nichols, vp 
in charge of sales of Dodge divi- 
sion, Chrysler Corp. 


Baudino Brown 


Ayres 


RADIO CONFAB—Members of the Radio Advertising Bureau’s execu- 
tive committee, which met recently in New York to approve the 
organization’s plans for 1956, include Allen M. Woodall, WDAK, Co- 


lumbus, Ga.; William B. McGrath, 
Westinghouse Broadcasting Co.; 


dino, 


WHDA, Boston; Joseph E. Bau- 
Kenyon Brown, KWFT, 


Wichita Falls, Tex.; Charles T. Ayres, NBC, and Kevin B. Sweeney, 
RAB president. 
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Print Media Don't 
Heed Advertisers’ 
Interest: Pellegrin 


CLEVELAND, March 20—A station 
representative last week blasted 
newspaper publishers for their 
fight against a “proper integration” 
of a client’s advertising and selling 
efforts. 

Frank E. Pellegrin, vp of H-R 
Representatives and H-R Televi- 
sion, criticized the print media’s 
“dead-end and dying-duck at- 
titude” in a speech before the Ohio 
Assn. of Broadcasters. 

“Of all advertisers 99% would 
increase their sales if they paid 
more attention to integrating all 
their advertising and selling ef- 
forts, rather than letting six horses 
ride off in different directions,” 
Mr. Pellegrin said. 

The representative added that 
lack of proper coordination re- 
sults in advertising inefficiency. 
This in turn means lower sales, 
and, eventually, less money to 
spend on advertising, he said. He 
suggested that broadcasters are 
quite willing to cooperate in in- 
tegrated campaigns with other me- 
dia and nailed their “print broth- 
ers” as the villains in the case. 


® “Broadcast media can team up 
extremely well with coordinated 
sales efforts of the sales force, 
with coordinated advertising of re- 
tailers and with any print or post- 
ers or any other kind of support- 
ing advertising a client may wish 
to use,”’ he declared. 

Mr. Pellegrin attributed the lack 
of media coordination to the “tra- 
ditional animosity and hostility of 
print media men to the broadcast 


’. 


‘newcomers’. 


He said this attitude was pointed 
up by the “recent threat of the 
ANPA Bureau of Advertising to 
make its major effort this year one 
of fighting television, rather than 
selling newspapers. 

“With this kind of dead-end and 
dying-duck attitude from our print 
brothers, it’s difficult for broad- 
casters to carry single-handed the 
torch for integration,” he said. 
“But this is the sensible approach 
from the client’s standpoint and 
the inevitable end to this hassle. 

“The sooner publishers see the 
light and join broadcasters in this 
appeal to reason, the sooner all 
media and all advertisers will 
benefit,” he said. 


Brewer Credits 
Ersatz Piel Bros. 


for Jump in Sales 


BROOKLYN, March 23—Bert and 
Harry, the make believe Piel 
brothers (AA, Jan. 23), who al- 
ready have enough press clippings 
to make Zsa Zsa Gabor envious, 
got another accolade this week. 

Executives of Piel Bros. report 
that the brewery racked up the 
best January and February sales 
in the company’s history. They 
credit the cartoon characters with 
a major assist in this record. 

This would seem to be a fit an- 
swer to the cynics who have been 
reacting to the refreshing radio-tv 
commercial salesmanship of Bert 
and Harry with a reluctant, “Sure, 
they’re amusing, but do they sell?” 


Woods Named Sales Manager 

Edgar H. Woods has been ap- 
pointed general sales manager of 
the tractor and implement division 
of Ford Motor Co. to fill the vacan- 
cy left by the reassignment of O. 
L. Wigton to a central staff posi- 
tion. Mr. Woods was formerly vp 
and general manager of John Deere 
Plow Co., Baltimore, distributor of 
Deere products. 
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Swift Expands 
Local Tests of 
Frozen ‘Red’ Meat 


Wisconsin Distribution 
Chalks Up 22nd Market 
for Packer's Long Line 


MILWAUKEE, March 20—Swift’s 
new prepackaged frozen cooked 
and “red” meat line (AA, March 
12) is now being extended to 
southern Wisconsin cities. 

Initial distribution got under 
way in the Milwaukee area about 
two weeks ago, moved to Madison 
last week and is now starting in 
stores in Racine, Kenosha, Janes- 
ville and Beloit. 

The line probably will be in 
about 50 Milwaukee stores when 
the installation is complete in a 
month or so. 


s Swift & Co. started testing its 
new line of more than 40 meat cuts 
and meat pies last May in Detroit. 
Since then, the testing has expand- 
ed to more than 20 major markets, 
including such cities as Boston, 
New Orleans, Cleveland, Balti- 
more, Miami, Tampa, Denver, 
Kansas City and Washington, D.C. 
There has been no national ad- 
vertising for the new line, and 
company officials refused to pre- 
dict when such a campaign would 
be undertaken. In all of the test 
markets, however, there has been 
extensive advertising in newspa- 
pers and tv spots for the products. 
Some of the local advertising has 
been co-op, some by Swift. Mc- 
Cann-Erickson will handle nation- 
al advertising for the new line. 
Swift is using all types of retail 
(Continued on Page 125) 


One Man’s Cutback 
Can Be Another's 
$5 Billion: Sayre 


CuicaGo, March 20—There’s 
compensation in everything, even 
in $5 billion worth of slack-offs in 
auto production and home build- 
ing, midwest investment bankers 
discovered last week. 

They were listening to Judson S. 
Sayre, president of Norge division 
of Borg-Warner Corp., explain 
now there is $10 billion in new 
money open to the consumer goods 
industries. Here’s how Mr. Sayre 
sees it: 


s “Behind autos and homes, ap- 
pliances stand as the third biggest 
consumer durable goods item,” he 
noted. “I read with some interest, 
however, in the Business Roundup 
of Fortune, that the sale of auto- 
mobiles is declining, home build- 
ing slackening, consumer debt 
payments are rising, thus increas- 
ing savings. 

“In addition to this freeing of 
consumer dollars, it is expected the 
government will increase expendi- 
tures this year by some $5 billion. 
This should open up the soft lines 
and home goods industries to some 
$10 billion more of the consumer 
discretionary spending. 

“This increases considerably our 
growth possibilities and we expect 
to make the most of them,” the 
appliance executive added. 

In a talk labeled, “Random 
Thoughts of a Sales President,” Mr. 
Sayre also: (1) Denied that auto- 
mation will ever find a replace- 


ment in the distribution field 
for retailers and salesmen; (2) 
charged that corporate “bigness” | 
can result in “cumbersome organi- | 
zation, increased rather than de-| 
creased costs, inadequate top man- | 
agement and inability to move fast | 
enough to meet and counter small- | 
er competitors...” 


MEATS! 
6 ‘we 


CHOICE CUTS— 


moted its 
line of more than 


Special low price get 
Premium 


guarantees double your money back! 


Ove: ene ee Betweey Marc 0 188@ 


MEAT VALUE OF THE YEAR! 


i offer on Swifts 

tender-FROZEN BEEF POT ROAST and ROUND 
STEAK-now featured at leading local stores! No bone- 
no excess fat! All meat-no waste! Sealed fresh in foil! 
And. if this isn't the finest beef you ever ate, Swift 
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40 prepackaged 
frozen meat 
products in the 
Kansas City mar- 
ket with this ad 
in the Kansas 
City Times. Deal- 
ers selling the 
. new line are list- 


ed in the right 
hand column. 
The packages, 
red and white 
above and blue 
and white below, 
range in size 
_from the 9-oz, 


16-07z. leg of 
lamb. 


Chicago Station Gets Big Sales Bonus 
as Milwaukee Affiliate for CBS Radio 


Cuicaco, March 21—Up in Mil- 
waukee, which has seven radio 
stations, they are now depending 
on a Chicago station for CBS Radio 
network coverage, on what looks 
like a permanent basis. The new 
Milwaukee affiliate: WBBM, Chi- 
cago. 

It all came about when CBS and 


its long-term affiliate, Hearst- 


owned WISN, broke up in “friend-| 
ly fashion” on Feb. 1. WISN ap- 


parently wanted more free local 
time for mnews-and-music spot 
selling. 

It has since signed up with ABC, 
is carrying that network chiefly in 
the morning, plus a couple of eve- 
ning hours. Afternoons, formerly a 
stage for CBS’s soap operas, are 
now devoted to local news and disc 
shows. 


® Faced with the problem of find- 
ing a new Milwaukee affiliate, 
CBS headquarters in New York 
took thought for a month. Then it 
nominated its owned 50,000-watter 
in Chicago for double duty. 

WBBM promptly began winding 
up its promotional arm. As a sta- 
tion inter-office memo put it: 
“.,.Here are almost 1,000,000 peo- 
ple who will have to turn to 
WBBM for their favorite CBS ra- 
dio network programs. This is a 
tremendous bonus audience for any 
station to offer. The fact should 
not be kept a state secret.” 

It wasn’t. 
“Important Announcement” 
March 9, the station has been 
hammering away with 600-line ads 


| network 


Beginning with an) 
ad | 


in both Milwaukee newspapers 
daily for two weeks (through Mac- 
Farland, Aveyard & Co.). Program 
listings predominate, featuring any 
shows that Milwaukee 
listeners are likely to pine for. 
“Don’t miss your favorite CBS 
Radio programs!” shout the display 
ads. “‘Now you can hear your fav- 
orite CBS radio features on the 
Midwest’s most important sta- 
tion...” (Reportedly among the 
most-missed, to date, are “Arthur 
Godfrey Time” and the New York 
Philharmonic Sunday concerts.) 


® Faced with this “bonus” com- 
petition, Chicago’s other clear- 
channel affiliates can do nothing 
except watch jealously. Like 
WBB\IM, they can be heard loud and 
clear in Milwaukee, but have for 
years observed a_gentleman’s 
agreement not to disturb their 
network colleagues there with 
competitive selling and program 
promotion. So did WBBM, when 
it had a colleague. 

It is still too early to say how 
well the Chicago station will do as 
a Milwaukee station, or exactly 
how “firm” its new assignment is. 
Meanwhile, there was the added 
complication that WISN still re- 
tains vestiges of CBS affiliation. 
It continues to carry the “Wool- 
worth Hour” on Sundays, and it 
reportedly has this agreement with 
the network: Where a CBS sponsor 
particularly wants an in-Milwau- 
kee station, WISN will handle the 
show in question—live, if possible; 
otherwise, on a delayed basis. 


Ist Quarter—Off 17%... 


Car Makers Give Gun to Ad Efforts 


Traditional Spring Sales 
Race Will Bring Stiffest 
Competition Since War 
Detroit, March 22—There will) 
be stronger salesmanship, better) 


promotion and keener competition | 
for the consumer's dollar in the} 


to Get Second Quarter Sales Moving 


Swift & Co. pro-| 


new | jens of World War II 


With first quarter sales lagging 
17% below 1955, the auto makers 
realize they must make their big 
pitch in April, May and June if 
they are to save the year’s busi- 
ness. 

And they are getting ready to 
pull out ali the stops—from the 


automobile field in the next three |imtroduction of new colors to in- 


months than at any time since the| 


Admen Are Selling 
Car ‘Trimmings’ Too 
Well, Banker Finds 


Sr. Louris, March 21—The great- | 
est problem in financing auto pur- 
chases is not “overproduction” of 
cars, but the purchaser’s desire to| 
have his auto equipped with ex- 
pensive accessories. 

That is what Keith G. Cone, exec 
vp of the La Salle National Bank 
of Chicago, told delegates to the 
National Installment Credit Con- 
ference at the American Bankers 
Assn. convention last week. 

“We believe there is a market for 
the present great production in our 
expanding economy,” Mr. Cone 
stated. However, he said there is 
“some question” whether the mar- 
ket can absorb the large number 
of cars produced by the “so- 
called lower-priced Big Three.” 


s The designers and advertising 
people did “an outstanding job of 
creating a desire in the mind of 
the purchaser to own a car com- 
plete with all the trimmings, 
whether he could afford that par- 
ticular model or not,” Mr. Cone 
observed. 

“So, we bankers find ourselves 
in a position of being subjected to 
constant pressure to increase our 
{credit] terms, particularly on 
new cars—24 months to 36 and in 
some cases 42 months,” he de-| 
clared. “I know of no one who has | 
the ability to look into the future) 
and guess what will occur 30 or 
36 months from now.” 


creased ad spending. 

Ford, it is understood, is rear- 
ranging its ad budget to permit a 
greater expenditure in the second 
quarter. 

It is bringing out three new body 
styles along with a new series of 
spring colors to attract the buyers, 
along with continued emphasis on 
its “56 for $56” campaign, which 
company spokesmen said has been 
paying off handsomely. 

Ford, like every other company, 
has gone into every dealership to 
give sales forces good old-fash- 
ioned pep talks. And the boys are 
all fired up, as recent upsurges in 
sales indicate. 


® Chevrolet, which apparently 
has been least hurt by the drop 
in sales, is lining up a strengthened 
second quarter ad drive based on 
“performance.” 

“This type of advertising is the 
kind that the ‘customer can under- 
stand,” said a Chevrolet spokes- 
man. 

On the other hand, Plymouth 
will make its great play for the 
year on “comparison” advertising. 

“Our sales for the first 10 days 
of March were the biggest ever 
for that period, and we are going 
to hit hard and often at every 
prospect and back up the theme 
with a stronger promotional ef- 
fort,” said Plymouth. 

Ford, Plymouth and Chevrolet 
will get still stronger competition 
from Dodge, Buick and Oldsmo- 
bile in the decisive second quarter. 

Traditionally about 40% of the 
new-car sales are in April, May 
and June. This year may find that 
percentage even higher because 
of the first-quarter lag and the 

(Continued on Page 38) 


‘Detroit Strike Cost Dailies $16,000,000; 
Retail Sales Fell $35,000,000; Suburbs Gained 


| 


Detroit, March 20—The 46-day | 
Detroit newspaper strike during 
the Christmas shopping season cost 
Detroit merchants $35,000,000 in| 
gross sales, the bureau of business | 
research of Michigan State Univer- 
sity has reported. 

The study showed business losses | 


| 


Highlights of This Week's Issue 


Two radio stations, CBS’ How- 
ard K. Smith win DuPont 
awards 

Brooklyn’s district attorney hits 
FCC for not policing bait 
ads 

American Motors launches $259,- 
000 contest to name its 
frame 

Modern Screen gives reader local 
number to call to locate local 
retailer selling products adver- 
tised in magazine 

Publicity helps enhance adver- 
tising campaign, Ashley Burner 


ee ee | 


CE dN 66s 6 KER dd otek Page 28 
tay open nights? Not me, says 
Boston clothing’ retailer 
pO eer ree Page 32 
Magnavox helps Norfolk uhf 
station sell uhf_ sets, con- 
ES FES Page 36 


General Electric’s new circuit 


will flash fluorescent lights on 
and off 
WTAO-TV, Cambridge uhf sta- 
tion, says FCC is responsible 
for its failure 
Montgomery Ward’s sales and 
earnings for 1955 were 
re 
Milwaukee brewers arm to battle 
Langer bill against transporting 
liquor ads 
International Ad Assn. issues book 
on advertising in world mar- 
kets 
International chamber of com- 
merce studies movie advertis- 
ing 
Dr. Dichter flies to Europe to 
spread information on motiva- 


tion research .......... Page 88 

Extent of ad program _indi- 
cates credit rating, bankers 
NE cine bu windis dine a¥aved 


Know long-term objectives before 
planning ad drive, says Bas- 
ford’s DeWolf 


Toy makers look forward to rec- 
ord ad, sales year in ’56 Page 115 
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in Detroit despite a $4,000,000 
over-all gain in the. metropolitan 
area. Buying in the suburbs, which 
continued to be served: by local 
papers, boomed sufficiently to 
make up the loss in Detroit. 

The three Detroit dailies affected 
by the strike—the Free Press, 
News and Times——lost another es- 
timated $16,000,000 in advertising 
revenue. 

The researchers drew no inter- 
media comparisons, cited a Radio 
& Television Daily report that local 
tv billings increased 20% in De- 
cember, and local radio billings 
nearly 30%. 

Included among the other media 
were radio, television, community 
papers, shopping newspapers and 
volunteer publications. 


® Biggest losers in revenue were 
the apparel stores. Their sales 
dropped 14.4% below December, 
1954. By comparison, sales in 
Wayne County stores outside De- 
troit went up 67.4%. 

In adjoining Macomb County, 
apparel store sales jumped 23.9%, 
and in Oakland County (Pontiac) 
there was a 38.5% gain. 

In Detroit, general merchandise, 


6.3% under 1954. In the rest of 
Wayne County this category weni 


(Continued on Page 121) 
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Attention Please! 


Magazine Publishers 


Doers your magazine closely fit these specifications: 50,000 
to 300,000 copies; trim size 844" x11\%4” or 554”x8\%4"; 2 
colors to 4; bleed; monthly or twice-monthly issuance? 


A Midwest union publication printer, not far from Chicago 
and with real location advantages, amply financed, is ex- 
ploring expansion with added, new, rotary web letterpress 
magazine equipment—plus every other factor making for the 
most modern high speed, low cost magazine production. Plans 
now at point where we would welcome full, frank discussion 
of the benefits with interested publishers. 


Your letter or wire will bring an immediate reply. 


Box 870, ADVERTISING AGE 
200 East Illinois Street, Chicago 11, Illinois 


Michigan Official 
Gives Green Light to 
Free Auto Insurance 


Detroit, March 21—American 
Motors Corp. and Studebaker- 
Packard Corp. are “perfectly with- 
in the law” in providing casualty 
insurance to Michigan buyers of 
automobiles, State Insurance Com- 
missioner Joseph A. Navarre ruled 
Sunday. 

The free insurance offer made 
recently by both companies (AA, 
March 12) has come under fire in 
New York where a group of brok- 
ers charged that the plan violated 
New York State’s insurance laws. 

The Greater New York Insur- 
ance Brokers’ Assn. said newspa- 
per ads by the auto companies em- 
phasized the general plan in large 
type while stating in small type 
that the coverage would not apply 
where it was contrary to state laws. 


® The American Motors policy 


provides $25,000 personal automo- 
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THE DES MOINES 
REGISTER ann TRIBUNE 


New twist in home permanents...in lowa ! 


For instance . .. in one short year one famous 
brand went from 20.6 to 24.8% among lowa 
farm women, while jumping from 14.3 to 20.4% 
in Iowa cities and towns*. That's just one ex- 
ample of the kind of response an advertised cos- 
metic can get in the lowa market—where 
1,310,000 alert readers regularly get buying in- 
formation in the Des Moines Sunday Register. 
You see, the more-than-500,000 circulation of 
the Des Moines Sunday Register gives you not 
just a city and its suburbs, but the entire state of 
lowa...cities, towns, villages, farms. 


*THAT "FOR INSTANCE” comes from the pages of 


our latest BRAND INVENTORY IN THE HOMES OF 


Re 
ce “ 
es 
F An “A’’ schedule newspaper in an “A-1’’ market! 
Gardner Cowles, President 
REPRESENTED BY 
: Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
ee Doyle & Hawley—Los Angeles and Sen Francisco 
i z i * 
a 


IOWA SUBSCRIBERS to the Des Moines Sunday Reg- 
ister. Have you seen it? Write for your copy on your 
company letterhead, today. 


bile accident insurance, for the first 
year to purchasers of a new car, 
$12,500 each for buyer and spouse, 
if either is fatally injured while 
driving or riding in the automobile. 
The Studebaker policy, for $20,- 
000, not $25,000 as reported in 
ADVERTISING AGE March 12, covers 
the owner only, not the owner and 
spouse as previously reported, 
against accidental death occurring 
while driving or resulting from an 
accident involving his Studebaker. 

In New York, Mr. Navarre said, 
a law was passed several years ago 
to stop practices whereby short- 
term insurance was offered in con- 
junction with the sale of various 
commodities. 

The New York statute, he said, 
applied to life, accident and health 
insurance companies. 

Mr. Navarre said casualty insur- 
ance companies are writers of the 
American Motors and Studebaker- 
Packard policies and might not 
come under the New York law. 


® He gave the green light to auto 
companies offering the insurance 
in Michigan. 

To his knowledge, Mr. Navarre 
said, the plan meets legal require- 
ments in all other states. And he 
said the ads, contrary to the brok- 
ers’ charge, were not in the least 
misleading. 

Frank Noble, assistant sales man- 
ager of the Studebaker division, 
said legal advice on all the laws of 
all states was received before the 
insurance plan was instituted. 


OHIO GROUP ASES BAN 
ON ‘INSURANCE GIMMICK’ 

CoLumMBus, O., March 22—The 
State of Ohio was asked this week 
to “prevent automobile manufac- 
turers from using insurance as an 
advertising gimmick.” 

The protest was lodged by the 
Insurance Federation of Ohio here. 
A letter to August Pryatel, state 
superintendent of insurance, cited 
advertisements of several auto 
manufacturers which offered $20,- 
000 or $25,000 “personal automo- 
bile accident insurance” coverage 
to a purchaser or buyer and spouse 
during their first year of owner- 
ship of a new car. 

The federation said such insur- 
ance can be purchased for “about 
$6 a year per person.” 

“The ads make it look like a big 
deal, like the buyer is getting a 
whopping amount of insurance for 
free—and you don’t get anything 
for free these days,” the letter 
stated. 


Advertising Age, March 26, 1956 


‘Curtis Gross Rises 
$6,461,616 in ‘55; 
Net Dips $435,994 


PHILADELPHIA, March 23—Gross 
operating revenues of Curtis Pub- 
lishing Co. last year totaled $179,- 
827,635, compared with $173,366,- 
019 in 1954. After taxes, profits 
for 1955 were $4,080,788 as against 
$4,516,782 the previous year. This 
decline in net income is attributed 
to about $6,000,000 in increased 
expenditures last year on the com- 
pany’s long range plans to in- 
crease advertising revenue. 

Walter D. Fuller, board chair- 
man, and Robert E. MacNeal, 
president, told stockholders in the 
annual report that “the gradually 
increasing benefits from this pro- 
gram are now becoming appar- 
ent.” Third quarter earnings were 
$68,000 above the 1954 period, and 
fourth quarter earnings were 
$718,000 higher. 


® The report predicted “substan- 
tial improvement” over the first 
quarter of 1955 and added that 
“despite known and anticipated 
rises in costs of operation, the year 
1956 currently promises to give 
material evidence of the sound- 
ness of our expanded selling pro- 
grams.” 

The Saturday Evening Post’s 
gross sales in 1955 were $83,449,415, 
compared with $78,189,473 in 1954. 
Net paid circulation was up from 
4,590,607 in 1954 to 4,702,729 last 
year. 

Ladies’ Home Journal recorded 
gross sales of $23,642,092, com- 
pared with $20,613,798 for 1954. 
Average net paid circulation for 
the Journal dipped slightly to 4,- 
893,897, from 4,913,511. 

Holiday’s gross sales for 1955 
were $5,890,418, compared with 
$5,291,181 for the previous year; 
circulation increased from 846,301 
to 849,937. 

Jack & Jill’s circulation for 1955 
increased to 715,396, as against 
713,208 for ’54. 


Negotiates for KGUL-TV 

J. H. Whitney is negotiating to 
buy KGUL-TV, Houston-Galves- 
ton CBS-TV basic affiliate. The 
sale price is reported to be about 
$4,000,000. Mr. Whitney owns 
KOTV, Tulsa, also a CBS affiliate. 
His brother-in-law, William S. 
Paley Jr., is chairman of the board 
'of Columbia Broadcasting System. 
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"“SCOTCHUTE” Reflective Sheeting iso 


You milk more out of your advertising 


REACH FOR 


BOWMAN 


low-cost-per- 
s of SCOTCHLITE 


REFLECTIVE SHEETING 


Highway signs of SCOTCHLITE Sheeting give you advertising 
“cream” at skimmed milk prices! Yes, recent surveys prove that 
signs of SCOTCHLITE Sheeting give you highest readership at /owest 
cost! These brilliant, colorful, signs sell your name day and night 
in fair weather or foul! For a free demonstration on how you can 
ut extra mileage in your advertising budget, write Minnesota 
fining & Mfg. Co., Dept. AA 3266, St. Paul 6, Minnesota. 


registered trademark of Minnesota Mining & Mfg. Co, 
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| A bigger audience 


may not improve 


your eloquence, but 


it sure will increase 


your results! 


TOTAL CIRCULATION ‘ 
Circulation Source: 

THIS WEEK — combined ABC averages ended 9/30/55 for 35 newspapers 
Other magazines — ABC average ended 6/30/55 

$.E.P.— circulation base 


This Week 


MAGAZINE 


AMERICA'S LARGEST FAMILY MAGAZINE 
Reap By 11,000,000 Famities Every SunDAy 


THIS WEEK LIFE S.E. POST LOOK COLLIER’S 
11,040,023 5,655,473 4,650,000 4,076,869 3,732,304 


SHARES THE POWER AND PRESTIGE OF THESE 35 GREAT NEWSPAPERS WHICH DISTRIBUTE IT 


The Baltimore Sunday Sun - The Birmingham News - Boston Sunday Herald - The Charlotte Observer - Chicago Daily News - The Cincinnati Enquirer y 
Cleveland Plain Dealer - The Dallas Morning News - Des Moines Sunday Register - The Detroit News - The Houston Post - The Indianapolis Star z 
The Jacksonville Florida Times-Union - Los Angeles Times - The Memphis Commercial Appeal - Miami Daily News - The Milwaukee Journal - Minneapolis Sunday Tribune ‘ 
New Orleans Times-Picayune-States - New York Herald Tribune - Norfolk Virginian-Pilot and Portsmouth Star - The Philadelphia Sunday Bulletin 

The Phoenix Arizona Republic - The Pittsburgh Press - Portland Oregon Sunday Journal - Providence Sunday Journal - Richmond Times-Dispatch 

Rochester Democrat and Chronicle - St. Louis Globe-Democrat - The Salt Lake Tribune - San Antonio Express and Sunday News - San Francisco Chronicle 

The Spokane Spokesman-Review - The Washington Sunday Star - The Wichita Sunday Eagle 


“The written message is the one that LIVES 5 
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Advertising Age, March 26, 1956 


| 15% Discount Is * an agency,” Mr. Rabell told AA, 


“and it says the agency has a bank 


} balance in the middle two figures. 
LET'S LOOK AT THIS FIGURE for Agencies Only. tiit's titty bucks. That agency has 
° 'a client doing $5,000 on the station 

Says KSON’s Rabell = 4 <Hient doi 

San Dreco, March 21—The flame | 

| fanned by radio station KSON’s | ® 3. He again made clear that he 
7 @ new discount policy for advertis- | regards the whole “discount” af- 
ing agencies (AA, March 12) /fair as a credit problem, and a 
showed signs of dying this week, | local one at that. “It’s a terrible sit- 


$ a but not before Fred Rabell, presi- | uation on the Coast,” he told AA, 
dent of Rabell Enterprises and| “and it’s worse in Los Angeles than 

owner of the station, had a few re-/| it is here.” 
, , 3 joinders and clarifications. | 4. He is not concerned with na- 


For instance: ‘tional advertising agencies, but he 

/ 1. KSON never has and never finds the reactions of Frederic 

Mr. Media Buyer! Compare These Retail Sales will cele tan 30% Gnatens t0| Gomdbin, eccshtedl of na Aenseiees 
With Any City in Illinois of Our Size! Compare an advertiser. (Henry Mayers, Assn. of Advertising Agencies, 
president of Henry Mayers Co.,| somewhat afield from the problem. 

Our Coverage of 98.3%! Los Angeles, had wondered if on (Mr. Gamble had commented that 
new KSON policy meant that ad-|Four A’s order blanks make the 
*United States Department of Commerce ae = vertisers could earn the discount! agency solely liable for media pay- 

Retail Sales, Kankakee County, Illinois for 1954. by meeting its conditions [AA,|ments, and warned that KSON’s 

tte, March 19].) papgrete on dual liability might 


ry *. K KAKEE Dat LY J QU RNAL 2. KSON has no desire to intrude| be a deterrent to advertising.) 
Dp: ) AN , into the yee * an agency by = 
OA advertiser, but the agency’s credit| m= The fact is, Mr. Rabell said, that 
vee" Represented Nationally by West-Holliday Co., Inc. is of vital concern to the station.| radio is now a local medium. Mr. 
(“I’m looking at a credit report on | Gamble, he feels, is rightly preoc- 
cupied with the national scene but 
\—“If a 250-watt station owner may 
|say it’—he is not cognizant of the 
‘problems of radio advertising in 
metropolitan areas at local levels. 

It seems to Mr. Rabell that an 
agency must be either an agent or 
a principal. If an agent, then the 
client’s credit is the problem; if a 
| principal, then the agency’s credit 
is the medium’s concern. 

But on the whole he considered 
that he and Mr. Gamble were on 
the same side: “Our interests are 
identical.”” And he said flatly that 
KSON is “all for the agency sys- 
tem.” 


Berne Challenges 
Cincinnati ‘Enquirer’ 


‘Management Actions 


(Continued from Page 2) 
tion department employes. Many 
| persons induced to subscribe by 
telephone campaigns and awards 
don’t renew their subscriptions.” 
| According to Mr. Berne’s letter. 
| the Enquirer spent a total of $275,- 
|629 in fiscal 1955 for 6,000 new 
| subscribers, or $46 per subscrip- 
| tion; while, during the last three 
|months, the paper had only 3,500 
/more subscribers than during the 
|comparable period of a year ear- 
lier, making the cost for these new 
subscribers $79 each. 


| 
is The audit showed, according to 
| Mr. Berne, that there had been an 
|“extraordinarily large” petty cash 
/expenditure, amounting to $66,- 
537 in 1953. and averaging more 
than $60,000 annually in the past 
three years. 

“The above figures compare so 
closely with all the dividends paid 


they Buy More because they Have More! SS" cpmaiene sn? 
|the letter declared. 


: e ’ = Also criticized by Mr. Berne was 
@ With the first breath of spring, you can expect an ‘all > It’s Bic . . . over 600,000 population. the national advertising depart- 


out” response in Indianapolis. Whatever the season, In- . ; : ; ment which, he said, had spent al- 
dianapolis people can afford to go “all out” to keep pace > It’s Sreapy . . . unsurpassed for diversification and most as much getting national ad- 


... and do! That’s why, for example, General Merchandise balance of industry and agriculture. pomeg egg ton 03,9 sncgpire 
Sales, including such items as bicycles, golf clubs, sports- ‘ising. 
wear, garden tools, are 66.9% above the national average. * 

Yes, you'll sell more in Indianapolis, because the aver- 


> It’s Eastty Reacuep . . . you get saturation coverage of 


- r+ isco area, plus ay mye “ya of Aubrey. Finlay Names Two 
. “ys . the 44 surrounding counties in The Star an ic News. porn Finlay, Marley & Hodg- 
‘ > mily is far ahead of the national : 5 ubrey, y, ley 
en ae wats . Write for complete market data today. ‘son, Chicago, has appointed Dixon 
average. In addition, just look at these other important  Saoeet’ Geraint Seam ee 
advantages that make Indianapolis a “must” on any list: advertising on the International 
Harvester Co. farm equipment ac- 
» count. He formerly was farm news 
KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES > — ro ing gem lp hea oa 
PS Foe’ Sa Py agency also has named George 
consumer Income Supplement, 1954, Standard Rate & Data Service ie * c 2 Ne = 7 — gad ox dik debian tin ta 
4 ternational Harvester account. Mr. 


Elmore previously was with Gour- 


THE INDIANAPOLIS STAR Ge 4) Wf ect nassaie 


YOUR FIRST TEAM FOR SALES IN INDIANA Tomlinson to ‘Woman‘s Day’ 


Daniel S. Tomlinson Jr., former- 


THE INDIANAPOLIS NEWS paar I with NW. Aver. & Son, has 


|sales force of Woman’s Day. 
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What every salesman knows...and 
every advertising man should know 


Men who sell to families try to follow three basic rules. 
1) Talk to both the husband and wife. 2) Get to them when 
they’re at home and at ease. 3) Spend enough time with 
them to really sell. 

When an advertiser follows these rules (and many of the 
most successful ones do), The Saturday Evening Post is 
the No. 1 choice. It not only gets to the husbands and 
wives, but reaches most of the kids over ten years old, 
too. A copy of the Post is read in the home—whether it 
was acquired by newsstand purchase or by subscription. It 
stays there for several weeks. It is read and re-read for 
more hours and with more confidence than any of its 
competitors. 

The Post gets to the heart of America. 


“When I think of Saroyan, I tend to 
think of appealing urchins and off- 
beat oldsters. But this time he’s 
pulled a switch. His leading character 
is an actress who's really a knockout. 
The setting is New York’s most fash- 
ionable hotel, and most of the charac- 


“Here's a twist-Saroyan’s new novel 
is about sophisticated people!” 


BILL BRAYTON, Account Executive, J. M. Mathes Inc., New York, pre- 
views “I Love You, Mama Girl” by William Saroyan from this week's Post. 


ters are from the Broadway theatrical 
set! If you haven’t read any Saroyan 
recently, get ready for a big surprise.” 
In all, 8 articles, 4 short stories, 2 serials 


and many special features in the March 
31 issue of The Saturday Evening Post. 
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An €x Dipiomat’s 
inside Story: 
( FOUND wussia CHANGED 


WHOM Samovax s WEW NOVEL 
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Coke's Big Bottle 
Hiked Sales for 
Others: O'Malley 


Coke Exec Says Bottles 
Are Better Than Cans 
for Consumer, Retailer 


Curcaco, March 20—Consumer 
interest in Coca-Cola’s new king- 
size bottles has sparked a general 
increase in soft drink sales, Patrick 
L. O'Malley, vp and general sales 
manager of the Coca-Cola Bottling 
Co. of Chicago, told the Merchan- 
dising Executives’ Club of Chicago 
here last night. 

The Chicago soft drink home 
market enjoyed a 45% increase last 
August over August, 1954. Much of 
it, Mr. O’Malley asserted, can be 
credited to the interest generated 
by the new king-size Cokes that 
hit the Chicago market in strength 
at about that time. 

He described the over-all sales 
picture on the new big bottles as 
“fabulous,” “far exceeding our ex- 
pectations” and noted that in 
Chicago alone 30 to 35 new perma- 
nent Coke routes have been created 
by the surge in sales. 


® This success in selling Cokes in 
bottles partially explains, says Mr. 
O'Malley, why Coca-Cola continues 
to be cool to the idea of putting 
Cokes in cans. (He noted, however, 
that a:plant in Hayward, Cal., 
is continuing to can Cokes solely 
for distribution to U. S. military 
personnel in the Far East [AA, 
April 4, ’55] on an experimental 
basis.) 

Coca-Cola has been experiment- 
ing with canned Cokes for the 
past 15 years but still doesn’t feel 
convinced that Coke can be put 
in cans successfully without im- 
pairing its quality, Mr. O’Malley 
said. He said “metallic taste and 
can leaks” are the major objections 
to the canning idea. 

Neither is Coca-Cola convinced, 
he went on, that the American 
public is ready to see the return- 
able bottle era pass from the scene 
in favor of the junkable can. Coke 
dealers in retail stores would 
also probably take a dim view of 
switching from bottles to cans, 
he noted, quoting these figures de- 
veloped by market research: 97% 
of all Coke bottles sold in stores 
are returned to stores; 87% of 
them are returned to the same 
store; and 75% of the bottles re- 
turned are brought in by people 
who make other purchases before 
leaving the store. 


® From the retail store operator’s 
point of view, he acknowledged, 
these figures showing Coke as a 
promoter of purchases of other 
items must be weighed against the 
troubles retailers have with bot- 
tles returned to the store. 


ROBERT E. WHITE has joined the ex- 

ecutive staff of Wherry, Baker & 

Tilden, Chicago. He formerly was 

senior vp and a director of Henri, 
Hurst & McDonald. 


re elm. Fete tl tur wit Foi 
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HIGH FASHION—Formfit Co., Chicago, is augmenting its regular ad 


schedule with b&w spreads in the April and May issues of both 
Vogue and Harper’s Bazaar emphasizing the company’s high 
fashion approach. This ad will appear in April issues of both mag- 


azines. MacFarland, Aveyard & Co. is the agency. 


Advertising Age, March 26, 1956 


chairman of the chapter; Max 
Liebman took a leading role in 
getting the chapter under way. 

In expanding the academy found 
itself victim of growing pains man- 
ifested in many well publicized 
beefs about the award categories 
and award structure, 


Earlier Discord 
Settled, Unity Ruled 
at TV Emmy Affair 


HOLLYwoop, March 20—In the 
light of the considerable acrimeny 
preceding the “Emmy” awards of 
the Academy of Television Arts & 
Sciences, the NBC-TV telecast 
last Saturday revealed that im- 
pressive segments of the industry 
in Hollywood and New York have 
quite obviously achieved a closed-|lent meeting, but it did appear to 
ranks unity. |clear the air. In general, the press 

The evidence of East-West soli- and others appeared to accept the 
darity was noticeable when Don/|idea that the academy is aware of 
DeFore, president of the academy, | its problems, that it is doing every- 
called the Emmy “tv’s highest|thing possible to accomplish a 
honor,” and the same phrase was | tough job and that critics have not 
used by John Daly, New York m.c. | been particularly constructive. 
and others appearing as presenters. | 

The program was not handled|# To show that every possible pre- 


= Taking cognizance of these 
rumblings, the academy held a 
press conference 10 days before the 
awards were made to explain its 
side. This became a fairly turbu- 


‘like the first telecast, last year,|caution had been taken to insure 


when New York cut-ins appeared the nominees were representative 
to be in the nature of after- of the whole of the television in- 
thoughts. This year, after opening dustry, the outline of procedure 
ceremonies in Hollywood, New|was explained. The Hollywood 


missioner Robert E. Lee in Sep- York led off with the naming of the chapter submitted a list of 42 sug- 
tember, 1954—shortly before FCC first four winners, and Hollywood 


Only FCC Action 


|gested categories, and New York 


followed with four, and this alter- | submitted 28 categories. The final 


Can Save UHFs, 
House Unit Hears 


WAsHINGTON, March 21—Uhf op- 
erators warned a House small 
business committee that uhf is 
nearly dead now, and will perish 
completely unless the Federal 
Communications Commission indi- 
cates by June 1 that it intends to 
eliminate the competitive handi- 
caps of the high-band stations. 

They got in their licks as the 
subcommittee began investigating 
charges that networks and other 
established interests influence the 
operations of FCC and its staff. 

The subcommittee, under Rep. 
Joe L. Evins (D., Tenn.), is the 
third congressional group to stage 
a major investigation of FCC this 
year. On the Senate side, the com- 
mittee on interstate and foreign 
commerce is in the final stages of 
a study of the uhf problem and 
will soon broaden its studies to in- 
clude subscription tv and network 
“monopolies.” 


® The Evins investigation was off 
to an angry start, with FCC 
Chairman George C. McConnaugh- 
ey denying that he or his staff 
ever told the congressmen that 
“networks have the power to hire 
and fire those who do not vote or 
speak in the networks’ interest.” 

At the opening session yester- 
day, the subcommittee forced 
NBC and CBS, under subpoena, to 
produce copies of thousands of 
letters which they had written to 
FCC since Jan. 1, 1953. 

In the course of his questioning 
of CBS and NBC officials, com- 
mittee counsel Everett MacIntyre 
also demanded copies of all cor- 
respondence with four individuals 
variously identified as patronage 
dispensers for the Republican Na- 
tional Committee and the White 
House. 

Today the committee called, also 
under subpoena, Thomas G. Tins- 
ley Jr., owner of radio station 
| WITH, Baltimore, and Lee Broad- 
| casting Corp., Richmond; and Irv- 
jing Abeloff, vp and managing di- 
jrector of WXEX-TV, Petersburg, 
Va. 


® Questioning centered on efforts 
|of a group led by Mr. Tinsley to 
jobtain FCC approval of a tv ap- 
|plication for Petersburg. 
| .Mr. MacIntyre pointed out that 
Mr. Tinsley had been chairman of 
Citizens for Eisenhower in Mary- 
land in 1952. He requested copies 
of correspondence with individuals 
identified as Republican patronage 
dispensers in the state. 

And he questioned Mr. Tinsley 
about a meeting with FCC Com- 


approved the application of the 
Tinsley group, in preference to a 
competing application by local 
Petersburg residents. 

Philip Merryman, owner of 
WICC, Bridgeport, and president 
of the Committee for Hometown 
Television, told the committee 57 
uhf stations have quit, including 21 
in 1955, and that only eight of the 
remaining 95 are making money. 

He said uhf operators who are 
“hanging on” will lose hope un- 
less FCC acts by June 1 to indicate 
it intends to take decisive action to 
solve the uhf problem. 

He said FCC “has virtually ab- 
dicated” its responsibility to pro- 
vide an allocation system which 
will enable tv to grow. 


LEON E. HERMAN 

BurraLo, March 20—Leon Em- 
erson Herman, 68, vp of Greater 
Buffalo Press Inc. and a former 
newspaper ad executive, died 
March 17. He had joined Greater 
Buffalo Press only two weeks ago. 

Born in Reed City, Mich., Mr. 
Herman began his newspaper 
work in 1905 on the advertising 
staff of the Detroit Free Press. He 
later did ad work for the St. Louis 
Republic and the Chicago Record 
Herald. 

He was advertising manager of 
the Indianapolis Sun from 1911 to 
1914. In 1914 he joined Scripps- 
Howard Newspapers and was 
an ad solicitor for the Cincinnati 
Post and the Columbus Citizen 
until 1918. 


@ He was advertising manager of 
the Oklahoma City News from 
1918 to 1921. From 1921 to 1922 he 
was business manager of the 
Dallas Dispatch. For three years, 
starting in 1922, Mr. Herman was 
| business manager of the Memphis 
Press. 

From 1925 to 1929 he was vp 
and business manager of the Ak- 
|ron Press Times. He was named 
president and business manager of 
the Memphis Press Scimitar in 
|1929 and served in that capacity 
until 1940. 


S. J. HARVEY 

Cuicaco, March 20—S. J. (Stan) 
Harvey, 59, vp of Burke, Kui- 
pers & Mahoney, newspaper rep- 
resentative, died March 15. He 
had been with the company for 
more than 28 years and was an 
| active member of the Newspaper 
Representatives Assn. of Chicago. 
Prior to his association with 
Burke, Kuipers, Mr. Harvey 
worked in the Chicago Tribune 
advertising department. 


Agency Elects Dunning VP 

E. Del Dunning, director of 
merchandising of Moser & Cotins, 
Utica, N. Y., has been elected a 
vp of the agency. 


nation was followed throughout. | list of 40 categories was made from 
‘Each city had its own m.c. and | this. 
group of presenters. In all the matter of creative 
people honoring their peers, there 
= The obvious unity was the result was one commercial note: Oldsmo- 
of determined effort by the aca- | bile sponsored the telecast. And 
demy, now in its eighth year, to get | somehow, only one winner was not 
acceptance as “the” national group| mentioned during the one-hour 
for the industry. Last year there|closed circuit telecast between 
|were many grumblings that the| Hollywood and New York which 
|academy was strictly a Hollywood followed the network telecast to 
|organization despite pretensions to announce the more technical 
being national. It was true the aca-|awards. That winner was Ford 
demy had only a handful of mem- Motor Co., which got an Emmy for 
bers in New York. jthe “best commercial campaign.” 
To overcome this a luncheon was | Of the other 39 awards, 19 went 
held in New York last November to | to CBS, 18 to NBC and two to ABC. 
launch a New York chapter. This) 
was followed by four visits to New | # Here is the complete list of win- 
York of academy officials, and a | ners: 
membership drive which has netted | a7 te Series, “Lassie,” CBS; 
900 New York members to date. | Best Contribution te Daytime Program- 
There are about 1,100 Hollywood ‘Tink, Matinee Th go agg S-onont “- 
members. | Murrow, CBS; Best Special Event or News 
The New York drive was headed | Program, A-Bomb Coverage, CBS; Best 
by hy founding committee of 100 | g og =~ Series, 
which includes a major share of tv | «64 000 Queston,” CBS; Best Action or 
|luminaries there. Ed Sullivan is Adventure Series, “Disneyland” for its 


| Davy Crockett series, ABC; Best Specialty 
Hollywood Oscar 


| Act, Marcel Marceau, NBC; Best Actor in 
| Supporting Role, Art Carney, “‘Honey- 
Show Had 53.7 
Rating on Pulse 


| mooners,”” CBS; Best Actress in Support- 

New Yor«k, March 22—The Os- 
car awards presentation over NBC- 
TV last night, honoring top Holly- 
wood actors, directors and writers 
of 1955, pulled a Pulse rating of 
53.7, according to Sydney Roslow, 
director of Pulse Inc. 

The instantaneous Pulse rating 
was procured by interviewing 
families (representing the nation’s 
37,040,000 tv homes) personally 
face to face while the program was 
being telecast coast to coast. 

Mr. Roslow reported that inter- 
viewers counting the viewing au- 
dience came up with a total of 246 
persons per 100 homes. The distri- 
bution of audience by age and sex 
among these 246 viewers, the Pulse 
rating showed, was 122 women, 96 
men, 16 teenagers and 12 children. 

Oldsmobile division was the 
sponsor. 


ADVERTISING HELPED 
"MARTY’ GET OSCAR 

HOLLYwoop, March 22—Adver- 
tising was credited today for much 
of the success of the motion pic- 
ture “Marty,” the low-budget ef- 
fort that last night grabbed off four 
Oscars at the 28th annual Acad- 
emy Awards shindig. 

Actor Burt Lancaster, co-pro- 
ducer of “Marty,” said the movie 
cost $343,000 to make and that 
$500,000 was spent on advertising 
—a lot of it in newspapers seen by 
voting members of the academy. 

“So far the picture has grossed 
$2,000,000 and hasn’t been put in 
general release yet,” Mr. Lancaster 
added. 


ing Role, Nanette Fabray, “‘Caesar’s Hour,” 
| NBC. 

| Best Male Singer, Perry Como, 
| “Perry Como Show,” NBC; Best Female 
| Singer, Dinah Shore, “Dinah Shore 
Show,” NBC; Best m.c. or Program Host, 
| Perry Como; Best Comedian and Best Ac- 
|ter, (two separate awards) Phil Silvers, 
|CBS, whose program “You'll Never Get 
| Rich,” also won an Emmy; Best Com- 
| edienne, Nanette Fabray, NBC; Best Actor 
| Single Performance, Loyd Nolan, “Caine 
|Mutiny Court Martial,” Ford Star Jubi- 
| lee, CBS. 

| Best Actress, Single Performance, Mary 
| Martin, “Peter Pan,” NBC; Best Actress, 
Continuing Performance, Lucille Ball, “‘I 
Love Lucy,” CBS; Best Variety Series, 
“Ed Sullivan Show,” CBS; Best Music 
| Series, “Hit Parade,” NBC; Best Dra- 
matic Series, “‘Producer’s Showcase,” 
NBC, which also got an Emmy for Best 
Single Program of the Year 1955, with 
“Peter Pan"; Best Original Teleplay 
Writing, Rod Serling, for “Patterns” on 
“Kraft TV Theatre,”” NBC; Best Comedy 
Writing, Nat Hiken, Barry Blitser, Ar- 
nold Auerbach, Harvey Orkin, Vincent Bo- 
| gert, Arnie Rosen, Coleman Jacoby, Tony 
Webster, Harry Ryan, for “You'll Never 
Get Rich,” CBS; Best Television Adapta- 
tion, Franklin Schaffner and Paul Greg- 
ory, for “Caine Mutiny Court Martial,” 
CBS. 

Best Musical Contribution, Sammy Cahn 
and James Van Heusen for “Love and 
Marriage,” on “Producer’s Showcase,” 
NBC; Best Choreographer, Tony Char- 
moli, “Show Biz,” and “Your Hit Pa- 
rade,” NBC; Best Cinematography, Wil- 
liam Sickner, “Medic,” NBC; Best Pro- 
ducer, Live Series, Fred Coe, “Producer's 
Showcase,” NBC; Best Producer, Film 
Series, Walt Disney, “Disneyland,” ABC; 
Best Director, Live Series, Franklin 
Schaffner, “Caine Mutiny Court Martial,” 


CBS; Best Director, Film Series, Nat 
Hiken, “You'll Never Get Rich,” CBS; 
Best Art Direction, Live Series, Otis 


Riggs, “Playwrights '56," and “Producer's 
Showcase,” NBC. 
Best Art Direction, Film Series William 


Ferrari, ““You Are There,’ CBS; Best 
Camera Werk, Live Show, T. Miller, 
“Studio One,’ CBS; Best Engineering 


Technical Achievement, RCA _ Tricolor 
picture tube “which made the commercial 
color receiver practical,” Best Editing of a 
Television Film, Edward W. Williams, 
“Alfred Hitchcock Presents,” CBS. 
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oe most Curious Man! 


More newsstand ~~ - uibE _ 


circulation than 


any other weekly 


magazine in the 
WIDE, WIDE WORLD 


om ‘-. 
Bra, 
er, a 


LOCAL PROGRAM LISTINGS 
WEEK OF MARCH «4:30 


” 


TV GUIDE newsstand circulation is bigger than that of 
Life and Saturday Evening Post combined—3,200,000 copies 
per week. Surely, nothing in this wide, wide world 

could be bigger than that. 


In its annual publication ‘‘Magazine Circulation and Rate 
Trends,”’ the Association of National Advertisers makes 
this comment about newsstand sales: 


“Single copies sold through drug stores, supermarkets, 
confectionery stores, hotels and other newsdealers 
represent the highest degree of control and the 

least amount of sales pressure of any of the regular 
channels of distribution. The act of buying at a 
full cover price indicates positive interest in the 4 Ag V wens or mARcH aE 
magazine purchased, although the continuity \ 
of purchase of the magazine may be irregular.” 


Most Cuvicus Man! 


TV GUIDE’s principal channels of single copy distribution 
are 11,000 supermarkets, which account for a sale of 
1,150,000 per week. 2,000,000 more TV GUIDES are 
sold through other retail outlets. 800,000 subscriptions 
comprise the remainder of TV GUIDE’s total net sale— 
which has averaged 4,000,000 during 1956. 


America’s Television Magazine 


National Advertising Office Advertising Offices in 28 Cities Including: 


400 N. Broad St. NEW YORK CHICAGO LOS ANGELES 
Phila. 1, Pa. 10 Rockefeller Plaza 6 N. Michigan Ave. 6277 Selma Ave. 
Rittenhouse 6-1600 JUdson 6-4300 RAndolph 6-9470 HOllywood 5-2103 
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half the corporate officers 
" who read Newsweek 
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Newsweek delivers more readers in Business, 
Industry and Government, per advertising dol- 
lar, than any other weekly magazine. 


A chief reason why Newsweek has again 
moved up (in seventh place now) among 
all magazines in advertising revenue. 


Estimated total sleeping accommodations in Miami Beach 
(America’s biggest resort)................ SS . 63,400* 
Corporate officers who read Newsweek ..... ace 


*SOURCE: Hotel World Review (figure for 1954, latest available) 
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Some Old-Fashioned Logic 


Edwin B. Ebel, vice-president for advertising and public relations 
of General Foods Corp., and chairman of the Assn. of National 
Advertisers, was quoted as telling those attending the ANA con- 
vention in Hot Springs, Va., last week not to forget that they are 
advertising men. 

“Purely as a caution,” he said, “let’s not let our broadened mar- 
keting responsibility lessen our awareness of the opportunity to 
increase the effectiveness of advertising by better advertising, by 
originality, by greater creativity, by greater believability. by greater 
persuasiveness, by greater interest, by more skilful use of media.” 

The caution is timely, and could very well be extended to cover 
other areas. In every group’s efforts to broaden its scope, its respon- 
sibility and its authority, there is a continuing impulse to get away 
from the direct, essential job, and to get involved in interesting 
collateral activities which do not necessarily add up to very much. 

In the agency business, the gifted advertising man becomes an 
account executive, or a plans board member, or something; he dis- 
cusses a lot of things, including the state of the nation and the world, 
instead of acting like an advertising man. 

In the case of the advertising manager who is impressed with 
his total marketing responsibilities, he becomes enamored of re- 
ports from the President’s council of economic advisers, or the latest 
information on the effect of taxes on the activities of major execu- 
tives’ wives, or whatever it may be. The result, too often, is that, 
as Mr. Ebel has pointed out, his “broadened” outlook may mean 
some neglect of the workaday things he is primarily responsible 
for, and which he knows best how to do. 

No one would argue that the scope of responsibility of the ad- 
vertising man is growing constantly, and that it is vitally important 
that advertising be carefully integrated into the total marketing 
plan. The advertising man who wants to move forward must, 
whether he will or no, broaden his horizon and think like a business 
man, and not like an advertising technician. 

But this broadening of scope and horizon must not be done at 
the expense of the advertising function. It should not result in 
pushing the day-to-day advertising operation into the less-important 
background, while “high level policy” gets all the attention. 

In more and more instances, advertising is the greatest single 
expenditure, outside of manpower and raw materials, of a company. 
Its intelligent and careful management is too important a function 
to be neglected, in the slightest degree. 


Trouble for Broadcasters? 


Lowell Mason, the free talking Federal Trade Commissioner, has 
been talking again; this time to the Harvard Marketing Club, and 
this time in a bald and pointed effort to expand the power and 
authority of the Federal Trade Commission over broadcast adver- 
tising. 

In what might well have been regarded by an FTC hearing ex- 
aminer as an “unfair” attack on the Federal Communications Com- 
mission, FTC Commissioner Mason said that there was a lot of 
“gyp” advertising on the air. He didn’t mention the FCC, but 
since this agency is charged with seeing that broadcast licensees 
operate “in the public interest,” it is clear that any attack on the 
program content of broadcasters must actually be an attack upon 
a fellow federal regulatory body. 

Whether this is unfair competition among government bodies we 
shall leave for others to decide. But Mr. Mason’s prediction that 
Congress will request the FTC to make a study of broadcast ad- 
vertisiiig and promotion, along with the hearings that have been 
going on in Congress, indicates that broadcasters (and perhaps ad- 
vertisers) are likely to spend a great deal of time on the banks of 


the Potomac during coming months. 


—Ed Niederkorn, The Oregonian, Portland. 


. for limited time only. Rush $5 for special selection of hybrid 
rose pants. Guaranteed results.” 


What They're Saying 


Flexibility Is Important 

We have used the unit system in 
our newspaper advertising for a 
long period of time. This gives our 


there can be no certainty in pre- 
dicting the popularity of any- 
thing.. 

If scbody, including the public, | 


Advertising Age, March 26, 1956 


| Rough Proofs 


Fred Allen will always be re- 
membered as the performer who 
declared open and _ unrelenting 
warfare against vice-presidents of 
radio networks. 

+ 

“It isn’t enough to get the other 

fellow’s business,” remarks Fax 


|Cone. “That is only cannibalism.” 


How about having agencies ob- 
serve an occasional Meatless Week? 
After 21 years, the Electro- 
Motive Division of General Motors 
has decided to get along without 


| the services of the Kudner Agen- 
|cy, which has done “a beautiful 


job.” 
Parting is such sweet sorrow. 
- 

Gordon Young says advertising 
would be greatly improved “if 
agencies did not have clients who 
kept breathing down their necks 
every minute.” 

That’s one of the things the 15% 
is supposed to cover. 

* 

The thing most admen will like 
about Better Homes & Gardens’ 
$10,000 “It’sa” contest is that they 
are not required to confine their 
opinions to 25 words or less. 

e 

Ken Banghart’s demonstration 
that at least 9,635 people were 
listening to his newscast after an 


audience service reported a zero 
| rating may be interpreted in some 
quarters as a dastardly attack on 


wholesale districts greater flexi-|really knows what the public | scientific research. 


bility, inasmuch as all of our ad- | 
vertising is prepared in our inter- | 


national headquarters in Chicago. 
By using the unit system, it en- 
ables wholesalers in any part of 
the U. S. or Canada to switch fea- 
tured items without interfering 
with the over-all appearance of 
these advertisements. They are 
able to do this effectively by the 
switching of mats. For example, 
in the ad that leaves headquarters, 


roast beef may be featured. Auxil-| 


iary mats are sent with this master 
ad, so that chicken or roast pork 
or some other item more desirable, 
because of geographical location, 
can be substituted. 

In rural sections where only 
weekly newspapers are available, 
we have distributed broadsides 
with a great deal of success. IGA 
has also been successful in its use 
of television and radio. But if I 
were to make a choice, it would 
be newspapers, because newspa- 
pers not only give you flexibility, 
but bring your advertising message 
to its readers with the same light- 
ning speed as news. 

~—Don R. Grimes, president, Independ- 

ent Grocers Alliance, at the 50th an- 


nual convention, National American 
Wholesale Grocers Assn. in Chicago. 


What People Want 

That popular selling phrase, 
“You have to give the people what 
they want,” has always struck me 
as a piece of dangerous nonsense. . . 

It is my stubborn contention that 
nobody knows what the people 
want—including the people. If 
anybody did, there would be no 
flop movies, no remaindered books, 
and no records warping in the 
warehouse... 

The men who tell you they have 
their finger on the public pulse 
are generally taking their own 
temperature. 

My theory is that people do not 
know what they want—until it is 
given to them. We are all bundles 
of vague and conflicting appetites, 


and the only thing certain is that 


wants, then the frantic race to 
please the people is futile and 


self-defeating. All that a man of | 
sense and honor can do is to give 
what he thinks is worth while, and | 


hope he is running with the tide. 
—Sydney J. Harris, “Strictly Person- 
al,” in the Chicago Daily News. 


Reds in Grey Flannel 


Long denounced by communists 
as one of the evil trappings of pri- 
vate capitalism, advertising now | 
seems to be gaining a degree of re- 
spectability east of the Iron Cur- 
tain. 

Recently a United Press dis- 
patch from Berlin reported that 


East Germany’s official Communist | 


party newspapers are severely re- 


buking state-owned industries for 
not advertising their products. One 


paper, Neues Deutschland, com- 


plained that trademarks are al-| 


most unknown and that many fac- 
tories identify their products only 
with numbers attached to the 


goods. The paper said that it is) 
easy to hide bad work behind a) 
number. Then it went on to urge) 


the popularization of trademarks, 
adding a pious caution: 

“Naturally, we do not desire the 
shouting publicity of capitalist 
firms designed to sell inferior 
products. But we do want to cam- 
paign to make products of good 
quality.” 


—Washington Report, published by the 
Chamber of Commerce of the U. S. 


Automation's Benefits 
As for smaller businesses, the 
more the big companies automate 
and bind themselves to a rigid 
framework of operations, the 
more opportunities there are for 
the enterprising small-scale man- 
agement to tap regional demands, 
to meet minor variations in con- 
sumer wants, to serve specialized 
needs, and in general to move 
quickly as circumstances demand. 
—Acme Reporter, official publication 
iting Manage- 


of the Assn. of 
ment Engineers. 


© 

While its advertising club is urg- 
ing, “Get the ‘H’ out of Worcester,” 
the effort seems a trifle academic 
in view of the fact that the accept- 
ed pronunciation is “Wooster.” 

The Post Office Department of 
Canada conducts a regular adver- 
tising campaign in newspapers and 
|other media, and maybe there’s an 
idea here for our Postmaster Gen- 
|eral Summerfield. 

* 

Speaking of job-hunting, Dor- 
jothy M. Parker observes, “Appar- 
| ently you’re now supposed to be 
/not over 35, with experience and 
know-how you'd be lucky to have 
jat 80.” 

Employers are incurable opti- 
| mists. 
| . 

Horce racing, reports Triangle 
Publications Inc., is the most pop- 
ular spectator sport, with annual 
attendance of over 50,000,000. 

That’s the sort of news the tax 
collectors, who take something off 
the top of every $2 bet, love to 
hear. 


e 

Redbook quotes Frank Sinatra 

as saying, “I’m my own worst en- 
emy.” 

| And no doubt he observes the 


| Biblical injunction, “Love thine 


“enemy.” 
° 
A New York magazine advertis- 
ing for a woman editor says she 
“will have responsibility for bro- 
ken copy.” 
Appearing on fractional pages? 
. 


At the 1955 New York Central 
stockholders’ meeting, says Lewis 
D. Gilbert, R. R. Young “could not 
hear a word we said, even though 
the words we used were almost en- 
tirely ones he had spoken before 
his election.” 

Financiers must be a lot like 
politicians. 


Cory Cus. 
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of a Newspaper’s Sales Power 


How do 
lassified | 
advertisers 
rank 


Philadelphia 
hewspapers? 


First in National Advertising 


First in Retail Advertising 


First in Classified Advertising 
First in TOTAL Advertising 


Advertising Linage is the Final Measure 


TOTAL CLASSIFIED ADVERTISING 
1955 


BULLETIN 
5,729,000 lines 


INQUIRER 
10,014,000 lines | 


In 1955 The Inquirer carried over 10,000,000 lines of Classified 
Advertising ...a gain of 1,000,000 lines over 1954... a lead- 
ership of 4,300,000 lines over the second newspaper. 


The Inquirer has been the first choice of Classified advertisers 
in Delaware Valley, U.S.A. since before Media Records started 
measuring Philadelphia newspapers in 1928. 


Che Philadelphia Pnguirer 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 

NEW YORK—ROBERT T. DEVLIN, JR., 342 Madison Ave., Murray Hill 2-5838; 
CHICAGO—EDWARD J. LYNCH, 20 N. Wacker Drive, Andover 3-6270; 
DETROIT—GEORGE S. DIX, Penobscot Bidg., Woodward 5-7260. 


West Coast Representatives: 
SAN FRANCISCO—FITZPATRICK ASSOCIATES, 155 Montgomery St., Garfield 1-7946; 
LOS ANGELES—FITZPATRICK ASSOCIATES, 3460 Wilshire Boulevard, Dunkirk 5-3557. 
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Because the 
need so many 
: things right now - 
LIVING’S young 
homemakers 


are out 


buying TODAY 


That's what makes LIVING’s young homemaker audience unique among magazine readers — 
their new needs are so great they have to buy. And they have the ability to buy — 
with family incomes 63% above the national average. 


LIVING, too, is unique —it is the only magazine devoted exclusively to young homemakers. 
Young families not merely read LIVING, they use it as their buying guide while they 

are young homemakers — while they are in the once-in-a-lifetime period when they establish 
their homes, furnish and equip them. 


LIVING has served its purpose when, with the major purchases made, brand preferences 
established, the young homemakers’ basic needs are satisfied, their buying patterns set. 

At this point LIVING’s new subscribers take their places—a steady flow of new young homemakers, 
chiefly newlyweds, all looking to the reality of LIVING’s pages to help them in their buying. 


LIVING’s readers are buying today... LIVING’s advertisers are selling today, 
selling more goods more economically because they are reaching 3,000,000 
homemakers who need so many things right now, who simply HAVE TO BUY. 
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LIVING - CONDITIONED. _— 


——— 


Young Homemakers 


buy @ <>»: all houses’ ) 


72% of all washing machines... 63% of all refrigerators... 
70% of all furniture... 62% of all ranges... | 
66% of all automobiles... 62% of all TV sets. 


* Source: CONSUMER FINANCES OVER THE LIFE CYCLE by John 8. Lonsing — Jomes N. Mergen ; 


ead 


SURVEY RESEARCH CENTER UNIVERSITY OF MICHIGAN boved on research for The Federal Reserve Rood . 


A Street & Smith Publication - 575 Madison Ave., New York 22, N. Y. Sh 
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Knomark Advances Birnbaum __\yn, maker of Esquire shoe polish- 

Melvin Birnbaum, formerly na-|es. Joseph Husch has been ad- 
tional sales and advertising man-| vanced from eastern regional sales 
ager, has been promoted to exec | Manager to vp in charge of nation- 
vp of Knomark Mfg. Co., Brook-'al sales. 


“Getting Personal?” 
Yes! 


26 times a year we print these messages next to 
Advertising Age’s famous "Getting Personal” column 
because IRE is only concerned with people! 


Everybody talks about the fabulous electronic 
industry but IRE does something about the engineers 
who make it. “Proceedings of the IRE” is owned by 
and published for 40,000 of these engineers. The IRE 
DIRECTORY lists them, and their firms and products. 
The IRE Convention and Radio Engineering Show 
brings them together to exchange information. 


Yes, IRE is “personal” in its service to the key 
men who make the electronic industry. 
Engineers are educated 
to specify and buy. 


INSTITUTE OF RADIO ENGINEERS 


Proceedings of the JRE 


Advertising Department 
1475 Broadway, New York 36, N. Y. 


Howard K. Smith, 
Two Radio Stations 
Win DuPont Awards 


WasuHincton, March 20—Radio 
stations WTIC, Hartford, and 
WICC, Bridgeport, and Howard K. 
Smith, CBS chief European cor- 
respondent, shared honors last 
week as winners of the 13th annual | 
Alfred I. DuPont awards in radio | 
and television. 

WTIC, 50,000-watt NBC affili-| 
ate, was cited for its over-all pro- | 
gram excellence, and WICC, a| 
Mutual station, was praised for | 
public service, particularly during 
last year’s flood disaster. Mr. | 
Smith was cited for “exceptional 
insight into the meaning of Euro- 
pean events.” 


Trimtit Launches Dance Quiz 
Campaign; Appoints Gene Okin 

Trimfit Hosiery, New York, will 
feature a Fred Astaire dance quiz 
in its spring campaign running in 
Seventeen and American Girl. 
Headlined “You can’t help dancing 
in Trimfit socks,” the full-page 
b&w ads illustrate popular dance 
steps. The ads also carry a coupon 
for the Fred Astaire Pocket Dance 
Guide, 50¢ value for 15¢. Zlowe 
Co., New York, is the agency. 

Trimfit also announced the ap- 
pointment of Gene Okin, former- 
ly in the promotion department 
of Rudin & Roth, advertising and 
sales promotion manager. 


Patatio Named Eastern A.M. 

John J. Patafio Jr., formerly an 
account executive with John Math- 
er Lupton Co., has been appointed 
eastern advertising manager of the 
Reporter of Direct Mail Advertis- 
ing, Garden City, N.Y., a new post. | 
Mr. Patafio also has been with 
Mohr Associates and Ambassador 
| Letter Service. 


WGN-TV 


From the Top 
of Chicago! 


MAXIMUM 
POWER 


from the 


HIGHEST 
TOWER © 


est service to advertisers of any 
Chicago station. 


now offers the fin- 
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WGN.-TV’s antenna towers 
914 feet above ground—169 
feet higher than any other 
Chicago station. 

This means better reception, 
greater coverage for your ad- 
vertising than ever before. 


WGN-TV—YOUR BEST 
BUY IN CHICAGO 


441 N. Michigan Ave. Chicago 11 


Advertising Age, March 26, 1956 


Getting Personal 


John R. Andrus, vp and director of Muzak Corp., was presented 
a watch and scroll commemorating 25 years’ service with the com- 
pany at a luncheon March 16 at the New York Metropolitan Club. 
Besides his Muzak affiliation, Mr. Andrus finds time to serve as di- 
rector of Allied Broadcasting Co., Rochester, N. Y., and general 
manager of radio station WBFM, New York... 

Westinghouse Broadcasting Co. has awarded two-week Paris va- 
cations for two to these four station executives: Franklin B. Tooke, 
general manager of WBZ-TV, Boston; Robert H. Teter, assistant to 
the president of WBC; Gordon Davis, general manager of KYW ra- 
dio, Cleveland; and David N. Lewis, advertising and sales promotion 
manager of KDKA-TV, Pittsburgh. The Paris trips, which are in 
addition to regular vacations, were awarded for “outstanding con- 
tributions to radio during the past year.”. . 

Herbert W. Beyea, president of Hearst Advertising Service, New 
York, has been named trustee of the family trusts under the will of 
the late William Randolph Hearst. He succeeds the late Ward Greene, 
who was general manager of the Hearst Corp. subsidiary, King Fea- 
tures Syndicate. .. 

Jack Little, vp and general manager, Foote, Cone & Belding, San 
Francisco, is convalescing from an operation at Stanford Hospital... 


urr avast 


PROOF—George Wasey, one-time exec vp of Erwin, Wasey and now 
head of Barbasol Co., weighs in with 48 Ib. white marlin he landed 
off Cat Cay, Bahamas. 


Larry Newman, a member of the promotion staff, Philadelphia 
Daily News, has been named a member of the board of directors of 
the Philadelphia Junior Chamber of Commerce as the only newspa- 
per man member... 

Philadelphia Club of Printing House Craftsmen has awarded its 
1956 Share Your Knowledge award to Emanuel Sacks, vp and gen- 
eral manager of the RCA Victor Record Division and vp of National 
Broadcasting Co. He was cited for bringing “music to the millions,” 
for advancing “new achievements in the art of recording,” and for 
“cultivation and development of artists.”. . 

WRC and WRC-TV, Washington, D.C., have won a six-months 
Leadership Contest for NBC-owned stations. Prizes include a Dis- 
tinguished Leadership award to the stations, a trip to the major cap- 
itals of Europe for Carleton D. Smith, NBC vp and general manager 
of the stations, and Mrs. Smith; plus a variety of prizes for the 
staff... 

Wallace Hutchinson of the Hollywood staff of Weed Television 
Corp., station representative, and Frank Crane, Southern California 
Broadcasters Assn., are co-instructors of a class in radio and tv time 
buying and selling at the University of Southern California... 

Mr. and Mrs. Patrick Crafton have announced the birth of their 
fourth child, second son, Christopher, born Feb. 26. Mr. Crafton 
is national sales manager of WCPO and WCPO-TV in Cincinnati. . . 

Sylvan Geismar, president, Manhattan Shirt Co., has been named 
“Man of the Year” by the Associated Men’s Wear Retailers of New 
York “in recognition of his distinguished contribution and service 
to the men’s apparel industry and community.” . . 

Kenneth E. Moore, Cleveland, vp of Fuller & Smith & Ross, trans- 
ferred back to the New York office, will commute until June—keep- 
ing his post as president of the Orange Village Board of Education 
near Cleveland... 

Murray Arnold, assistant station manager of WPEN, Philadelphia, 
has been named to the pr committee of the Boy Scouts of America, 
8rd District Council. . . Vincent A. Carberry, pr director of Hening 
& Co., Philadelphia, is the new president of the Leonia, N.J., board 
of education. . . First advertising manager of Bulova Watch Co., 
William Scheibel, who retired last September, is writing a series of 
merchandising and promotion stories for Jewelers’ Circular-Key- 
stone, a Chilton publication. . . 

Lowell Mainland Jr., vp at San Francisco for J. Walter Thomp- 
son Co., and Mortimer Smith, president of Oakland Title Insurance 
Co., have joined forces to form a volunteer pr bureau to launch 
next fall’s United Bay Area Crusade for funds to support health, 
welfare and recreational agencies in the five Bay Area counties... 
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See runk the world 40% °? 


Jet propulsion has given commercial transport 

its seven league boots. Soon the flying time from 

New York to Paris will be cut from today’s 11 hours 
to a fantastic 6 hours and 35 minutes. But there’s 
more to the story. Here’s how Donald W. Douglas, 
President of Douglas Aircraft Company, Inc., puts it... 
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“While we have devoted several years of 
intensive research to the development of 


the DC-8, we are mindful of the valuable 


an 


contributions made by the turbojet engine 
builders and experienced airline opera- . 
tors who have cooperated with our staff. 

“Nor can we overlook the help which 
our designers, engineers and technicians 


constantly receive through readership of 


T, DOUGLAS business magazines. Without these tech- 


co., Inc. nical publications, industry would find it 


exceedingly difficult to keep up with the 
many advances in the development of pro- 
duction equipment and manufacturing 


techniques.” 
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The tremendous advances which are being made in aviation 
are typical of what is happening throughout American 
industry. And, the only sure way for businessmen 

to keep up with these advances is by reading the 

business publications edited for their industry. 

The more-than-a-million men who read 
McGraw-Hill’s 36 business publications control markets 
with billions of dollars of industrial purchasing power 
... markets that your salesmen are seeking to tap. 

To report the developments of business and 
industry, McGraw-Hill employs over 400 full-time 
editors who travel more than two million miles a year out of 
15 domestic and 11 foreign offices. This type of editorial 
leadership builds acceptance and readership not only for 
editorial material but for advertisers’ sales messages. 

Your advertising in McGraw-Hill magazines can make 


your salesmen’s limited time more productive. 
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Your advertising in McGraw-Hill 
business publications is your 
introduction to, and continuous 
contact with, the men who initiate, 
specify or approve the purchase of 
products for industry. It is your 
salesmen’s “assistant”...a high-speed, 
low-cost sales tool that ferrets out. 
contacts and conditions prospects. 
By functioning on these preliminary 
steps to a sale, business publication 
advertising ... at pennies per 
call... multiplies your salesmen’s 
“calling power.” It enables them 
to concentrate their valuable time 
and talent on the important job of 
making the proposal and closing 
the sale, a job which they... and 
they alone... can best handle. 


6. KEEP CUSTOMERS SOLD FoR 


y 
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4. SPECIFIC PROPOSAL ¢+PRODUCTION 
te SUCCESSFUL HERE 
if . 3. CREATE PREFERENCE 
& SELLING ‘—“arewy 


2. AROUSE INTEREST —— ADVERTISING 


ie . 1. MAKE CONTACT ¢ iia 


MeGraw-Hill 


PUBLISHING COMPANY, INC. 
330 WEST 42nd STREET, NEW YORK 36,N. Y. 
MORE THAN A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 
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Brooklyn D.A. Hits 
FCC for Failing to 
Stop Bait Ads on Air 


New York, March 20—Kings 
County District Atiorney Edward 
S. Silver last week criticized the 
Federal Communications Commis- | 
sion for not protecting the public | 
from fraudulent radio-tv advertis- | 
ing. 

Mr. Silver leveled his charges 
against the FCC during a demon- 
stration of a monitoring system 
he has set up at his Brooklyn! 
racket squad offices. “Monitors” | 
are city policemen who keep a 
24-hour watch on radio and tv ad- 
vertising. Equipment includes nine | 
tv sets, 13 radios and six tape | 
recorders. The latter are used to 
record commercials on suspect pro- 
grams. 

The Brooklyn D. A. told Apver- 
TISING AGE he is trying to put a 
stop to bait and switch airwaves 
advertising because neither the 
stations nor the FCC seem greatly 
concerned over the situation. 


s About a year ago Mr. Silver 
held a meeting with representa- 
tives of New York radio and tv 
stations to discuss this same prob- 
lem. He said the station men, who 
attended that meeting voluntarily, 
promised to “police their own in- 
dustry.” However, he said that nu- | 
merous complaints received from | 
Brooklyn residents, who have been 
“taken in” by smooth talking 
pitchmen, indicate that the sta-| 
tions have not lived up to their 
promise. 

As an example, he cited the case 
of a storm window offer, adver- 
tised at $7.77 each with a “beau-| 
tiful storm door thrown in free) 
for no payment down and 50¢ a| 
week after three months.” But a) 
purchaser, who signed a contract, | 


found he was committed to buy! 


eight storm windows and a door 
for a total price of $435—or about 
nine times the radio advertised | 
price. 


# Sewing machine, upholstery and | 
automobile pitches also have re- 
sulted in a number of complaints, | 
Mr. Silver said. In the first two 
cases, people hear one price) 
stressed on the air but find the) 
salesmen bent on selling them 
something much more expensive 
—and “better”’—when he arrives. | 
In the case of auto dealers, there | 
have been some complaints of cars | 
not having all the advertised ac- 
cessories, he pointed out. 

Although he has obtained about 
six convictions for misleading and | 
fraudulent ads since he took office, 
the Brooklyn D. A. said he is not 
primarily interested in prosecuting. 

“We are busy enough with other | 
cases,” he said. “What we want 
here is to see the situation cleaned | 
up. We can’t sit by and let the) 
people get taken in.” | 
a Mr. Silver’s squad of watchers 
is now gathering evidence and) 
when there is enough against any | 
particular company, the case will | 
be submitted to the grand jury. 
However, he pointed out that this 
is difficult since he must have 
enough evidence “to prove guilt 
beyond a reasonable doubt.” 

Again he reiterated that the sta- 
tions—and he would not say which 
stations or advertisers are the 
worst offenders—could clean their 
own houses without waiting for 
the slow process that he must go 
through. 

He also suggested that the clean- 
up could be accelerated if the 
FCC carried out its job properly. 

“I regret to say that the FCC 
is of little or no help in the mat- 
ter,” Mr. Silver said. “The tv and 
radio stations are licensed by the 
government through the agency of 
the FCC. They (commissioners) 
have a real responsibility to the 


people not to permit the airwaves 


ment. Their machinery is slow anc | 
cumbersome. They are not alert 
to the situation. In my opinion, 
they are not doing their job.” 


Berg Joins Spitz Advertising 

Frederic Berg, formerly produc- 
tion manager and art director of 
Herbert W. Frank Advertising 
Agency, Boston, has joined Spitz 
Advertising Agency, Syracuse, as 
art director. 


'to be used to the citizens’ detri-' Announces 1956 Price Policy 


Westinghouse Electric Corp., in 
a letter to distributors of portable | 
appliances, has announced its 1956 | 
price policy covering electric 
housewares, automatic bed cover- 
ings, two vacuum cleaners and a 
floor polisher. Distributor margins | 
are frozen at 18.8% on lots of 1 to. 
5 and 15% on lots of 6 or more, 
while dealer margins are set at| 
32% on lots of 1 to 5 and 35% on) 
lots of 6 or more. 


readership survey of the big MM audience 


*WRITE TODAY 
or phone wus for informative 
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AND FARMER 


YOU HELP every one of your Wisconsin 
dealers when you list their names in your 
advertising, and advertise in the publica- 


tion they overwhelmingly prefer you 


use. Their preference, of course, is the 


Wisconsin Agriculturist and Farmer. 


Listing their names assures you of full 
dealer cooperation. For it means the sales 
your advertising inspires go to them, and 
come to you, instead of to a competitor. 

Wisconsin Agriculturist and Farmer 
gives you blanket coverage of a market 
where farm income is close to $1 billion, 
more than half of it in regular monthly 


“milk checks.”’ 


So, for more sales in the No. 1 Dairy 
State of the nation, advertise in the local 
homestate farm publication that 9 out of 
10 of the best farm families look to, 
depend on, believe in. For market facts 
applying specifically to your product, , 


please write us. 
® Dot 
Shown below are results of a study 


which lumber dealers and auto accessory 
dealers were asked, ‘‘In which publication, 
edited for farmers, do you prefer to see adver- 
tising for the merchandise you sell?” Other 
dealer preference studies available upon 


request. 


to 


in 


HARDWARE DEALERS’ 


PREFERENCE 
12.6 
% 7.9% 6.1% 
ibe  eceames 
Wisconsin Farm Farm Farm 
Agriculturist MagazineA MagazineB Magazine C 


AUTO ACCESSORY DEALERS’ 


PREFERENCE 
18.1 % 1 6.9% 1 2.0% 
at eg 
Wisconsin Farm Farm Farm 


Agriculturist | MagazineA MagazineB Magazine C 


riculturist 


RICHARD S. PIERCE. PUBLISHER 
RACINE, WISCONSIN 


w “, 
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WHY READERS 
PREFER THE “AG” 
“It gives us specific informa- 
tion about our specific prob- 
lems. I especially like the 
Homemaking Vepartment but 
the publication is a big help to 
me, too, in enabling me to dis- 
cuss ing intelligentiy with 
my husband and neighbors.” 
Mrs. Louis Huscka, 
Rock County, Wis. 
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MORE OFFICERS; ENLISTED MEN, 
and SERVICE DEPENDENTS READ 


THAN ALL OTHER PUBLICATIONS 
IN THE MILITARY FIELD COMBINED 


than mere 


CONTACT... 


GET FULL 
IMPACT ! 


listed men and service dependents.Whether your objective 
is a long-term defense contract or immediate retail sales in 
the $8 billion military consumer market, the top- 
circulation TIMES Service Weeklies get your message 
across to the right man in uniform. 


Circulation is the one and only key to coverage. The 
TIMES Service Weeklies outsell all other ABC publica- 
tions in the military field combined, by more than 2 to 
l—and readership of the TIMES Service Weeklies ranges 
from the topmost brass straight through the ranks of en- 


*An independent survey showed readership among OFFICERS in all branches to be 
more than five times greater than the total circulation of the next nearest publication. 


ARMY TIMES PUBLISHING CO. 2020 M. St., N.W., Washington 6, D.C. 


U.S. OFFICES: Chicago, Detroit, Honolulu, Los Angeles, New York, Philadelphia, San Francisco 
FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo «Write for sample copies. rates, new market data book, “Timely Facts.” [7 


ARMY TIMES « AIR FORCE TIMES » NAVY TIMES 
~~ US$. COAST GUARD MAGAZINE « 


‘National Hog Farmer’ Bows 

A new publication which deals 
specifically with the swine indus- 
try, National Hog Farmer, is being 
published in Grundy Center, Ia. 
Beginning with the April issue, 
advertising will be accepted. The 
page size is 72% column inches, 
with a rate of 20¢ a line or $2.80 
a column inch; the page rate is 
$203. With the April issue, a cir- 
culation in excess of 20,000 is 
guaranteed. 


Rittenhouse Advances Two 
Edward Chalmers has been 
appointed vp, and Charles A. Nich- 
olson III has been appointed as- 
sistant corporate secretary of Rit- 
tenhouse & Co., Houston. Both men, 
account executives since joining 
the agency in 1954, were elected to 
the board of directors. 


Castleton to Moloney, Regan 
Edward Castleton Jr., formerly 
with Hearst Advertising Service, 
has joined the San Francisco staff 
of Moloney, Regan & Schmitt, suc- 
ceeding Don Sias, who has retired. 


DYNAMIC DAVENPORT 
LEADS WITH — 


<4 
i 
“a 


5 


ay 


Part of the crowd of more than 100,000 people 
who visited the new 29-store, 1000-car parking, 
Village Shopping Center during the 4-day Grand 


Opening. Cars were observed from lowa and Western Illinois! 


" ANOTHER FIRST! 
; — ke 


Illinois communities within more than a 100-mile 
radius of Davenport — Proof that Davenport is 
the shopping center for Eastern lowa and 


DAVENPORT -PROGRESS CENTER OF A 
$486,894,000 MARKET! 


Davenport, lowa, Rock Island, Moline, East Moline, Ill. 


Proof that realistic businessmen recognize the op nities 

the humming Davenport area offers is this $3,000,000 investment. 
It comes in the wake of capital expenditures of a staggering 
$60,000,000 invested in Daven in the last two years alone 
by American business giants like Aluminum Company of 
America, Ford Motor eo. Sears Roebuck, National Tea Co. 
and the Bendix Corporation. 


To sell this dynamic market use: 


On 
DAVENPORT 
‘NEWSPAPERS 


FOR THE 10th CONSECUTIVE 
YEAR—FIRST IN LINEAGE 
IN ALL IOWA AND 
IN THE QUAD-CITIES! 


Circulating Davenport, lowa, Rock 
Island, Moline and East Moline, Ill. 


Represented by Jenn & Kelley inc. 


FIRST 
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American Motors 
Launches $250,000 
‘Name-It' Contest 


Detroit, March 20—American 
Motors Corp. has loosed what it 
calls the biggest advertising cam- 
paign in its brief history to pro- 
mote a $250,000 contest seeking to 
find a name for the company’s 
new single-unit type auto con- 
struction. 

Promotion will make use of 
newspapers, magazines, radio and 
tv and will continue throughout 
the seven-week contest ending in 
mid-May. 

Launched by a press release yes- 
terday, the campaign got under 
way today with 1,200-line inser- 
tions in 1,687 dailies. Ads are also 
slated for American Weekly, Auto- 
motive News, Collier’s, Family 
Weekly, Life, Parade, The Satur- 
day Evening Post and This Week. 

Televiewers will learn of the 
contest via two 90-second com- 
mercials on tomorrow’s “Disney- 
land” tv show (ABC-TV). Mar- 
kets not reached by “Disneyland” 
will be blanketed by 40 one-min- 
ute radio spots. 


® Following the initial barrage, 
the campaign will be pushed 
through weekly ads in the 1,687 
dailies scheduled, as well as in re- 
peat spots and mentions on “Dis- 
neyland” and spreads in each of 
the eight magazines in the course 
of the campaign. 

Geyer Advertising and Brooke, 
Smith, French & Dorrance, agen- 
cies for Nash and Hudson respec- 
tively, are handling the campaign. 


John Blair Names Walton; 


) | Hoag-Blair Appoints Theiss 


John Blair & Co., New York, 
radio station representative, has 
appointed Robert J. Walton farm 
director, with headquarters in the 
Chicago office. Mr. Walton, form- 
erly midwestern sales manager of 
the farm publications represented 
by Katz Agency, succeeds Tom 
Ragland, who resigned to become 
national sales manager of WHBQ- 
TV, Memphis. 

James Theiss has been ap- 
pointed to the sales staff of Hoag- 
Blair Co., affiliated television sta- 
tion representative. Mr. Theiss 
formerly was an account executive 
with Forjoe & Co. 


BACON gets CLIPPINGS 


@ Make sure you get all published 
items about your or your client’s 
business each month. Bacon’s 
Clipping Bureau regularly clips over 
3,240 publications for over 1,000 
clients. Approximately 100,000 
clippings sent out per month, from 
business, farm and consumer pub- 
lications. An invaluable service to 
ad managers, agencies, publicity 
and public relations men, research- 
ers and others. Write for free 
booklet No. 55, “Magazine Clippings 
Aid Business.” 


Two new books to help you 
handle publicity more 
effectively 


BACON'S 1956 PUBLICITY CHECKER 


Coded by editors. Shows publicity 
used in 3,240 business, farm and 
consumer conpedions in 99 market 
groups. Invaluable for making re- 
lease lists — assures sending each 
editor material desired. i 
bound fabricoid, 6%" x 9/2" — 
256 pages. $15.00. Seat on approval. 


How to plan publicity using 14 basic 
’ . Help on release lists, writing, 
tos, budgeting checking 
results. 37 illustrations, 6 case 
studies. 54" x 84%4"— 128 pages. 

$2.00—Sent 


BACON'S CLIPPING BUREAU 
343 $. Dearborn St, Chicago 4, Illinois 


on approval. 
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_. BOYS’ LIFE, 2 Park Avenue, New York 16, N. Y. © BOYS’ LIFE, 9 W. Washington St., ( 


Precept ts 


FOR All BOYS 


1,300,000 NET PAID CIRCULATION 


Pry 
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Prise FP 


Lightness has a special 
meaning to boys on the 
road. And Pepsi-Cola sells 
light refreshment to them 
in their own language 
with an all-boy campaign 
the year long in BOYS 
LIFE. Mass adult media? 
Of course! But Pepsi-Cola 
knows it also pays to sepa- 
rate the boys from the men 
because the boy market 
is worth the effort. It sells 
soft drinks. 


2, ILL. © DORR & CORBETT, 80 Boylston St., Boston 16, Mass. © J. G. DA’ 
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LANSING» 


MICHIGAN 


Capital City 
Michigan 


Blumlein Succeeds Falk as 
President of S&W Foods 


? the State Journal 
RMUD, 


4\1, succeeding Adrien J. Falk, who 

lis retiring after 51 years with the 
|company. Mr. Blumlein has been 
|exec vp of the food packing and 
distributing company since 1946 
and a director since 1940. He is the 
/nephew of the late Jacob Blumlein, 


“Big space appliance ads in The State Journal 
brought in a flood of customers and won an ex- 
pense paid trip to Bermuda for Mrs. Randall and 
myself in the General Electric sales contest. What 
do we think about the selling power of our news- 
paper? Terrific.” 

The State Journal and only The State Journal de- 
livers 67,000 central Michigan homes daily. | 


_ THE STATE JOURNAL 
Member of Federated Publications 


REPRESENTED NATIONALLY BY 
SAW VER-FERGUSON-WALKER COMPANY 


Joseph Mittel has been elected 
'vp and general manager of the 
company. He is also a director. 


Sines Affiliates with Fritz 


San Francisco agency, has become 
jan affiliate of Jimmy Fritz & As- 
|sociates, Hollywood. Through the 
affiliation, the Sines agency will 
service several accounts the Fritz 
aaa agency has in northern California. 


GM Builds Biggest 
Assembly Plant 


in Youngstown Area 
—TO EMPLOY 8,000 


General Motors’ new plant will employ about 8,000 per- 

sons initially and perhaps 20,000 later. This will be the 

biggest single industrial boost in the Mahoning Valley's 
tory. 


Statistics of the plan stagger the imagination. The body 
and assembly factories will cover 2,250,000 feet, prob- 
ably the largest plant in Ohio. The plant will cost about 
75 million dollars and the annual payroll will be some 
30 million. 


The fact that GM chose this site shows that the Youngs- 
town area has many advantages for manufacture and 
distribution. GM’s new plant greatly strengthens the 
Youngstown market and is indeed evidence of the faith 
in the future of Youngstown District. 


Youngstown . 
a great market 
growing better . . . fast 


HIO TURNPIKE __ 


a Poungstown Vindicator 


YOUNGSTOWN, OHIO 
Kelly-Smith Company, National Representatives 


who served as president of S&W | 
\from 1921 until his death in 1946. | 


— ae 


Advertising Age, March 26, 1956 


Ad-Viser Service 


Joseph Blumlein has been elect- Steers Ad Readers 
|ed president of S&W Fine Foods | - 
\Inc., San Francisco, effective May | to Local Retailers 


New York, March 21—Readers 
interested in merchandise adver- 
tised in Modern Screen can learn, 
by just one local phone call, the 
names of up to ten local retailers 
carrying the merchandise. This 
service, called the “Ad-Viser,” has 
been set up by the magazine to 
bridge the gap between its nation- 
al ads and local retail sales. 

Each qualified ad in the book 
(at least one b&w page or the dol- 
lar equivalent) will include a tele- 
| phone symbol, with copy directing 


Raymond L. Sines & Associates,| the reader’s attention to another 


page. On this page are listed local 
Ad-Viser phone numbers in about 
50 major cities. By calling that lo- 
cal number the reader can learn 
the names of up to ten local stores 
carrying the merchandise. 


= The Ad-Viser operators keep 
tab on the number of calls each ad 
receives, this information being a 
free readership report for the ad- 
vertiser. For an extra 4¢ a call the 
operator will take the name and 
address of each caller, if the ad- 
vertiser wants it. 

For mail order advertisers the 
Ad-Viser service will also take or- 
ders over the phone, also at 4¢ an 
item, so the coupon can be elimin- 
ated from the ad. 


SCAAA Seeks Manager 

The Southern California Ad- 
vertising Agencies Assn. has an- 
nounced it has begun interviewing 
for the position of general man- 
ager. Doug Anderson, Anderson- 
McConnell Advertising, president 
of the group, said the new post will 
not change the duties of Martha 
Jeffries, executive secretary, but is 
designed to expand the activities of 
SCAAA. Further information may 
be obtained from: President, 
SCAAA, 731 N. La Brea Ave., Hol- 
lywood. 


Publishes Marketing Papers 
The papers presented at the 1955 
Marketing Symposium held at the 
University of Illinois have been 
published under the title “Con- 
sumer Behavior and Motivation,” 
edited by Robert H. Cole. The 121- 
page book is available for $1 from 
the Bureau of Economic & Business 
Research, University of Illinois, 
Urbana. 


Explanation: ~~. . 

TULSA, No. 2 Market , 
Plus 

MUSKOGEE, No. 3 Market 

Equals 
OKLAHOMA'S BIGGEST 

MARKET! 
and only 


KTV X 


has complete facilities to serve 
BOTH Tulsa and Muskogee. 
* STUDIOS IN BOTH CITIES 

* 316,000 WATTS 

* BILLION DOLLAR MARKET 

Ask Your 


Avery-Knodel 
Representative 


Channel 


L. A. (Bud) BLUST 
Vv. P. and Gen. Mgr. 
BEN HOLMES, Natl. Sales Mgr. 
TULSA BROADCASTING CO. 
Box 9697, Tulsa, Okla. 


Es a aia ’ " ¥ OP. die a OL ‘ ‘ 4 : z a E - a oes Se ape cay - ees ae 7 Ree. aod we aoe a ie Ce ‘ 
mee 2. ‘ : . — =e 
ee ee 
Se | 
sea Our Advertising In A lou) hag 
Br ge »~— 2 | 
Be) grate -. : 
oe A Ave) 
z ie . ? { ; 9 He Th) ; 
Sere Pee. ee. al’ oO ae é' 
ts Ve A . ES eS 
hie. Se 
Be ee : os 
Pik ~ 
BS a on -- 
vecgna 74 * 
ate ae ea 
Pay ae ae | eae 
aha he eae | . Sis 
‘ieee ay r a SR 
ie,» 4 “i 
ee oy PO] a. 
rays ve . a ; a . Y be 4 ry 
Rep e : Fe 
ad (ae: : re 
ie BT the Aa 
7 ery 
eee: os | 
Ber —__S..... SS -- -.-.:.:  ... .... . . _ . .. ..... ss ees eee 
Re 
th 
Re MS 
te 
yt ae 
ee | 
ene 
had 
fae a | 
aha “a 4 
Hee ae - eae 
ee: oi _—-— - — j 
et r ees nec OS ae 
it) aa wate De ngstow® . + 
een I ee 
Doo Mae : y 
Gag jet vo Buried Wore edstows 
"os hevrolke Plant at a 
6 “ a ; sembly wen ty 2 Foren ae 
a Auto Asse, moma onsen | | 
“og en iere eS | 
ie ee am - a na 2 
aan \ ation _ | 
ad a F 
‘PAs | , : 
pelt o — ™ F 
Sn | \ — — = | 
7 — 
eae a SS 
ae <a 
po be | 
ae 
Tae ¢ 
Eigse” | 
“ee, 
aay q 
eae 
ali: 
“he 
ra 
on.) ay \ 
ee: 
mr a ., 2 IIe : > —— oe © ia 2 yee , ~~ ae <a s “ 
ya) me ; - ‘ - i ; Penge oP pose Sg ee + 
ah n im ; << Pe Lan = ao wi “ . Pre wee es sal ai Sate oe | 
‘ ve m7 ay ~ e+ fe ’ _ — RT ata. — - j - y 
ie 2. ae at at ,.. : af | 
Ds ot: sim 2? “oe ~ ; i 
ee: ee . an aim ay, gee: oa Ns sae Sale a f y, 
“on A lems SS ‘. . ie eat ty os Es Sa. =. : om 2 a A ti 
a Vs aa eee Pie ‘ ba ; , ’ a | 
Fay ‘ ; 7" ; anil a me ' al ‘ a: a 2 ¢ % eg — 
a nt “s — A id oy i 2 “ ~ Sau ce . * " 
ee te a ~ ~_ Qt | ; 
at - > ete = - ae ey ad, ~ as Ti. eS ~~ ®. } 
ay d . a ; > a x: a“ “ ws : 7 ey a ~~" me . 
aa § - | An aateal = ae, — - —————— : 
the” es Ramer Sapna ts het <— ana ered =" oF = * no nn ge | 
pe. => et ee tO oF we OO api Sia | : 
he TEE —— +s iti 
aot _—~ ~~ Nea. ae <> ae Mer ete... é 
ae per en - a 52 Se ee po 
4 : : . = a 2 x. fe tog ns ’ . = “ ne : - st ‘ | 3 
7 | a re a aii | 
a 2 a e are mE : ; es oe a n- ’ aa 
ea > ee . , 
De | 
a ‘ ) 
ae Q 
mee 
o | 
Sy: 
ce 


done on cold marble, sound waves wash dishes, 

and remote control serves the roast. (Visions of 

the future just naturally make people more recep- j 
} 


esxizaz f Point of Change | 


tive to ads for marvels they can buy right now.) 


Ww" there’s smoke—well, maybe there’s no blaze, 

but something’s certainly simmering. And where 

| there’s The American Home—big home doings are 
a-brewing. It’s pure logic. When three million (plus) 
families buy a magazine that’s strictly home ideas, 
it means they’re seeking something new—be it soup, 
soap or sofa. In short, they’re all—every last one of 
them—at the point of change about their homes. 


At the point of change there’s already a shopping spark. 
And if an ad should fan the flames—seems just about 

sure fire it will lead to the point of sale. So what better 
place for home-product advertisers than The American 
Home : .. whose readers are waiting to welcome them? 


becomes 
Point of Sale 


when you're in 
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¥ 
6 hel Advertisers have made April 
Mot ects Na) ... the biggest issue of all time! 
Nignea ve > . .. the twelfth consecutive issue to show a gain! 


First four months of ’56 up 20% over ’ 55! 
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TV COMMERCIALS 


Creation + Production * Consultation 


“A single job or a complete campaign” 
Robert Sawyer TV Commercials have won 
Art Director's Awards in WN. Y. and Detroit 


AUTOMOTIVE + BEER + FOOD 
BEVERAGES + COSMETICS 


The ROBERT SAWYER Company 
3371 North Knoll Dr. HOllywood 5-3620 


vision. 


| Berman to Roberts & Reimers 


Ford Advances Wigton * ae 
Oo Was cnet ies man. |P Ublicity Enhances 


ager of the Tractor & Implement Ad Effectiveness, 


division of Ford Motor Co., has| 


been named special staff assistant | Says Aé&C's Burner 


to J. C. Doyle, general sales man- 


ager of Ford’s special products di| New York, March 20—Properly 
|coordinated publicity can make | 
}even the best advertising cam-| 


‘paign work harder, Ashley W.! 
Albert J. Berman, formerly with| Burner, director of public rela-| 

the sales promotion staff of “Ches-| tions, Anderson & Cairns, told the| 

ter H. Roth Co., has joined Roberts | Publicity Club of New York last | 

& Reimers, New York, as director | week. 

of research. Mr. Burner said it is the job of 


FROM ALL OVER AMERICA 
THE CHRONICLE IS 


CHRONICLE 4,659,610 
POST..... 3,870,052 
PRESS .... 1,060,447 


JESSE H. JONES, Publisher 
JOHN T. JONES, JR. President M. J. GIBBONS, Genero! advorteing tal 


Source: Media Records Year 1955 
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THE BRANHAM COMPANY — National Representatives 


| terviews. 


the advertising agency to come up| 
with a formula that will make the| 
| client seem bigger both in terms of} 
| physical size and promotional ex- 
penditures. 

“Most of your present and fu-| 
ture clients will be the first to tell 
you,” he said, “that although they 
are important in their product| 
fields, they’re not yet the biggest 
and must make every dollar in the! 
budget count. 

“Publicity, which should be as| 
‘carefully planned and coordinated | 
as the over-all advertising cam-| 
| paign,” Mr. Burner said, “can do| 
|a great job in helping to make a} 
| client seem bigger.” | 


® Pointing out that there is a lot | 
of talk today about marketing in| 
terms of a separate departmental 
function of a company or an ad- 
vertising agency, Mr. Burner said} 
that, as he conceived it, the mar-| 
keting department should be the 
coordinating center of all sales! 
promotion elements—pubilicity, | 
public relations, merchandising | 
and advertising. 

“Good publicity,” he insisted, 
“properly coordinated with ad- 
vertising and merchandising, def- 
initely can contribute to sales.” 

To support his thesis, Mr. Bur- 
ner showed a _ 14-minute film 
based on a recent promotion in 
Florida, staged to introduce both 
locally and nationally the new 
Lee-Dynel “straw,” which he re- 
ferred to as the first men’s sum- 
mer hat to be developed entirely 
from synthetic fiber. 

Besides the usual window and 
counter displays, store ads and 
demonstrations, the week-long 
vromotion also included advertis- 
ing support by Union Carbide & 
Carbon Co., an advertised and 
publicized three-day “traffic 
building” contest, an underwater 
hat department and sequence 
staged for movie and television 
newsreels, and radio and tv spots 
coordinated with a program of in- 


H. K. Porter Advances 
Parkinson, Schweitzer 

Wm. H. Parkinson has been 
named area advertising manager, 
Philadelphia, for the four divisions 
ef H. K. Porter Co., and Henry 
Schweitzer has been named area 
market research director, Philadel- 
| phia. The four divisions are: alloy 
'metal wire, Prospect Park; Henry 
|Disston, Philadelphia; Quaker 
| Rubber, Philadelphia, and River- 


TULSA BROADCASTING CO. 
Box 9697, Tulsa, Okla. 


Advertising Age, March 26, 1956 


Po 


NEW IDEA—Desley Fabrics, New 
York, is breaking precedent with 
| full and one-third pages in all the 
major pattern books for its Frost- 
sheen fabric. This is said to be the 
| first time a manufacturer of dec- 
orator fabrics has used the home 
sewing magazines. Chester Gore 
Advertising (now Gore-Serwer 
Inc.) is the agency. 


side Metal, Riverside, N. J. 

Mr. Parkinson will maintain his 
office at Quaker Rubber, where he 
will continue to supervise adver- 
tising and publicity for that divi- 
sion and the Quaker Pioneer rub- 
ber division in San Francisco. Mr. 
Schweitzer will maintain his office 
at Disston, where he will continue 
to supervise that division’s market 
research program. Thomas J. 
Fitzgerald has been appointed 
acting advertising and publicity 
manager for the Henry Disston 
division. 


P&G Elects Gamble 

David G. Gamble has been elect- 
ed a director of Procter & Gamble. 
A member of the Cincinnati law 
firm of Taft, Stettinius & Hollister, 
he is a great-grandson of James 


|Gamble, co-founder of the com- 


pany, and replaces his father, Cecil 
H. Gamble, who has resigned after 
35 years as a P&G director. 


Mrs. Shubart Honored 

Mrs. Carolyn Shubart, president 
of Harry E. Shubart Co., Denver 
public relations company, has been 
chosen Ad Woman of the Year by 
the Denver Advertising Club. Mrs. 
Shubart took over direction of the 
company after the death of her 
husband, Harry Shubart, in 1949. 
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ROANOKE, 


_ Write for new folder 


ROANOKE TIMES and WORLD-NEWS 


VIRGINIA 


..a demonstrated IDEAL TEST MARKET! 


describing the Roanoke Market} Devel. 


—_ to Sawyer, Ferguson, Walker 
epresentatives, 300 Park Avenue, N. Y. 22, N. 
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MR. BRACK IS WITH 
THE CLIENT. WILL 


WE'RE HERE TO SEE 
MR. BRACK ABOUT THE 
WEEZO ACCOUNT’ 


V pov! MR. WEEZO 
LOOKS LIKE A ’ 
TOUGH CUSTOMER? / 


HOPE WE'RE NOT } 
LATE FOR THE ii, 
MEETING! oy 
N UP 
WHEN HE HEARS 


THIS GREAT 
PUCK STORY’ 


AFTER ALL, 7 OUT OF IOADULTS =~ /{ WHY, THE KIND OF AUDIENCE DOESN'T HE KNOW 
READ COMICS-- AND PRACTICALLY =) 4 | YOU GET FROM PUCK IS LIKE A HOW MANY FAMOUS 
ALL THE KIDS. / SPECTACULAR EVERY WEEK/ BRANDS RELY 
—_ — on PUCK'S 
S T KN GREA 
: - GeORce ; AUDIENCE ? 
PUCK 
ar orcuaron | 7 1 
| = 
10,300,000 


§7 AND IT'S A ) 
CONSTANT 
AUDIENCE’ NOT 


LOOK AT THESE PUCK LOOK AT THAT 
ADVERTISERS’ LEADERS’ ADVERTISING 
READERSHIP!’ THE 
MOST THOROUGH 
READERSHIP OF 
ANYTHING IN 


I TELL YOU, WITH 
ADVERTISING COSTS THE 
WAY THEY ARE TODAY-- 


PUCK BELONGS ON EVERY 
BALANCED MEDIA - 


gel) 
~ a 


¢ (IT'S OKAY, GEORGE’ MR. BRACK JUST 
‘ CALLED. PUCK’S GETTING THE 
WEEZO ACCOUNT.’ 


OKAY’ DON'T USE PUCK’ MISS THE 
BIGGEST SELLING OPPORTUNITY IN 


Ask your PUCK representative for influence of Sunday comics on Amer- 
Get the Facts on PUCK Today— the complete story of how PUCK ican life during the last half century. TaN THE COMIC WEEKLY 
characters and PUCK advertisers Find out how PUCK, The Comic 
. test Buy in Print Medi have changed America’s habits. Or Weekly, and its Affiliated Sunday AND ITS AFFILIATED SUNDAY COMIC SECTIONS 
T e Grea es uy in in e a write for “The Sunday Comics Story,” Comics reach a mass audience at 63 Vesey Street, New York 7, N.Y. 


which demonstrates the tremendous lowest possible cost. Hearst Bidg., Chicago 6, Ill. - Hearst Bldg., San Francisco, Calif. 
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Put your Advertising Outdoors and Watch America Go Buy! 
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Outdoor Advertising 
for more ““SEE-POWER’”’ 
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For Dry Hair a 
For Oily Hair : 
For Normal Hair 
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Poster designed by Charles Sheldon, Inc. 
EDWARD J. BRECK, President 
John H. Breck, Inc., says: 


“We regard Outdoor Advertising as essential in presenting Breck Shampoo to 
our market. It reaches all the people and delivers our message with great repeti- 
tion. In selling our product, it is important that we establish brand and package 
identification. Outdoor with its pictorial copy and strong eye appeal accomplishes 
this purpose. We use this medium for the very simple reason that we have found 
it helps to increase our sales.” 


MIGHTY MEDIUM PACKS SALES POWER 


OUTDOOR is unmatched by any other major medium for coverage, continuity and 
color—at lowest cost. Here’s the evidence: T.A.B.* Studies show 93% of people 
SEE OUTDOOR . .. average person sees it 22 times per month. And POLITZ 
points out that average exposure time is a solid 32 seconds. Cost? Only 15c 


per 1000, in average national campaign! 
*Traffic Audit Bureau 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42nd STREET, NEW YORK 17, N. Y. 
ATLANTA + BOSTON + CHICAGO «+ DETROIT + HOUSTON + LOS ANGELES 
PHILADELPHIA + ST. LOUIS » SAN FRANCISCO «+ SEATTLE 


Copyright 1956 Outdoor Advertising In 
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CHILD TRAINING ASSOCIATION, INC.. 
Has o Powerful Pull (both ways) 


for ADVERTISERS through 


Children’s Activities; 


50¢ a copy; 1 year, 10 issues, $4.00 


Delivered each month to more than 300,000 homes, with over 1,000,000 
children, who need SHOES, CLOTHING, FOODS, DRUGS, TOYS, TOILET 
ARTICLES, SPORTING GOODS. 


We will display your product on a full page to this tremendous purchasing 
audience, where a penny will reach 2}4 homes with 9 children. 
Paul Denneny 1111S. Wabash Ave. Chicago 5, Ill. Phone: Harrison 7-3362 @ 


‘Keep Open Nights? 
Not, Repeat Not, 
Zareh’s in Boston 


| Boston, March 20—The high- 
| domed business prophets like E. 
|B. Weiss, ADVERTISING AGE’s mer- 
| chandising authority, who insist 
|that retailers ought to lengthen 
ltheir store hours, are in for 
trouble. : 

There’s a revolution brewing, 
and leading the rebels is a man 
named Zareh, who runs a group 
of men’s apparel stores in Boston, 
Belmont and Brookline. 

Last week, in his regular col- 
umn in the Boston Post, Mr. Zareh 
‘laid it right on the line: “Zareh’s 
|won’t open no nights for nobody.” 
‘= In free-wheeling but completely 
unambiguous prose, Mr. Zareh 
went on: 

“I repeat, me and the peons in 
my employ will either make a liv- 
ing dispensing men’s unmention- 
ables in daylight or give up and 
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Training sites for these major 
league clubs: New York Giants, 
Clevelend indians, Chicago Cubs 
and Baltimore Orioles 


You Can Cover All The Bases In This Big Market With 


Member of 
METROPOLITAN SUNDAY 
MAGAZINE GROUP 


PHOENIX ARIZONA 
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+ fe Represented Nationally by KELLY-SMITH COMPANY . 
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THE PHOENIX REPUBLIC AND GAZETTE 


Advertising Age, March 26, 1956 


|retire in Bali. We want no part 
lof the trend so manifest since °45 
|of staying open all hours of the 
| day and night not to mention Sun- 
days and holidays. We may be 
old fashioned but we don’t think 
that’s Progress. If it is so is 
moderne furniture and tv. Now 
in case you think this an unwise 
attitude on our part or one un- 
mindful of the needs of our cus- 
tomers let me tell you a little 
story. Incidentally it’s a true story. 

“My Dad was a clothier too and, 
believe me, he was the most dedi- 
eated clothier in all Worcester, 
Mass. He was so impressed with 
the idea of service to his customers 
that he opened his shop (it was 
the ‘Outlet’ on lower Front St.) 
at 7 in the morning and kept it 
open until 9 every night. Every 
night, that is, until Saturday when 
he opened half an hour earlier 
and closed anytime between 12 
midnight and 12:30 a.m. depending 
upon the indulgence of the partic- 
ular policeman on duty that eve- 
ning. 


s “Under Dad’s schedule it was 
almost an impossibility for any- 
one in the ‘City of Prosperity’ 
ever to be caught short of any- 
thing wearable no matter what 
the hour of day or night. If, in 
the process, he kind of lost track 
of his family and developed high 
blood pressure, he was happy at 
least in the realization that he 
was doing right by his trade. 

“Now what did it get him? Not 
very much. When the books were 
finally balanced, and I am refer- 
ring to the books of the Mechanics 
National Bank and not St. Peter’s, 
Dad was almost even. After the 
funeral expenses were paid there 
was almost enough left over to 
pay his other debts. 

“Almost, of course, is the key 
word here. Couple this with the 
fact that Dad died long before his 
|time and you understand why I 
j/am so unenthusiastic about this 
‘we are open every night to serve 
_you, dear customer,’ oloneybay. In 
'a period when the average man 
is working less hours than at any 
time in history the Business Geni- 
uses have decided that service 
necessitates a double-header every 
day of the week. 


a “I do not agree. Come to think 
of it maybe the reason my boys 
so rarely yawn when serving you 
is that they work only 38% hours 
a week B. C. in winter and 35 
hours a week B. C. in summer. I 
say ‘B. C.’ because that means 
‘Before Coffeebreak.’ What hours 
my darlings work after coffebreaks 
is too revolting a statistic to even 
print.” 


Jel Sert Offers Gold Mine 
Shares as Contest Prize 

Jel Sert Co., Chicago, is pro- 
moting its Aunt Wick’s Fla-Vor- 
Aid, root beer mix and instant 
drink mixes, with a Gold Mine con- 
test which will run May through 
August. First prize will be 1,000 
shares of gold mine stock plus a 
five-day trip for two to Cripple 
Creek, Colo. There will be 3,000 
other prizes. 

During the summer months, the 
promotion will be carried on three 
network radio shows: Edgar Ber- 
gen and Charlie McCarthy, Robert 
Q. Lewis and Don McNeill. Local 
children’s tv shows will be sched- 
uled, and during the spring, pro- 
motion on the “Tune Test” radio 
quiz show will be used in 75 mar- 
kets. 


Chillas Succeeds DeYoung 
Whiting Corp., Harvey, IIl., 
manufacturer of materials han- 
dling and metal working equip- 
ment, has appointed Henry Chil- 
las advertising manager, succeed- 
ing Anthony DeYoung, who has 


.|retired after 45 years with the 


company, the past 37 as ad man- 
| ager. Mr. Chillas has been assistant 
| ad manager for the past four years. 


oe 2 : 

ieee EE 
— 

bees 

iRag 

begs : 

bats PS) & BELT cS 

me, gk WOK 

‘ ta z 2 < y x y 

re ee 

aes > 
eRe. 

on | 
ce OMS SR a Ta 

Tig —@— oo oo @- | 
eek - In Arizona's Golden Decade 1945-1955 

Sf SRS t 
ies _ Arizona 1945 _| 594,000 | 384,000,000 —  . 

1 oe ~ <* NEXT GAIN - December 31, 1956 | JONAS WK . 

—— = Soovg #\"o : 
Bests U iggy 0 one 0050 “oe TU U0 0 ov 00 
Ae >): 
ghia : | RS 7 5% 0 O 04 * ws 

pee 1%, o 0 

mi SSS , y) ; | O Og 0 ¢ : 

eee © 0. G9 9.0 ON + 

me SSK y \-BALAN ID , 09 900. 96 00 

pin 0 ia \ 0 0 00 o 0 O 06 v » P09 O 

as: 4 x 0 ( | 

ie od 990000 o 0 0 0 0 0? O | 

om =(-/- : E 0%0,0 

Bvt \ j ) re 

mae <A | ‘ 

a . oN ~ Lf” q é& | | Me a a. ee 

Peg: i . 4 oR > 

— 8 i a (AA 42. % Ht | | 

yet ; = ~ “af 

— 3 PA, £ oN) 3 ™ 

— Se _ a mM OD | 

sabe : “* arr: ih CE 

ae : “ SS @ ie 

Se SK “sy 

i : AY 

“¥ ae ehity 

J is 7 Pn) ~ ) 

SS \ Ce ; Cn) $ X 

ae > : So ie SS 

2 a = 

Bit. 

Vs 1 5 ee ~~ S | 

pak | ; i 

e - 3 eat 

an | 

Ne 

Ra! RAE pie cal ae, Fo ea 4 aad to. Ti i Sag ee ee vi ca. ae ce 6 Sneee ee”. |) ee a Secale a ee 
oe aes re oe ae od i AONE in ase he BE ee ee te lela: oe at er ZS BS i ae eae ss ee £ a eh a oe sn a Poy 4 
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Advertising gains continue to keep pace with Sports Afield’s remark- 
able growth in circulation. 


Month after month, ever since Sports Afield doubled its feature 
section and the four-color pages in it, advertisers have been quick 
to act — because this is the magazine that commands the attention 
of real sportsmen. 


. The gain in linage in March—18.1% over the same month last year 
Sa — is proof, again, that alert advertisers in all categories of goods 
place their dollars where they do the most good. 


SPORTS AFIELD where sportsmen get the urge to splurge 


A Hearst Magazine, 959 Eighth Avenue, New York 19, N. Y. 
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SYMBOL OF AN EXPLOSION! 


Construction men race to keep up 


with our exploding economy 


Check your watch. Wait 11 seconds. In that time a new customer 
enters the American market. That’s how fast our population’s 
growing! To cope with this growth over 10 million new 

housing units have been built in the past 10 years. And along with 
new housing go new facilities of all kinds... roads, schools, 
sewers, water mains and shopping centers. 


Most of the key men who plan, design and build these facilities 
are among the vast audience of important construction men 

who read Engineering News-Record. They depend on EN-R, every 
week, for vital news and interpretations. They depend, too, 

on the advertising pages of EN-R to learn of new equipment, 
new methods and new materials. These pages are a shopping center 
in themselves ... carrying twice as much advertising 

in 3 million more copies a year than the next largest publication 
in the field! These pages are the basic way to present 

your product to important men of construction. 


In building and construction ...if you’re important 
you either read ENGINEERING NEWS-RECORD or you 
advertise in it, or both. 


Write for our informative free booklet entitled “America is Exploding” 
which contains many useful details about the size and growth 


of the construction industry. 


AAaneticing Ano March 9&8 13058 
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gi yo that this is 
NATIONAL TOBACCO 

DISTRIBUTION WEEK 2 


. but EVERY DAY is an 


OIL MARKETING DAY 


And every day, important buyers of TBA and oil 
marketing equipment will look to the 1956 NPN 
FACTBOOK for valuable marketing data that’s not 
available anywhere else. Will they see your story there? 
Be sure to add the mid-May FACTBOOK* to your 
regular NPN schedule. 


*Closing date, April 16. 


National 
Petroleum 


News 


the McGraw-Hill Magazine of OIL MARKETING 
@ @ Estobsished 1909. Published monthly 


‘Push by Magnavox 
Dealer, UHF Station 


Doubles Set Sales 


NorFo.k, Va., March 20—‘“Don’t 


| | be satisfied with half a tv set.” 


This was the theme of the hard- 


‘hitting campaign staged by 


| 


WVEC-TV, this area’s Magnavox 
distributor and Price’s stores. The 
drive was aimed at stepping up 
the sale of video receivers during 
the normal “dog days” of the in- 
dustry—that is, January and Feb- 
ruary. 

Harold frice and Tom Chisman, 
president of WVEC-TV, a uhf 


| outlet, planned their promotion to} 


point out that set owners able to 


pick up only a vhf signal in this) 


two-station market are getting by 
with a mere 50% efficiency on 


paign was a_ continuation of 
WVEC-TV’s efforts to achieve 
100% set conversion in the Nor- 
folk market. 

The project was launched with 


in a series showing the “little extras” at B&C... 


that make 


Only at B&C! When you phone for a pick-up 


service so extra good 


we write it down...and abracadabra, our “ghost writer” 


duplicates your instructions at our shipping desk. 


Phone us and see! 


BERTSCH + COOPER 
1147 West Jackson Blud., Chicago +» MOnroe 6-5200 


Largest facilities in America. . 


. for complete typographic, 
electrotype, newspaper mat, film positive service 


So we pick up quicker, your job’s done sooner. 


Advertising Age, March 26, 1956 


a one-day telephone buildup. A 
cross section of potential buyers 
was called by a group of special 
operators. The first 100 people 
who answered the phone by say- 
ing, “Magnavox,” instead of “hel- 
lo,” got $10 for their trouble. 


® Price’s ran newspaper ads of- 
fering free home demonstrations 
of several models of all-channel 
Magnavox sets. Tv spots showed 
a picture of a receiver cut in half 
to dramatize the all-channel story. 
There also was a barrage of radio 
spots on WVEC. 

And what was the payoff for 
all this work? WVEC-TV reports 
that the hoped for quota of 400 
sets sold was more than doubled, 
with upwards of 825 receivers 
moving out of Price’s. 


‘Perfumed Insert 


their sets. In this respect the cam- | 


for Dial Wasn‘t 
Worth a Scent 


Cuicaco, March 20—There is a 
question at Armour & Co. these 
days as to the success or failure of 
a scented ad insert for Dial soap 
which appeared this month in 
American Motel and Hotel Man- 
agement. 

D. L. Duensing, advertising man- 
ager in charge of soap and chemi- 
cals, told ApvertisinGc AGE that the 
| Perfumed insert failed to create 
excitement because no one could 
detect any odor. 

“We were afraid something like 
this might happen, so there was 
|no reference to the insert being 
| scented in the copy,” Mr. Duens- 
ing said. He said the heavy-paper 
inserts were impregnated with 
perfume that smelled like Dial 
|soap. This stock just doesn’t re- 
bee scents as well as newsprint, 
he said. 

. 

| ® However, Gilbert Banks, pro- 
duct advertising manager of the 
industrial soap department, who 
dreamed up the insert, reported 
that the company has received a 
number of coupons from the in- 
serts that smell suspiciously like 
Dial. The coupons offered motel 
and hotel operators a special Dial 
deal. 

“Some of the inserts apparently 
retained the perfume,” Mr. Banks 
said, “but for the most part, the 
absorbent paper just didn’t work.” 
He said it was the first time that 
scented inserts have been used in 
trade publications. 

Employes of the D. F. Keller Co., 
the company that printed the in- 
serts, have become experts on Dial 
scents. Traces of the perfume re- 
portedly are still smellable today 
in the plant—two months after the 
printing. 

Foote, Cone & Belding, Dial’s 
agency, placed the inserts. 


Waldie & Briggs Names Three: 
Adds Brush Electronics 

Waldie & Briggs, Chicago, has 
appointed John Kenner to its copy 
staff and Ralph Tuomela and 
Ralph Young to its art staff. Mr. 
Kenner formerly was a copywriter 
with the Richard F. Johnson agen- 
cy. Mr. Tuomela previously was 
with Kling Studios and Burlin- 
game-Grossman Advertising, and 
Mr. Young formerly was in the 
advertising promotion department 
of the Chicago American. 

The agency has been named to 
handle advertising for two elec- 
tronic instruments of Brush Elec- 
tronics Co., a division of Clevite 
Corp.—the Surfindicator and the 
Metal Indicator. Griswold-Eshle- 
man Co. continues to handle the 
company’s other lines. 


Furniture Mart's Spring 
Market Dates Announced 

The American Furniture Mart, 
Chicago, will hold its spring mar- 
ket this year on a split week— 
Thursday, April 26, to Wednesday, 
May 2. 
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"39 highly-charged halk hours of 
adventure and ee Sl 


intrigue 


suspense 


historical 
authenticity 


ot Pi 


sa sige i pane ey z 
... from Bibltea 


« Admiral Canaris .. and the plot te kill Hitler. 
* Nathan flale . . . first American spy. 
* Mate lori... most publicized spy in history. 4 
* Kim Soim. . . most beautiful spy of the Korean War. 
+ Olio Meller . ”, anid the tragedy of Pearl Harbor. 
» Benedict Arnold... and the betrayal of West Point. 
. Wilbeon Steiber . .. and Bismarck’s invasion of France. 
» Loree fguyert.. . the man who shot Stonewall Jackson. 


4 MORE GUILD BEST-SELLERS 


MOLLY sta 
GERTRUDE eanG ona ee ae” 


the famous GOLDBERG FAMILY 
Paul Coates’ behind-the- 


The Goldbergs have cell acces wre 


| 15 minutes with 1 
| 
| 
| 
moved to Haverville, | ... with penetrating close- 
| 
| 
| 
| 


FRANKIE LAINE! the LIBERACE 
and Connie Haines show 


Television's most widely 
acclaimed musicol series 
for the third consecutive 
yeor. Stili ao few choice 
ovoilobilities, ond you're 
in luck if one of them hap- 
pens to be in your market! 


All the ‘stor’ entertainment | 
quolity of a 44-hour show 
packed into 15 fast-moving 
minutes. Ideal choice for 
small advertisers who wont 
the impact of a 14-hour 
show on a 15-minute 
budget. Top-rated show in 
its time-slot over WCBS- 
TV, New York. 


U.S.A. and Molly's hav- : , 

ing the time of her life . ng ; — at panned 
making new friends. 7 concept in dramatized 
Everybody loves MOLLY, journalism. The 44-hour 
and now, with a brand- show all America is talking 
new format, they'll love about . .. winning fabulous 
her more than ever. ratings in over 100 markets. 
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Kelly Named Ad Manager 


Philco Corp., 


ios... ia eee I go ; 


Philadelphia. Mr. 


John E. Kelly has been appoint-| Kelly has been with Philco in ad- 


ed advertising manager of the/vertising and _ sales 


promotion 


television and radio divisions of posts for the past seven years. 


ADVERTISEMENT 


The man from Cunningham & Walsh 


United Press photo 


... working in a service station 


Service station attendant? 
Right. Advertising man? Right 
again. He’s John Lucinatelli, a 
media supervisor in our advertis- 
ing agency. 

What is he doing working in a 
Texaco station? He’s learning 
about markets first-hand. 

It’s our agency policy for 
writers, art directors, account ex- 


ecutives...everyone who has a 
hand in the creation or direction 
of advertising...to work at the 
point of sale at least one full 
week every year. 

It pays off in more effective 
advertising all year long. 

Cunningham & Walsh, Inc., 260 
Madison Ave., New York 16, N.Y. 
MUrray Hill 3-4900. 


(Continued from Page 3) 
expectation that 1957 models will 
be out early in the final quarter. | 
July and August usually are the 
slowest months of the year. 


® Oldsmobile has mapped a most} 
ambitious program of giving dem-| 
onstrations with its “rock around 
the block” campaign and its “Holi- 
day for Spring” advertising push. 

This company is aiming at 
fourth place in the sales race this 
year and is mapping a second- 
quarter effort based on closer co- 
ordination between advertising and 
sales departments, with demon- 
strations the aim. 

Oldsmobile, like all other Gen- 
eral Motors divisions, has discard- 
ed price advertising, following GM 
| President Harlow H. Curtice’s bit- 
ter criticism of the practice (AA, 
March 19). 


® Probably the strongest second- | 
quarter drive is that being under- | 
taken by the Dodge division of| 
Chrysler Corp. 

Dodge will continue its series of | 
Sell-a-thons around the country, 
which Sales Manager Jack Minor | 
says have been highly successful. | 
Dodge’s advertising pitch, princi- | 
pally in newspapers, will empha- 
size “difference and performance.” | 

While ordinarily a company’s | 
advertising budget is based on the 
sales, Dodge is tending to reverse 


Car Makers Give Gun to Ad Efforts 
to Get Second Quarter Sales Moving 


this by increasing its second-quar- 
ter funds even in the face of a 
40% drop in sales for the first 
three months of the year. 


® Chrysler division of Chrysler) 
Corp. will introduce a series of| 
new colors and new interior treat- | 
ments to attract customers, while 
providing the retail salesmen with | 
new ideas. 

“We still believe it is the retail 
salesman who ultimately closes the 
deal, and the company must pro- 
vide him with the best ideas pos- 
sible toward this end,” said a 
Chrysler spokesman. 


® Mercury division of Ford Motor 
Co. will spend more on advertising 
in the second quarter than in any 
other similar period of 1956, said 
the company. The promotion will 
push new spring colors. 
Studebaker-Packard Corp. dis- 
closed it will bring out a new series 
of cars—the Executives—to fill out 
its Packard line. 
This line will sell at approxi- 
mately $4,400. Its engine is 275 hp. 
Company president James J. 
Nance said Studebaker-Packard 
will spend $3,000,000 in advertis- 
ing in the second quarter to push 
sales. Most of the money will be 
spent in newspapers, he said. 
This was disclosed at a closed- 
circuit tv meeting that brought the 
company’s 2,000 dealers together 


The RECORDS’ Speak 


For Themselves... 


GENERAL ADVERTISING REPRESENTATIVES: O'MARA & ORMSBEE— NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 


CINCINNATI 


TIMES-STAR 


ADVERTISING LINAGE 


GAINS 


1955 compared to 1954 


Retail Advertising 


Classified Advertising 
Automotive Advertising 


General Advertising 


Total Advertising 


449,106 lines 
430,085 lines 
416,676 lines 
225,312 lines 
1,586,003 lines 


*Media Records, of course 


FLORIDA REPRESENTATIVE: 


TIMES-STAR Linage Gains Prove... 
MORE PEOPLE WHO BUY MORE READ THE... 
CINCINNATI TIMES-STAR 


HAL HERMAN, MIAMI BEACH 


Se so = . 


Advertising Age, March 26, 1956 


in 24 cities across the country. 

Mr. Nance admonished the deal- 
ers to “get off the seat of your 
pants and sell cars.” 


AMERICAN MOTORS SETS 
$250,000 CONTEST 

Detroit, March 20—American 
Motors Corp. is getting in on the 
big giveaway program idea with 
a $250,000 contest to find a new 
name for its exclusive single- 
unit type of car construction. 

Roy Abernathy, vp in charge 
of automotive distribution and 
marketing, said the first prize 
will be $25,000. 

Forty 1956 automobiles, 100 
Kelvinator appliances and 1,000 
cash prizes also will be awarded. 
The cars will include five Nash 
Statesmen, five Nash Ambas- 
sadors, five Hudson Hornets, five 
Hudson Wasps, ten Ramblers and 
ten Metropolitans. 

Inspiration to promote its unique 
type of construction, Mr. Aber- 
nathy said, came after American 
Motors studied accident reports 
of various states and found com- 
plete fatality statistics by auto- 
mobile makes available in Massa- 
chusetts. He said on the basis of 
American Motors registrations 
compared to all cars in Massa- 
chusetts, fatalities in the Ameri- 
can Motors’ single-unit cars were 
less than 38% of the fatality rate 
in other cars. 


8 “This contest is one of the lar- 
gest ever conducted by any com- 
pany,” said H. B. Mitchell, vp of 
Reuben Donnelley Corp. The 
Donnelley organization will select 
the 1,141 winners. 

American Motors will publicize 
the contest with extensive news- 
paper advertising. 


CBS-TV Names Robinson, 
Jones First Exec VPs 


Hubbell Robinson Jr., vp in 
charge of programs, and Merle S. 
Jones, vp in charge of CBS-owned 
tv stations and general services, 
have been elected exec vps of CBS 


Merle Jones Hubbell Robinson 


Television. Programming will re- 
main under Mr. Robinson’s direc- 
tion, and all other departments of 
the network will report to Mr. 
Jones. Previously, CBS-TV had no 
exec vp. 


Corn Products Pushes Mazola 
with 3,333-Prize Contest 

Corn Products Refining Co. 
launched a $101,000 contest for 
Mazola oil with a two-color spread 
in the March 19 Life, to be fol- 
lowed during March and April by 
full-page ads in the Metro Group, 
Parade and The American Weekly 
plus commercials on “Queen for a 
Day” (NBC-TV) and “Arthur 
Godfrey Time” (CBS-Radio and 
TV). A statement-completion con- 
test, it offers 3,333 chances to win 
and a $20,000 first prize. C. L. Mil- 
ler Co. is the agency. 


CFAC Holds Mail Contest 

The Chicago Federated Adver- 
tising Club is holding its annual 
mail advertising competition in 
which winners will receive spe- 
cial awards to be presented by the 
Mail Advertising Club of Chicago, 
in addition to the regular CFAC 
awards in the direct mail category. 
Producers, creators and users of 
direct mail within a 50-mile radius 
of Chicago are eligible. Deadline 
is April 27. More information may 
be obtained from CFAC, 139 N. 
Clark St. 
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THE HOUSTON POST... 


th in the nation’ 
Fog Sa 


gains, 1955 


oe 186eeee Gye 
so 


3,856,041 
Lines Gained 


787,387 
Lines Gained 


Linage gains, January | through December 31, 1955, vs same period 1954. Source: Media Records. 


Nationally Represented by 
Moloney, Regan and Schmitt 


*Source: Media Records 


FIRST in Houston in 
Linage Gains, 19855 


The Houston Post gained 4,648,402 lines of advertis- 
ing in 1955. This was the largest gain in Houston — 9th 
largest in the nation! In 1955, The Post showed highest 
gains in all six major advertising categories: Retail, General, 
Automotive, Financial, Classified, Legal. There is one basic 
reason for this accentuated swing to The Post — superior 
results! 

Get the new facts on Houston through your Houston 
Post salesman, or your Moloney, Regan and Schmitt 
representative. 
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ENGINEERING-MINDED 
PRODUCTION MEN 
READ IT 


of the CPI* 


* To cover all important buying influences of the $41 billion-a-year spending 
Chemical Process Industries, you must concentrate your advertising on 
distinctly different groups of men. First, management at all levels, in 
administration, production and research. Second, engineering-minded 
production men, responsible for the design, construction, operation and 
maintenance of process plants. Obviously, no single publication can 
satisfy the specialized editorial requirements, meet the individual reader 
interests of each. It takes two magazines . . . and reader preference study 
after reader preference study offers conclusive proof. Among studies 
conducted during the past five years by advertisers using their own cus- 
tomer and prospect lists, Chemical Engineering consistently ranked first 
whenever engineering-production titles were surveyed . . . Chemical Week 
number one with every level of management. But convince yourself. Write 
for your copy of A Summary of Readership Studies. Read it thoughtfully. 
Then, ask us about conducting a reader preference study over your own list. 
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ger under Roy J. Grassly. When 
the latter died shortly thereafter, 
Many F aceted Ad 
- more than any single man, Mr. 
Francisco can be credited with put- 
Maestro, Retires 
the State Department as a con-|& Thomas, which handled adver- 
sultant on international broad- | tising for the Exchange, guided 


| In a matter of months he was 

's rancisco, ee assistant advertising man- 

Mr. Francisco succeeded him. He 

was then 24 years old. Perhaps 

(Continued from Page 2) —_|the product, both with the Ex- 
Thompson, Mr. Francisco served |change and subsequently with Lord 
casting. He was also on the mass|the promotion of the fruit till it 
media committee of UNESCO. became practically a U. S. staple. 


After six years of responsibility ing this period that he wrote count- | 
s A native of Lansing, Mich., Mr./for the advertising of Sunkist/less articles for business publica- | was given honorary life mem- 
Francisco graduated from Michi- | oranges, lemons and grapefruit,| tions of all kinds on his work in| berships in the Advertising Assn. 
now | he moved to Lord & Thomas (now | this field. 


gan Agricultural College, 
Michigan State, in 1914. Nine years 
later the school awarded him an 
honorary Master of Agricuiture de- 
gree for his work in increasing the 
consumption of farm products by 
the use of advertising and other 
forms of sales promotion. In 1949 


Foote, Cone & Belding) as co- 
manager of the Los Angeles office. 


of the agency and general manager 
for the Pacific coast. He also be- 
came a stockholder and a director. 


‘ting the orange on the American | 
| breakfast table. His advertising of | 


ls 


In 1924 he was elevated to exec vp | that was responsible for defeating 


| ifornia. 
During his tenure with Lord &! sentiment was opposed to big busi- 


Thomas, Mr. Francisco continued ;ness, Lord & Thomas was named 
his association with Sunkist for an|to handle a campaign opposing a 
additional 17 years. He is often| special tax on California chain 
referred to as “the man who intro- | stores. 


duced orange juice to America.” 

a Mr. Francisco took charge of the | 
s At Lord & Thomas he specialized | campaign, organizing a long-range | 
in advertising agricultural prod-|public relations and advertising 
ucts, and raisins, prunes, walnuts, | program, which was credited with 
olives, Washington apples and the defeat of the tax proposal. 
other products were exploited un-| In 1937 Mr. Francisco was elect- 
der his direction. The threat of|ed president of the Hollywood 
over-production he helped avert on | Baseball Club in the Pacific Coast 
many occasions by advertising and | League. He held this post until 


marketing practices that spurred he moved to New York in 1938 as) 
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| Tussy in 17th Annual Promotion 
Tussy Cosmetiques, New York, 
will run its 17th annual half-price 
promotion of its cream deodorant, 
plus a special sale of its stick deo- 
dorant, April 12 through June 2. 
Co-op advertising will back up the 
sale which features $1 sizes of both 
‘items for 50¢ each. At the end of 
the sale, a campaign of fractional 
pages, promoting the items at reg- 
ular prices, will run in July issues 
of Dell Modern Group, Family Cir- 
cle, Ladies’ Home Journal, Photo- 
play, True Story and Woman’s 


increased consumption. It was dur- | president of Lord & Thomas. ‘Home Companion. Grey Advertis- 
When he left the West Coast he |ing, New York, is the agency. 


N.Y. Central Names PR Head 
‘of the West and the Advertis-| As part of its reorganization pro- 
ing Club of Los Angeles. He/| gram, the New York Central Rail- 
|is a member of Alpha Delta Sig-|road, New York, has appointed 
ma, honorary advertising fraterni- Robert S. Eisenhauer to the new 
ty, and Alpha Zeta, honorary ag-/| post of director of public relations. 
ricultural fraternity. In 1949, ADS | He formerly was director of public 
established a Don Francisco chap-| relations and advertising of Chesa- 
ter at Michigan State. 'peake Industries. 


In 1933, Mr. Francisco directed 
a publicity and advertising drive 


Upton Sinclair in the latter’s cam- 
paign for the governorship of Cal- 
In 1935, when national 


he was awarded an honorary de- 
gree of Doctor of Science. 

While in college, he served as 
news correspondent for daily 
newspapers in Detroit, Grand Rap- 
ids and Lansing, and his ambition | 
was to be an artist. But shortly 
after graduation he joined the Chi- 
cago office of the California Fruit 
Growers Exchange as a fruit in- 
spector. 

This was 1914, when fruit from 
California reached Chicago during 
the night and was sold at auction 
early the next morning. It was Mr. 
Francisco’s job to note prices and 
sales. His pay for workdays that 
lasted from 5 a.m. to perhaps 8 
p.m. was $75 a month. 
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about major trades 
and industries 


Once you feast your eyes on 
IM’s Annual Market Data & 
Directory Number, June 
25th, you'll never worry again 
about getting basic facts 
about the major trades and 
industries in the U.S. and 
Canada. It’s all there — au- 
thentic, completely indexed. 
Yours as part of a trial of 
the IM service. One year in- 
cludes monthly copy of IM 
plus annual 556-page MD& 
DN—only $3. 


Mail Coupon Today 
INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11 
Enter my year's trial for $3. 
My money back any time I'm 
not satisfied. 


NAME 


STREET. 


CITY. 
STATE 
© $3 enclosed [) Bill firm [) Bill me 
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Practices in Displacing 
Oil From Pipelines 


Our pipeline editor suggested 
this head, and he got rid of 
"Liquid Hydrocarbons," but he 
didn't go far enough. He's a 
pipeline engineer himself, and 
is a little influenced by the 
way he hears such subjects 
presented at technical society 
meetings. 


How to Re-Write a Headline 
for Better Readership 


To increase readership, the original title of this story was 


skillfully re-written into the headline as The Journal printed 
it. It is journalism like this that gets and holds readership 
for business publications and it is in such publications 


that thorough readership makes advertising pay off best. 
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Advertising Age, March 26, 1956 


McCall Calls 
It Quits on 
‘Better Living’ 


(Continued from Page 2) 
old monthly, which ran no ads, be- 
cause of “increases in production 
costs.” 

High-water mark for Better Liv- 
ing, as far as ad revenues went, 
was 1954, when $3,882,799 was re- 
ported. First published in May, 
1951, the 5¢ book (it goes to 7¢ 
this April) saw its yearly ad rev- 
enue vary like this: 


1951 $1,229,645 
1952 2,591 069 
1953 3,578,014 
1954 3,882,799 
1955 2,951 680 


Better Living’s publishing ca-' the field was unfortunate and that! emphasized. 


| reer is a mordant demonstration of 
| the importance of timing. For the 
jmost significant fact of its pub- 
|lishing life was that it was 
launched at about the same time 
|as Everywoman’s. During the five 
| years of their co-existence, the two 
| books raided each other’s chains, 
|}sniped viciously at each other’s 
‘claims and fought savagely for 


competitive advantage. 


s Facing a group of advertiser and 


| agency executives in 1952, Harley 
lv. McNamara, president of Na- 
tional Tea Co. (one of the owner 
chains of Everywoman’s), said 
candidly that Everywoman’s was 
created to give the chains a com- 
parable competitive device to 
|Woman’s Day and Family Circle. 
| And he went further—he said flat- 
ily that the grocery-distributed 
|magazine field would have been 
‘better off with three than with 
four magazines, that four books in 


| Living’s contract to supply all 


|no such arrangement by Every- 
woman’s, 


had the Everywoman’s group, Decision on which of Better Liv- 
known that another publication) ing’s former chain clients will be 
| was going to be launched they taken on is to be made at an Every- 
might well have suspended their| woman’s board meeting in New 
publishing operation. | York, April 5, Mr. McNamara said. 
|Meanwhile, he added, Every- 
® In Chicago today, Mr. McNa-| woman’s is doing well, is profitable 
mara told AA that Everywoman’s|and “will do a lot better now, of 
| will definitely be adding chains| course.” 
formerly in the Better Living fold. | 
Not on an across-the-board basis, = But the raiding of chains, and 
though. the consequent ebb and flow of 
Everywoman’s already has ajcirculation, kept advertisers ner- 
number of applications in the|vous and frightened away pros- 
house, and will judge them on| pects for both books. 
|whether they are big enough to Accordingly, there were motions 
‘make distribution profitable and| toward purchase or merger, after 


|where they are located, Mr. Mc-| the managements of the two mag- 
|Namara explained. 


| azines realized that cutthroat com- 
‘petition would not benefit them. 
|Last August, after Better Living 
members of the Super Market In-| had issued a report showing a net 
stitute, some of which had only! profit of $14,879 for the first half 
one or two stores. There will be| of 1955 compared with a loss of 
$27,650 for the same period of 
1954, came a real imbroglio. 

It started when Robert L. Haag, 


This was a reference to Better 


the chain store head 


This is the first in a series of ‘workshop’ 
advertisements on the technology of build- 
ing better business magazine readership. 
We hope industrial’advertising buyers will 
find them of interest. pee ee 
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publisher of Everywoman’s, bit- 
terly denounced Better Living’s 
“rather unorthodox” publication of 
“unfactual” information about ne- 
gotiations aimed at purchase of 
Everywoman’s. 


@ Mr. Haag did not deny that con- 
versations had been held with 
Better Living. Less than a month 
after, Everywoman’s accepted Mr. 
Haag’s resignation as _ president 
and publisher. 

Better Living was originally the 
joint conception of Edward W. 
Miller (who had been in the pr 
business and who became first 
publisher of the magazine), the 
McCall Corp., the Super Market 
Institute and Dillon, Read & Co., 
investment banking house. 

John E. Smith (now at Parents’ 
Magazine) moved from a Mc- 
Call vice-presidency to the exec 
vp spot at Better Living, and Roy 
Wright, a graduate of This Week 
Magazine, became advertising di- 
rector. 

By spring—April, ’51, to be ex- 
act—Mr. Wright had departed to 
make way for Melvin O. Lokens- 
gard, who had published Ameri- 
can Family. In the fall, Al 
Sommerfield resigned as sales de- 
velopment director. Subsequent ad 
directors included O. R. Whitaker 
Jr., who left last December, and 
William L. Mullin, the incumbent. 


® Then, in January of 1953, Ed- 
ward Miller was replaced as pres- 
ident and publisher by Otis Lee 
Wiese, editor and publisher of 
McCall’s. At the same time, an- 
other McCall’s exec was rushed 
into the breach: George H. Allen, 
sales promotion director. John E. 
Smith was described as getting 
set to retire, come September. 
Three years later, in January, 
1956, McCall Corp. liquidated 
Mass Market Publications. Only 14 
months before this, McCall had 
taken newspaper space to anncunce 
that it “stands ready to provide 
the funds to insure the future 
growth and development of Better 
Living.” 
It was also in January, just 
passed, that Better Living reduced 
its guarantee from 2,300,000 to 2,- 
000,000. This was effective with 
the April, 1956, issue. The cover 
price, as already indicated, was to 
go from 5¢ to 7¢. 
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ALL men’s store 
LINEAGE... 
70% of daily lineage... 
APPEARS IN THE 
BUFFALO 
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‘MacLean Publications Ltd. 
‘Eyes Book Business 
Hugh C. MacLean Publications 


Ltd., Toronto, trade publisher, has 
'announced plans to form a book 
e publishing company. Board chair- 


man Andrew D. MacLean, ex- 

plaining the expansion plan, said 

H “ty is taking a large percentage of 

over 1,100,000 lines of retail 1 fe cisite! fine “or poopie who 
i otherwise would be reading or ex- 

grocery advertising ~ | changing ideas by conversation. It 
oe alee = will be our objective to offer books 

by that will be of interest to those of 

; definite tastes who desire more 

than mere entertainment.” 

The company has a new plant in) 

| 


suburban Don Mills, but it is ex- 
pected the books will be printed | 
elsewhere, possibly in Great Brit- 
ain. 


Melhorn to Graphic Service 
att-amensea | William Melhorn has joined 
na Graphic Service, Dayton, direct 
mail agency. He just returned to 
the states after working on an 
English language newspaper in 
| Tokyo. Hardesty 
Baker Sayman Adams 


PARTY PLANNERS—Beatrice Adams is general chairman of the 22nd an- 
nual gridiron dinner of the Women’s Advertising Club of St. Louis. 
Assisting in the planning are Mrs. L. Ila Baker, club president; Mrs. 
Thomas M. Sayman, chairman of fund-raising committee; Bonnie 
Dewes, director of the after-dinner show, and Helen Hardesty, show 
chairman and one of the authors. Proceeds of the dinner to be held 
April 5 are expected to round out the club’s $100,000 contribution 
to cancer research. 


BIS Moves Chalk to N. Y. |Roat Heads Denver Four A’s 
Rodney Chalk, formerly assistant’ Robert L. Roat, J. Walter 
director of the British Information| Thompson Co., has been elected 
Service Chicago office, has been chairman of the board of governors 
appointed head of BIS’s newly of the Rocky Mountain Council of 
formed radio and tv division in| the American Assn. of Advertising 
New York. This is the BIS opera-| Agencies, Denver. Arthur G. Rip- 
tion that produces the “Window on | pey, Rippey, Henderson, Kostka & 
the World” radio series featuring |Co., was elected vice-chairman, 
15-minute interviews with British\and Wy Spence, Harold Walter 
personalities. Clark Co., secretary-treasurer. 


More than 2 million people 
live in the ENTIRE area covered 
by KTNT-TV 


... and get this — 


Only KTNT-TV has all five 


Of all the television stations in the rich 

Puget Sound area, ONLY KTNT-TV ; 

covers all fwe of the following major , on / ail tenes of 
This area contains OVER cities in its “A” contour: “a Be Es be gets Displays 
HALF the population of a éf , teal 
Washington State and it ac- @ Seattle @ Tacoma @ Everett ‘, hs Counter Displays 
counts for OVER HALF the ; : Floor Displays 
income of the state. © Brem - ° Olympia : Fabricated Displays 


Direct Mail 
Booklets 
Broadsides 


Banners 


Posters 


Calendars 
: CBS Television for Seattle, 
Tacoma, and the Puget Sound Area CHANNEL ELEVEN BASIC 


316,000 WATTS ijnsiagelh caensty vy magill-weinsheimer co. 


Antenna height, 1000 ft. above sea level WEED TELEVISION 4545 Touhy Avenue, Lincolnwood, Illinois 
Pi : | CHICAGO NEW YORK CLEVELAND LOS ANGELES 
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NUMBER TWO IN A SERIES 
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Settlement of America’s rich and fertile region west of the 
Alleghenies had its beginnings even before the Revolutionary 
War, when Daniel Boone and his little band of pioneers blazed 
the trail through the Cumberland Gap. At the close of the 
anxious war years, our little coastal strip of civilization became 
a growing nation through the energetic labors of a free people. 


With tyranny behind them, adventurous settlers pushed west- 
ward free as air, owners of America in their own right and 
subject to no European government. Liberty ceased to be a 
treasure desperately fought for and often lost. It became a 
birthright of our race. 


These years saw the start of that vigorous, free, Americanism 
which still sets us apart. It was born of the westward-pushing 
throngs who loved America as a whole, who believed in Amer- 
ica, not as a dangerous experiment, but as an assured success. 
During the ensuing years, unmistakable groups of strong-willed 
Americans have been called upon to defend this joyous Amer- 
icanism in word and in deed...to date we have stood the test 
with identity of purpose. 


AMERICA'S LARGEST IDENTIFIABLE AUDIENCE OF PURPOSE. 


) 


. i 


SS 


For 37 years The American Legion has been a prime defender 
of Americanism on the battle front and as the home guard of 
constitutional democracy. Today, nearly 3,000,000 Legionnaires 
represent our nation’s largest identifiable audience, dedicated 
to the perpetuation of one hundred per cent Americanism and the 
American way of life. 


ALERT BUSINESSMEN today realize a personal responsibility in 
the perpetuation of our American economic system. To spread 
their faith in the infinite ingenuity of this system they need an 
identifiable, understanding audience. It is only natural they 
should turn to The American Legion and its magazine. 


CONSUMER ADVERTISERS too, might well ponder the potency 
and purposefulness of this great magazine audience in putting 
across their message. The role of this group as opinion leaders 
is matched only in the role of The American Legion Magazine in 
influencing purchases and brand selections. 


LEGION 


d L- 


720 FIFTH. AVENUE, NEW YORK 19, N. Y. 
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Fluorescent Lights —about a year’s service in a typi- | says, but the brightness gradually | will head the retail product section; distribution company, Cotton-Ir- 
cal sign—using a one second on, increases as the lamps warm up.|as product group managers. N. W.| win Television. Cotton-Irwin will 
Will Flash On-Off /one second off flash cycle, GE/| Once the sign cavity temperature|Markus Jr., formerly coordinator | have headquarters at 226 N. Canon 
— Signs with outdoor ballasts! has stabilized, he says, brightness| of marketing at Westminster Paper | Dr., Beverly Hills, Cal., and sales 
‘ ; 7 using the new circuit will operate will remain constant. Co., New Westminster, B. C., will) offices in New York and Chicago. 
Via New GE Circuit | satisfactorily in temperatures down | become international marketing) First property to be syndicated is 
CLEVELAND, March 21—General| to zero. Scott Paper Names 4 Ad Execs manager. B. B. Roens becomes in- | “Polynesian Holiday,” a 15-minute 
Electric Co. has produced a new| Scott Paper Co. has named four | dustrial product manager. color film on the South Pacific. 
circuit for its 40-watt rapid-start)™ The new flashing circuit in-|men to new executive posts in its| 
fluorescent lamps that makes it| volves continuous heating of the|advertising department. R. B. Cotton-Irwin TV Bows Beemer Joins Telepix Corp. 


possible to flash the lamp on and| lamp cathodes while the sign is|Dingfelder, previously New York) George W. Irwin, who heads his| Tom Beemer, formerly with Ziv 
off—as incandescent lamps have/| operating. Usually brightness will) district sales manager, and T. B.|own advertising agency in Los|Television Programs and NBC 
done for years. : |be rather low when the sign is|McCabe Jr., who joined the com-/| Angeles, and Larry Cotton, vp of | Film Sales, has joined the sales 

The innovation means indoor first turned on, a GE spokesman | pany in 1954 from Jewel Tea Co.,| the agency, have set up a tv film) staff of Telepix Corp., Hollywood. 
and outdoor translucent plastic- 
face signs using fluorescent tubes 
now can be animated with on-and- 
off flashing, GE says. By also us- 
ing colored rapid-start 40-watt 
tubes (available in green, pink, 
gold, red, two shades of blue and 
several of white), GE says that 
the inclosed plastic-face signs can 
be made to flash alternately in dif- 
ferent colots, highlighting some 
parts of the sign in bold relief and 
blacking out others on an alternat- 
ing basis. 

GE fluorescent tubes can sustain 
flashing more than 5,000,000 times 


ALL SALES ARE 


LOCAL 


The men who buy construction | 
equipment . . . the men who sign 
the checks . . . these are the men 
you have to reach to sell your 
products! These men buy Jocally 
and to sell them you have to sell 
right out where they work... 
where they live. That’s why... 


ACP REGIONALS SELL 


LOCAL 


CONSTRUCTION MEN 


Men who do the work — men who buy 
equipment are the men who read Asso- | 
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PARADE 

OF 

HOLLYWOOD 
PERSONALITIES 


ciated Construction Publications! 7 out | B es 
of 10 prefer ACP books. What’s more, ws . seme 
they read and re-read ACP books be- | The Mitchell 
cause on these pages they find the local Howard Duff 
news construction men need. For ex- | son 
ample, last year ACP featured 11,255 peal 

Don Taylor 


pages of bid news, 2,086 pages of equip- 
ment news, 2,416 pages of local job re- 
ports. For more facts on ACP write: 
George Stewart, Sec’y, 6 South Orange 
Avenue, South Orange, New Jersey. 


Ricardo Montalban 
Robert Newton 
Angela Lansbury 
James Whitmore 
«..and many others 


A NEW STAR 
EACH WEEK 
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Chirurg Advances Bryant WT -TV | Broadcasting Corp., which owns} intermixed vhf and uhf channels o—and would have except it ex- 

Ry. M. Bryant, a member of AO Charges | the high band station, charged the | in the same markets.” Sacted some kind of iain 

the facts division in the New York i Federal Communications Commis- | proposals” to come out of the 

office of James Thomas Chirurg | FCC's Responsible sion with being responsible for the ® Mr. Lyman said his station CC's protracted studies of the 

Co., has been named media buyer | for Its Failure failure of uhf. | failed to make the grade for two| uhf problem. 

for the accounts serviced in the | “For me to detail the reasons | major reasons: (1) the “almostin-| There was no indication as to 

agency’s New York office. CAMBRIDGE, Mass., March 20—)/ we are forced to take this step superable obstacle of incompati-| how temporary WTAO-TV ex- 
WTAO-TV, which had been trying} would be carrying coals to New-. bility” and (2) the station not only pected its suspension to be. 

Mitchell to Glenn, Jordan | to compete with vhf television in| castle,” Mr. Lyman said in a let-| had to compete with two Boston 

Glenn, Jordan, Stoetzel, Chicago, |the Boston area since September,| ter to the FCC. “Our story has its vhf channels, but also “had to Bond & Starr Moves to 

has appointed Robert J. Mitchell to | 1953, “temporarily” suspended op-| counterpart in the stories of the contend with a Manchester vhf Penthouse: A ints Wilson 

its copy-contact staff. Mr. Mitchell erations last week. 57 uhf stations that have been station.” — 

formerly was associate editor of | Simultaneously, Frank Lyman | forced to the wall since the adop- The telecaster said WTAO-TV Bond & Starr has moved into new 

Power Engineering. \Jr., president of the Middlesex | tion of the tv allocation plan which should have taken the step months penthouse offices in Gateway Park, 


Pittsburgh. The penthouse is above 
ee : the Stanwix Autopark Garage at 
oS ee Ne Cae a Oe PO INS Pee ae ae lthe edge of the Gateway Center. 


|At the same time, Carl W. Wilson, 
\formerly with Pittsburgh Ad Art 
| Studios, joined Bond & Siarr as art 


| director. 


RR Gets Whitehall Products 

Whitehall Pharmacal Co. has 
named Ruthrauff & Ryan, New 
York, to handle advertising for 
Neet depilatory, Dristan decongest- 
‘ant tablets and Petro-Syllium lax- 
ative, effective April 1. Biow Co. 
is the former agency. 
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announcing: wee 
The GROCERS’ SPOTLIGHT 


BUYERS GUIDE 
and DIR ‘Y 


NORTHERN 
OHIO 

| EDITION 

i «1956-57 


. the industry's new and only 
complete source—the basic refer- 
ence directory to al! phases of the 
big $1% billion Northern Ohio 


food market. 
—_ YERS GUIDE i: 
Pe Si The first network dramatic Lifted from the network, the - : , ox — 

a? an inner-office publication—the 
£ =— anthology of first run films in continuing series is now being daily working reference at the 
<a finger tips of Chain Store and 

ae syndicated television .. . new, ee produced exclusively for local or Supermarket executives and buyers, 
all new, rane quality productions—in an anthology ves po a ... the first time you can have a pos saeogg ~ Ae-wesesenliepanenae 
which brings you “inside STAGE 7” tosee Holly- —_ big-time network success—which got highest Niel- ioe uae eae eat ee big 
wood’s stars in dramatic stories: comedy, ad- sen, Videodex and ARB ratings—produced for you | 
venture, romance, real life. first run for market-by-market use. | BUYERS GUIDE is not... 


an ovter-office publication, a 
glance-through publication nor a 
one-date publication. 


PRE-PRODUCTION SALE! Ph ae 
STANDARD OIL OF CALIFORNIA BUYS WEST COAST rit, he nd ad 


—names, addresses, telephone num- 
bers; other pertinent data. The 


: ‘smce 7 First markets bought up before cameras rolled or stars cast. Sight Sid aches data tite th ae 
q -to- rce which lists . . 
a ee unseen, one of America’s finest regional sponsors, The Standard Oil rN re ae Se pn 
Company of California, through Batten, Barton, Durstine & Osborn, | Spemeeet’ | Scene boos 
reserved STAGE 7 in 16 major markets in 9 tern states, H ii and Alask | Ge eee 
J a) ee Plus these COMPLETE LISTINGS... 
You can be the first in your market with STAGE 7. Wire collect right es Bee 
now for an advance private screening or to reserve your markets. Canty fk Tebocce li 
Chains & Supers Warehouses 
0. Products — 


Food Brokers 
Food Dist. (& Frezen) Products Cross index 


Television Programs of America, Inc. Cosme Dart 


For type and proofs—iune 15, 1956 
For complete plates—June 25, 1956 


477 Madison Avenue, New York 22 * PLaza 5-2100 @ Sales Offices or Representatives in Principal Cities 
Milton A. Gordon, President Michael M. Sillerman, Executive Vice President Edward Small, Chairman SUperior 1-2654 


For information call coilect— 


The | NRE Se 


for higher sales through quality programs 


Other TPA quality shows which help you increase sales: 


Ging 
\e/ 


LASSIE * ADVENTURES OF ELLERY QUEEN * CAPTAIN GALLANT OF THE FOREIGN LEGION © HALLS OF IVY *© COUNT OF MONTE CRISTO * 
RAMAR OF THE JUNGLE * FURY * SUSIE © EDWARD SMALL FEATURES © YOUR STAR SHOWCASE * SCIENCE IN ACTION * AN N TH : 
TUGBOAT ANNIE © HAWKEYE — THE LAST OF THE MOHICANS *© NEW YORK CONFIDENTIAL *© ONE FALSE STEP .. . AND OTHERS YET UNTITLED. 
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CIGARS—699 MILLION ANNUALLY...CITRUS FRUIT—A $665 MILLION INDUSTRY...CATTLE RAISING, MEAT PACKING—CENTER OF FLORIDA’S FAST- 
GROWING CATTLE INDUSTRY...PHOSPHATES—$55,500,000 PRODUCTION...PAINT—LARGEST MANUFACTURER IN THE GREAT SOUTHEAST...CEMENT 
—16 MILLION BAGS ANNUALLY...SEA FOOD—15,000,000 POUNDS...CONTAINERS—$50 MILLION WORTH...DIVERSIFIED INDUSTRIES—84 NEW MANU- 
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Looking for “Live” Markets? Look to Tampa, and the Growing 
Southeast! Dynamic, Bustling Tampa is Queen of Florida’s Rich 
West Coast. Consumer dollars are as plentiful here — and as ripe for 
the picking — as the fruit in the citrus groves flourishing in the area. 
Big, growing industry (see below what Tampa is made of), high levels 
of employment, soaring population, better than average incomes, 
trigger tremendous retail sales action which makes Tampa a front-line 
target for all advertisers. 

Tampa is served first by the Tampa Tribune, the market’s leading 
newspaper. It carries more advertising linage than any paper in the 
area and ranks high among all newspapers in the nation on retail 
grocery linage. Through conscientious community service over 62 
years, the Tribune has grown with Tampa and now circulates better 
than 126,000 copies daily, 140,000 on Sunday. 

To enhance its value to readers, The Tampa Tribune now carries the 
richly colorful, delightfully entertaining, highly serviceable American 
Weekly every Sunday. 


THE TAMPA TRIBUNE now distributes THE AMERICAN WEEKLY 
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FACTURING PLANTS IN 4 YEARS...SHIPBUILDING—A $10 MILLION INDUSTRY...SHIPPING—A 10 MILLION TON PORT OF CALL.. 
OF THEM*... PURCHASING POWER — $690,525,000 EFFECTIVE BUYING INCOME...RETAIL SALES — $553,780,000 TOTAL.. 
SALES — $110,820,000 WORTH...AUTOMOTIVE SALES— $97,732,000 WORTH...DRUG STORE SALES—$18,366,000 WORTH. 


. PEOPLE — 847,400 
. GROCERY STORE 


(°S. M, EST, 5/19/54) 
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Your audience 
is THERE, don’t offend it 


—~~~~~with a ‘ragged’ performer. Besides 
your expectations w ill be greater if 
JAY P. your | ad is is s typeskilled by WALK. 


Kendall Advances Hailer 
Robert C. Hailer has been ap- 
pointed assistant advertising man- 
ager of Kendall Co., Kendall Mills | 
division, Walpole, Mass. He joined | 
the company in 1948 as a product | 
merchandiser and most recently 
has worked on sales development. 


SQUARE MILES 


of heavily populated rich 
farmlands and industrial 
communities in Illinois and 


lowa are covered by 


WHBF * 


Represented By 
AVERY-KNODEL 


, |In a plastic container, 


iLitnors 


cy 
ON oly 


ROCK ISLAND, ILL. wv 


Revlon Sets National Debut 
for Three New Products 

Revlon Inc. will take three new | 
products off the test market and 
|introduce them nationally within 
‘the next few weeks. Dowd, Red- 
|field & Johnstone will launch Sun 
Bath tanning lotion, which has 
been tested in Florida and Arizona. | 
Sun Bath 
| Sells for $1.25 and has “anti-peel- 
ing” properties. 

Other products are Sea _ Isle 
colognes in $3 decanters, breaking | 
April 1 through C. J. LaRoche & 
Co., and Children’s Satin Set, a} 
hair spray, through Batten, Barton, 
Durstine & Osborn. 


Cincinnati Art Directors Elect 

Robert T. Hayes, Ralph H. Jones 
Co., has been elected president of 
the Art Directors Club of Cincin- 
nati. Other new officers include 
Richard F. Koppe, Procter & Gam- 
ble Co., vp; Elmer V. Koeniz, Mc- 
Donald Printing Co., secretary, and 
Raymond G. Brown, Raymond G. 
Brown Studio, treasurer. 


...-in new ideas 


PERKINS H. BAILEY, our chief fashion scout, is a 
trail blazer in men's fashions. In almost every issue 
he is PIONEERING FOR NEW IDEAS and new think- 
ing in the men’s wear industry. Perk Bailey is read 
and respected by retailer, manufacturer and mill ex- 
ecutive. He sets the pace, calls the turns in men’s 
fashions—all in THE LEADERSHIP PUBLICATION of 
the men's wear industry-MEN’S WEAR Magazine. 


ME 


we're pioneers 


| {McLellan Stores 
| Melville Shoe Sales .. 


| Neisner Bros. 


Walgreen 


| Beck, A. S. Sales .... 


| Interstate Dept. ‘Stores 
| Kresge, S. S. 
| Kress, S. H. 
| Lane Bryant, Inc. .... 


| “One month period. ‘Seven month period. 


Advertising Age, March 26, 1956 


February Sales of Chain Stores 


February 
1956 1955 
FOOD CHAINS 
Je’ 


109,755,167 
46,650,805 


MAIL ORDER 
“Sears, Roebuck 
Spiegel 
“Montgomery Ward 


7,500,435 
62,142,076 


$ 24,783,835 $ 23,092,206 
83,222,792 
43,212,193 
131,719,175 131,562,523 


217,627,711 190,575,995 
7,453,004 
52,572,955 


°% Gain ———-——-2 Months. % Gain 
or Loss 1956 1955 


+ 7.3 $ 49,049,202 $ 46,313,809 
+32.0 214,116,225 166,821,512 
+ 8.0 90,824,673 85,450,947 

260,568,937 261,483,462 


$614,559,037 $560,069,730 


13,607,954 13,188,200 


Group Total 


DRUG CHAINS 
| Peoples 4,579,556 


16,260,020 


$287,270,222 $250,601,954 


4,218,534 
14,151,274 


13,607,954 $ 13,188,200 


8,639,113 
28,753,569 


9,126,228 
32,346,953 


Group Total 


VARIETY AND MISCELLANEOUS 
‘American Stores 51,144,632 
2,751,756 
4,527,067 
9,071,657 
1,836,421 
4,725,761 
756,597 
2.014 818 
6,254,714 
20,442,073 


‘Bond Stores 
Butler Bros. 
‘Diana Stores Corp. .. 
Edison Bros. 
Fishman, 
‘Franklin Stores 
Gamble-Skogmo 
Grant, W. T. 
‘Grayson- Robinson 
Stores 
“Green, H. L. 


6,654,340 
6,378,664 
3,756,460 
22,134,547 
10,491,760 
4,773,240 
8,148,867 
7,043,180 
3,534,418 
5,675,299 
11,646,210 
4,033,219 
11,669,411 
69,736,918 
1,535,050 
3,961,888 
1,229,623 
15,430,000 
2,216,280 


Murphy, G. C. 


Shoe Corp. of America 
‘Sterchi Bros. Stores . 
Western Auto 

White's Auto Sales .. 


$ 20,839,576 $ 18,369,808 


46,897,797 
2,617,285 
4,519,155 
7,764,426 
1,702,867 
4,577,168 

654,840 
1,733,732 
5,395,837 

17,275,258 


5,598,999 
6,195,025 
3,520,503 
20,545,152 
10,587,962 
4,396,682 
7,958,821 
6,508,844 
3,201,661 
5,303,247 
10,734,847 
3,861,727 
10,745,258 
60,730,743 
1,292,263 
3,623,701 
1,211,882 
11,883,000 5 
1,672,920 +32.4 


41,473,181 37,392,682 


552,392,289 
5,346,948 
53,734,504 
15,371,353 
17.209,551 
9,205,809 
1,257,524 
20,102,088 
11,293,601 
33,915,328 


576,578,457 
5,498,134 
54,978,460 
17,854,736 
18,951,534 
9,384,790 
1,434,439 
22,813,216 
12,594,353 
38,811,743 


65,205,515 55,877,153 


40,500,550 
21,679,929 
8,630,517 


42,794,466 
20,773,971 
9,035,189 


+I1+ 
eu 


12,714,547 


+ 
o 
oo 


13,581,140 


— 


10,578,001 
21,393,654 


11,017,130 
22,541,580 


++ 
we 
en 


20,966,765 
129,409,978 
2,373,778 
7,112,389 
17,073,205 
26,051,000 20,825,000 
4,587,500 3,745,621 


22,269,952 
144,389,587 
2.781.774 
7,625,930 
18,383,505 


~ 
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Group Total 


$303,574,870 $272,711,582 


+11.3 $1,169,938,101 $1,092,710,082 


Combined Total .... 


month period. 


$924,593,650 $822,773,058 
"Four weeks and 47 weeks. 


$12.4 $1,839,578,273 $1,703, 360,694 
‘Eight month period. ‘Twelve 


iF ootball Network Terminates 
The Irish Football Network, 


| owned and operated by the South 


| 


| coast 


| manager. 


Bend Tribune, which last fall in- 
cluded 190 radio stations from 
to coast, 
business, according to Joe Boland, 
Mutual Broadcasting 
System made the successful bid 
for exclusive network rights to 


| the five Notre Dame home football 


N’S WEAR 


Magazine 
A Fairchild Publication 
7 East 12th Street, New York 3 


games in 1956. 


has terminated! 


WCAU Radio Raises Rates 

WCAU Radio, Philadelphia, has 
increased its over-all rates 8 to 
10% and has realigned its time 
classifications. According to the 
station, the increase is in line 
with the 124%2% increase in listener 
potential. Class A time is extended 
from 6 to 10:30 p.m., but the hour- 
ly base rate of $500 remains the 
same. Class B time has gone to 
$400 an hour, Class C to $275. 


GOODSYEAR 


During 1955, The Goodyear Tire & Rubber Company, Inc., 
used the Fairchild List Division names 
in a regular series of monthly mailings. 


FAIRCHILD LIST DIVISION Premium mailing lists 
(contain the individual's full name plus the complete 
name and address of the store or firm) in the 
men’s, women’s and children’s apparel industries, 
as well as in the home furnishings and footwear fields. 


Commission of 15% paid advertising agencies on 
the addressing costs of Fairchild mailing lists. 


FAIRCHILD LIST DIVISION 


7 East 12th Street, New York 3, N. Y. 


Send me free of charge the complete details on mailing 
lists in the fields checked: 


0 Men’s apparel 
[J Home furnishings 


OO Women’s & children’s apparel 
0 Shoes 
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METROPOLITAN, = 


0 AKLAND © 


X 


*POPULATION JULY 1, 1955 
METROPOLITAN) 
OAKLAND 


(ALAMEDA COUNTY) 


852,700 


METROPOLITAN 
SAN FRANCISCO 


- (S. F. COUNTY) . 
794,900 


ja State Department of Fir 


+ 


— 


Largest Population Center 
in Northern California 


covered only by the OAKLAND TRIBUNE 


METROPOLITAN OAKLAND: (Alameda County), with a popula- 
tion increase of 15% since 1950, now leads Metropolitan San Francisco 
(San Francisco County) by more than 57,000 .. . and this is only the 
beginning. Here’s Why: 


® Strategic mainland location . . . with ample room for expan- 
sion (733 square miles) . 


® Transportation hub of the west . . . by rail, truck, sea and air. 


® Ideal climate for industry and living (Average temperature: 
Summer 62.3, Winter 50.6). 


Reach the thousands of able-to-buy families in this great and grow- 
ing market through the newspaper they read. 


Greatest home delivered circulation in Northern California! 


ee, 
hn 


CIRCULATION ({A.B.C.) SEPT. 30, 1955...DAILY, 196,044 SUNDAY, 215,600 
CRESMER & WOODWARD, INC., NATIONAL REPRESENTATIVES INCLUDING SUNDAY MAGAZINE SECTION 
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If I were 
atime buyer 
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Sea 


Vicrory at Sea rules out any possibility of error. Added to the large, loyal following is the proven 
This show proves itself mathematically. ability of Vicrory aT Sea to build prestige for its spon- 
On second, third and fourth runs, Vicrory AT SEA sors and sell merchandise. Get all the facts, call today. 


outrates competition, and at an unusually low cost- 
per-thousand. Even in a fifth run market Vicrory = Fifth Avenue in New York, Merchandise 
; : Mart in Chicago, Sunset & Vine in Hollywood. 
— just $1.55 xa — per — minute. in Canada: RCA Victor Company, Lid., Toronto. 
enever it is shown, this great sales-building, pres- 
er 8 P Programs for All Stations - All Sponsors 


iige-butiding show continues to deliver great audiences A B c T. oil 
7 | ) elevision Films 


for its sponsors time after time, 
A DIVISION OF KAGRAN CORPORATION 
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DOG DAYS—Hot Dog Davey is the 

symbol for National Hot Dog 

Month in July, sponsored by Tee- 

Pak Inc., Chicago manufacturer of 

casings for skinless hot dogs. Crut- 

tenden & Eger Associates, Chicago, 
is the agency. 


ABC Circulation 
of ‘Reader's Digest’ 
Reaches 10,361,531 


New York, March 20—A circu- 


lation of 10,361,531 was reported | 


for the Reader’s Digest here yes- 
terday by the Audit Bureau of 
Circulations, which measured the 
six months ending last Dec. 31. 
The first ABC audit showed the 
U.S. edition of the monthly with 
an average circulation of 10,236,- 
057. 

The Digest said it recorded a 
gain of 125,474 average per month 
—or 1.2%—during the second ABC 
period. It said gains came both 
from newsstand sales and sub- 
scriptions. The latter rose to 8,- 
232,917—a gain of 187,993, or 
2.3%. Newsstand went up 35,686, 
to a total of 1,715,193, or 2.2%. 

Sole decline, the Digest said, was 
registered in the “all other” class- 
ification, which dropped 98,025 to 
a total of 413,421. This decline was 
attributed to reclassification pro- 
cedures. 


® Total subscriptions carried in 
arrears was put at 218,721—a de- 
cline from 727,520 reported in the 
first ABC period. Total unpaid 
distribution was put at 580,340, as 
compared with 760,713 for the ear- 
lier six months. 

According to the Digest, the 5,- 
579,466 subscriptions sold in the 
July-to-December period set a 
record for any publication ever 
audited by ABC. This figure was 
661,190 better than the total sold 
in the January-to-June stretch. 


KNBC Separates FM and AM 

KNBC, San Francisco, is pro- 
gramming its fm station independ- 
ently from its am_ operation. 
KNBC-FM is broadcasting classi- 
cal and hi-fi music on a 20-hour- 
a-week schedule with plans to 
expand to as much as 18 hours a 
day. The first sponsor on the new 
schedule is Leo J. Meyberg Co., 
RCA Victor distributor in San 
Francisco, in cooperation with 
area department and music stores. 
Rates on the fm station are $50 
for an hour’s program sponsorship 
and $5 for a single one-minute 
announcement. 


O’Grady-Andersen Moves 

In reporting that O’Grady-An- 
dersen-Gray, Chicago agency, has 
moved its offices in Chicago to 
larger quarters (AA, March 19), 
ADVERTISING AGE _ inadvertently 
stated that the agency’s new ad- 
dress is at 952 N. Michigan Ave. 
Actually O’Grady-Andersen-Gray 
moved from 952 to 720 N. Michi- 
gan Ave. 


Kravitz Named Sales, Ad VP 

Lou Kravitz, director of sales 
of Lewis & Martin Films, Chicago, 
has been promoted to vp in charge 
of sales and advertising. 


Paint Co. Uses ‘Tonight’ 

in Spring Campaign 
Patterson-Sargent Co., Cleve- 

land, is making its first venture 

on network tv with participations 


TV), beginning April 13. Patter- 


|mewspaper campaigns in 24 cities, 
|combining dealer listings with 
small-space identification ads; ads 


in Steve Allen’s “Tonight” (NBC- | 


jin American Lumberman, Hard- 
|ware Age and Household; local tv 
jand dealer aids. D’Arcy Advertis- 
me Co. is the agency. 

Compton Gets Par-T-Pak 


Compton Advertising, Chicago, | 
) 3 , ; has been named to handle adver- | 
son’s spring campaign for its BPS | tising for Par-T-Pak Royal Crown | 
| (Best Paint Sold) will include Corp. Par-T-Pak is the Chicago | 


bottler for Nehi Corp., which was 
acquired by Compton in October, 
| 1955. 


America’s FORE 


MOST TOY TR 


HEADQUARTERS FOR TOY 


MARKET _ INFORMATION! 


in the world! 
McCREADY PUBLISHING 
71 W. 23rd St. WY. 10 
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UIDOOR LIFE 


The biggest 
advertising revenue in | 
a single issue 


NEW YORK . 
LOS ANGELES. 


CHICAGO : 
SAN FRANCISCO 


Advertising revenue for the first quarter of 1956 was the 
biggest in Outdoor Life’s history. And now... the 
April issue breaks all previous revenue records for a single issue. 


This trend towards Outdoor Life becomes especially significant 
when you realize that no gimmicks or special issues 
were used to achieve these increases. 


UTDOOR LIFE * 


Key to the market of men...big as all outdoors 
DETROIT - 


BOSTON 
PORTLAND, ORE. 


8-year history 


~ oa 


CLEVELAND 
SARASOTA 


APRIL ADVERTISING REVENUE j 
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EE TMS IN TS ae 


Another true-to-life story about some make-believe characters 


What’s the best way 
to catch the early bird 


in Chicago? 


y 
He was an oil man who thought in terms of garlic € Ny °% 2 


! re) “ SO 
SZ 


and garden sass instead of gushers. Slick was the competition. 


And both were admanagers of salad oil firms vying for the Salad Bowl 
> 
championship ( » of Greater Chicago. 
But alas, poor Herb had his headaches. It seemed that no matter 


how hard he tried, his Saladoil came in only second best in sales in the Chicago market. 


His product was as good as Slick’s, and his promotion investment greater. But Slick 


was the early bird Wye in the market. Like General Forrest, he had got there 
fustest with the mostest (a gallon-sized unit)—so had a head start in the salad oil race. 
>) 
Poor Herb fussed and he fumed and he tore his hair—to no if 
avail. His face only got redder—and the future only looked blacker. {/ 
When in walked Joe from the Chicago Tribune advertising department. 
“Pardon me, sir,” said Joe, “‘maybe I can help fathom this fooler. Slick has priority in 


Chicago’s Salad Bowl because he was in the market first with his king-size 


container. 


The best way for you to catch him is to outsmart him in advertising. 
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of saies anda aavertising. 


“Slick is using a medium that reaches only 30% of the market. | 


And you have been spending your money wheeling and dealing. or Why don’t you 
ae 


change your tactics and blast your way into Chicago with the biggest thing you can buy. 


It’s called the Chicago Tribune and it’s read by 70% of Chicago’s consumers. 


It will take real saturation Ris and sales power to overcome Slick’s 


lead—and the Tribune’s the medium that can give it to you.” 


This sounded like a shrewd plan of attack. So Herb took Joe’s advice and : 
ran in —S, the Tribune. And that’s good advice for anybody who has 
an early bird to catch in Chicago. (Just ask Herb!) } 


Nobody knows Chicago like the Tribune. aS 


The Tribune has spent several million dollars to find out facts that vitally 


affect your Chicago sales. It knows who your best customers are, 
<A Or 
where they live and shop, why they buy. This valuable information is yours for the asking. 
Nothing sells the Chicago market like the Tribune. 
Retail sales in Chicago and the 206 Chicagolaid counties are big—valued at 
$17.8 billion. And the best way to sell this market is through the Tribune. Does advertising in 
the Tribune pay? Just ask advertisers like Cardinal Food Stores, The Milwaukee Road, 
Bond’s, as H. J. Heinz. 
People may praise the Tribune, fuss about it or blast it—but reading the 
Tribune in Chicago is just like skiing at Sun Valley. | l Almost everybody 
does it. Everybody feels its impact. Practically 7 out of 10 families in the Chicago 
metropolitan area read the Tribune—almost half of all the families in 839 midwest & 
towns read it. (Only 12% of metropolitan Chicago gets the largest national magazine—and 
only 1 out of 9 tunes in on an average evening TV show.) 
So if you want to know something about Chicago, call in a 
joe from the Chicago Tribune and put him to work finding out. 


P.S. Always remember .. . If you want to SELL Chicago 


TELL Chicago in the Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 
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30% of Piano Buyers 
Are in Under-$5,000 
Group, Study Shows 


PuraDetpu1a, March 20—The 
big piano market these days isn’t 
made up of the well-to-do fam- 
ilies, but of skilled workers, office 
personnel and unskilled laborers, 
according to the National Piano 
Manufacturers Assn. 

A survey of 400 piano buyers in 
Oklahoma City, Wichita, Tulsa and 
Kansas City reveals that fully 98% 
of the families buying new pianos 
make less than $10,000 a year; 
30% of them are in the $4,000- 
$5,000 income bracket. 

Skilled workers were the biggest 
buyers, accounting for 21.4% of 
the sales. Office workers were 
next, with 13.5%, and members of 
the professions accounted for an- 
other 9.4%. Smallest category of 
buyers were retail store employes 
and farmers. 

Of the new pianos, 49% were 
bought on time payment plans ex- 


Stickin’ 


Aroun 


How’s your KLEEN-STIK I. Q.? 


The big quiz question in P.O.P. is: 
What’s the best way to get display 
material up and keep it up? And 
the answer is—KLEEN-STIK! Know 
why? Because it’s the moistureless, 
self-sticking adhesive that “pays 
off” in choice display space ... and 
in winning ideas like these: 


ge. | 
| 
} 
/ 
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roe ooo taste / 


HAV-ATAMPA | 


HAV-A-TAMPA “Smoke Signal” 


Winning Christmas window space 
was easy for EARL BROWN, 
Promotion Mgr. of HAV-A-TAMPA 
CIGAR CO. of Tampa, Fla. This 
unique TRANS-STIK tra nc 
did the trick -- gave dealers “wow! 
display without blocking windows 
. . visibility plus in-visible, easy-up 
application with peel-an’-press 
RLEEN-STIK. Result: the colorful 
design, silk-screened on 13 x 10 ace- 
tate, seems painted directly on the 
window! A bouquet of smoke-ri 
to artist HANK ANDERSSOH 
and to D. G. DANIELS of 
DANIELS, INC., screen process 
printers, both of Tampa. 


Door-opener for AIRTEX 


This clever Face-Stik “‘store-hour” 
clock won quick dealer acceptance 
for AIRTEX PRODUCTS INC., 
Fairfield, Ill., auto parts maker. It’s 
complete with cut-out hands to mark 
individual opening and closing times 
... goes up quick an’ easy for long- 
lasting display inside glass doors or 
windows, thanks to KLEEN-STIK 
adhesive. Reverse side carries a 
“thank you” to customers on their 
way out. BURLINGAME-GROSS- 
MAN, Chicago ad agency, did the 
art ... neat production handled by 
BEN STEC: KI 


for JACKSON 
PRESS, Chicago. 


Make sure you know all the parts to 
the KLEEN-STIK answer: Face- 
Stik and Trans-Stik for use on glass 
..- All-Over Gummed or Strips & 
Spots for use on walls, shelves, etc. 
See your regular printer or lithog- 
rapher for a “jackpot” of ideas—or 
write for our free “‘Idea-of-the- 
Month” (every month). 


KLEEN-STIK PRODUCTS, INC: 
7300 West Wilson Avenve « Chicago 31, lil. 
Pioneers i> pressure sensitives tor Advertising and Labeling 


tending 36 months or more. Short-, berg-Carlson division of Geheral 
er-term credit accounted for 31%,| Dynamics Corp. Mr. Foster has 


and only 20% were cash sales. 


| 


One of every three persons in-| 


terviewed was buying a piano for 
a childless family, reflecting what 
the association calls a strong na- 
tional trend of adults as well as 
children taking up music. 


Foster Named Ad Manager 
Arthur L. Foster has been ap- 

pointed advertising manager of the 

special products division of Strom- 


a 


Advertising Age, March 26, 1956 


Hires Finds It Sold Brand to Mamas, But Kids 


been with Stromberg-Carlson for |‘C)itgrew’ It; Sets $1,250,000 Youth Drive 


about two years in advertising and | 

sales promotion positions. PHILADELPHIA, March 21—Char-, 

‘les E. Hires Co., 80-year-old root 

Cramer Joins DeVorn Display beer manufacturer, will devote its 
Stuart Cramer, formerly with |entire $1,250,000 advertising pro- 

Beaumont & Hohman, Cleveland, | gram for 1956 to the kids. 

has been appointed sales promo-| All copy in all media will be) 


tion manager of DeVorn Display |aimed at young people between | 


Corp., Cleveland manufacturer of the ages of 14 and 22. President 
trade show and showroom ex-/| Peter Hires explains this new ac- | 
hibits. | cent on youth as follows: 


“When we aim at the young peo- 
ple, we automatically reach all 
groups. Pre-teenagers like to copy 
their older brothers and sisters, 
and older people like to think of 
youth and their youthful days.” 

For years, Hires advertising has 
stressed product purity, he contin- 
ued. “This appealed to the mothers, 
and our sales were large for the 


Here's one way... 


FACTORY’S 16 FULL-TIME EDITORS 
serve the plant operating group 
in all the manufacturing industries 


q 


] 
| 
: 
a 
: 
; 
q 


hee 
ite cde a te 
Weis EN 
WE. pe ’ 
licen’ <q 
4 4 lait ot . 
We om a6 
Hs ee a 
om Bh ts P| 
oS al ix ee 
ef 
bey cae ake 
Raper 
Vike. hes oe 
ee ong, 
| bg ees ey 
' ie aoe 
wee 
hen 
es s.. 
ee _ 
Puede woe: 
i oe i 
Rene ke | 
ee 
fe oe —_ 
eae 
Gere ot - 
fe = 
aa ; 
ee ae 
hee 7 we 
ee si 
ee 
i = es ee 
fae | 
eat cal 
t ipa" oe | 
pou latte 3 
os tet, me 
[P eat 
ieee 
Pn eee 
iM meet 
ese 4 | 
fe ees. 
. page Baar i se 
eit Pon ae 
San ih. nineteen r 
seas -—- | . cs 
esa s —— . 
L il A =i ~ 
nae a Le 
ee oe wi ' 
pet G - a 
| Poa: ——- . 
, <7 ea : 
[*. ee 
ieeeer ty 
ce re 
Rs fi : t; 4 
(ome 3 _ 
[' a < . * . = ; . 
ae 7 as. ‘1 on a 
i ae aa , : ¥, a : 
bos © a _ : 
[ ea alk cate Pe ee ae by a: ; 
ff rer x = ae ue a Bi 
ae ane cide La . @ ¥ | 
Lace me 8 gem ' » 3 J ie 3 5 i 
eaace sit +> \ te : : . a e | : 
iF Pas Ca : ; ; ; — ae ad b 
pins ae 2 | ns £ &§ * - 
bes ae, : . ' 7 ‘ : . 
has op , oe ; : ; a ; 
poe, Et ; = es a i . 
a as ee —) i eri a i ny . 
3 ee . _ « Bia — “4 : 7, “4 i 
eae ‘ _ 1 r . 45. * a : 
ging 4 = 4 : Bi Fs pe ej ’ 
ee a ‘ 7 a ae z8 
Lon iy Xe : 4 ¢ a ae = As 3 pas 
Bore ae al. = ein. a a 
eee ste ae 7 . > } Sia Bs % 
. eet 4 SR . aa 
eon aaah tal : 4 14 ‘a a bs 
bee aa ike y wl 
3 ae ie : bey ; ee: } 
eee : a : a 
eae As } oa . _ ‘ . : q i: : \ 
a <8 oe ” 3 ne Fe %% ‘ 
ge ae m oy uN 
ale a : . 1 > NE 
Reged es i tle ia x Ar fi 
Nae cae — = By s - 
Be . 3 _ a * _< wi 
ae - ; ly : Aes: s 
od Ui es Rt 2 . 3 / ce bgp ‘ q ‘ 4 
Rake Sor a ame | : 3 . A en ote is » Ge 4 
ae aoe a oS . | ™~ oe: et F _ " 
eta, ty tod , i a 
bh ace jae * = 3 : a 
is if ee | Pd ° wy. . 
ae ee ee | ; q ; 
2 ae — | G, d . 
seek a | &§ 
Soda sft . tee i . 
se is 
Re = ; 4 \ A Bye 
era Be . oe J 
Eh ee : ; 7 
er waite ‘te S $ 
Se Ne] 7 : 2 m ay ; a A 
ig bak ; “ . i. z 
me TA ae ; r mi] sae 
sas a ; rs wae = = 
ae Fie: : 
pst. “1 wy ee. ial ~ 
ee Se % feo. _= as 
bey H wae ' 
3 fs iy - b ¢ + f 
> Ae): - Be ‘ ‘f 
er acy | eal 4 i t 
ape . . q " 
ro ake ee | he 2 £ 
cE 3 ~ . : = i 
iat acta ra | 
pe’ ne 2 dj es “s a 
ae ieee 2 = Bae 
 ibael ; 
ee , = 
ne y 
= mig ‘e 
+) Pe, | 
ve 
eh aes § 
ay es 
ea ee 
mei pam / 
eh ane wt Y . if 
r, ee ee P i Bee ae rae 
to : P 
- 
TES eid ae 
eS | ae 
a 
A cng 
AE AETSETS: 


EE Eee SR a yen 


Lessing ipniiacais ini sin 


Advertising Age, March 26, 1956 


pre-teenage group. However, it, age bracket were interviewed. 
seems that once they reached their) “The only meaning ‘since 1876’ 
teens, teenagers just gravitated| (a Hires’ slogan) has to the aver- 
to some other soft drink. Our age teenager is that it is 100 years 
problem is to bring back the teen- after the Revolution,” says Eugene 
ager to Hires root beer.” Gilbert, president of the research 
|organization. “Teenagers are not 
® The new promotional tack for | sold on pure products or old time 
the soft drink company was set goodness as an advertising appeal.” 
after a probability marketing re-| Gilbert also found the answer to 
search study was conducted for it another Hires question: Should we 
by the Eugene Gilbert Youth Re- switch to cans? The study showed 
search Organization. More than 5,- that 85.6% of the young people 
000 young people in the 14-22) surveyed prefer their soft drinks 


in bottles. Only 13.2% said they 
preferred cans, and the remaining 
1.2% were undecided. 

Somewhat startling to Hires of- 
|ficials was the revelation that de- 
spite some $40,000,000 spent over 
the years in advertising, three out 
of every ten young people “had 
never sampled the product,” ac- 
cording to Gilbert. 


® The new Hires campaign, built 
around the theme, “Hires and Fun 
Go Hand in Hand,” includes a 


four-color page in spring issues of 
Collier’s, Life, Look and The Sat- 
urday Evening Post, an extensive 
spot radio and ty campaign, coop- 
erative advertising, extensive point 
of purchase material and what is 
described as a “tremiendous cam- 
paign” for new bottlers. The radio 
phase will feature tie-ins with local 
disc jockeys. N. W. Ayer & Son, 
Philadelphia, is the agency. 

Hires also is experimenting with 
a new 32 oz. bottle in Boston and 


‘San Francisco. 


to judge editorial content 


Or...WHAT’S A BUSINESSPAPER’S 


EXCUSE FOR BEING? 


A BUSINESSPAPER EXISTS to serve its readers. That is elementary. 
And when it does this job well, it is likely to be 


a good advertising buy, too. 


It also seems reasonable to assume that a 


paper like FACTORY, 


with 16 full-time editors on its staff, can serve its readers better 


than publications which attempt to do 
a fraction of the editorial staff. 


a similar job, but with only 


One measure, then, of editorial value could well be the size 


and the competence of a businesspaper’s editorial staff. 


In FACTORY’s case, the proof of the pudding may well lie in 
the fact that we have won more editorial achievement awards than we 
can fit on the wall. Or in the fact that more people pay to read 
FACTORY than any other monthly industrial businesspaper. 


This editorial supremacy helps make FACTORY the top advertising 
medium to do one job better: to reach the Plant Operating Group 


in all the manufacturing industries. 


FACTORY 


MANAGEMENT AND MAINTENANCE 


A McGRAW-HILL PUBLICATION © 330 WEST 42ND STREET, NEW YORK 36, N.Y. @ @ 


Hires and fun 
go hand in hand. 


HIRES TO YOU—Six frolicking young- 

sters at the beach typify Hires’ 

new advertising approach, with 

emphasis on youth. This pastel- 

colored page will run in Life, 
June 4. 


when they sell the 
market that spends over 
three billion doiiars 

a year... with powerful 
50,000 watt KEX and 
Russ Conrad, popular 
“Big 5"’ D.J. 


“Russ Conrad Show" 
1:00 to 3:30 p.m. 
Monday thru Saturday 


Call Bob Rudolph, KEX Sales 
Manager, CApitol 2-1881; 
“Bink"’ Dannenbaum, WBC 
Nationul Sales Manager, 
MUrray Hill 7-0808, 

New York; or, your nearest 
Peters, Griffin, Woodward, 
Inc. office. 
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LET POWERFUL 
50,000 WATT KEX 
SELL FOR YOU! 
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Good Housekeeping: 


ae ey You can up sales in an unprecedented way, during 
the week of April 22nd, in Battle Creek, Mich.; 


If b our pr oducts | Charleston, W. Va.; Knoxville, Tenn.; Lorain, Ohio; 


| | Mansfield, Ohio; Milwaukee, Wis.; Wichita, Kan. And 
have the famou Ss in Detroit, Mich. (May 20); Cincinnati, Ohio (June 19). 


# 
; 
# 


| G r t G ] : To get the most mileage for your products, be 
ual ah Vy ea eee sure they're advertised in these influential news- 


papers. Most of the newspapers will run special 


See that they Set Good Housekeeping sections filled with advertising 


by local merchants, on products with the famous 


| the t op billin 9 | Good Housekeeping money-back Guaranty Seal. 


Alert your dealers, salesmen, distributors! See 
that your products are displayed importantly in all 
of the participating cities...so that you can cash in 
on this great multi-city promotion. 


She’s sold when she’s told: 
{ Nood ousekeeping 
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ERTIOER 


| Weeks are on the way! 


If you are not an advertiser now...there’s 
still time to get in on the October event! 


Will the October event be a success? Virtually 
all cities and newspapers that participated last 
October, will repeat! Papers like The Albany Times 
Union, Baltimore News-Post, Dallas Times Herald, 
Fall River Herald News, Houston Chronicle, 
Arkansas Democrat, Meridian Star, New Orleans 
Item, Pittsburgh Sun-Telegraph, San Antonio Light. 


And among the newcomers: The Charlotte News. 


What’s in it for you? Sales! Only products with 
the Guaranty Seal will be singled out for spotlight- 
ing in stores and for local advertising. Find out 
how you can qualify, by calling Good Housekeeping, 
57th Street and 8th Avenue, New York 19, N. Y. 


Guarantees It’ 
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THE LORAIN JOURNAL 


MILWAUKEE SENTINEL 


Candidate Woman Denies Beating 
Worker. n it esite 


THE WICHITA BEACON 


tnocrwt te Benson, GOP Leaders Hold 
dew 3 Session on Farm Program 
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ENQUIRER ann NEWS : 

Charleston Baily Mail F : 

THE CINCINNATI ENQUIRER . ‘ 
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| Court Upholds Verdict Against) Rise shaving cream. Both compa- . 
Colgate in Patent Suit ’ | nies must make = accounting to Comp lete Circus Is 
The U.S. Circuit Court of Ap-/| Carter of their profits on pressur- . 
peels en ti ten aca a | teed having erumms a0 the ena} HOW ORGS Premium | 
decision rendered last year (AA, | may declare triple damages against} Cuicaco, March 20—Norge deal- | 
Feb. 28, 55) declaring that Col- | Colgate. ;ers are going to have a circus | 
gatu-Palmolive Co. and Stalfort| Carter, which holds 21 patents | selling appliances this summer. 
Co., packer of Mennen products, | on pressurized shaving cream, has| The Norge division of Borg- | 
had infringed upon patent claims licensed several manufacturers to) Warner Corp. has disclosed that | 
of Carter Products Inc., maker of! sell this product. | oarents who buy a Norge home 
appliance, for as little as $25 
®@ |down, will be given a circus tent 
* | and four sideshows. 
*| The waterproof 
*| comes complete with five wooden 
*®!/poles, four guy ropes and five 
® | multi-colored tent flags, and is, 
®/says Norge, easily assembled. The 
®@| sideshows, each of which is 4 
@\high and 2%’ wide, include a 
@/dart game, bowl-a-ball, pitch-a- 
. 
. 
7 
* 
* 
+ 
e 
es 
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$300.000. 


Super Market Operators spend more than $500,000 
to attend the S.M.I. Annual Convention. 

Only SUPER MARKET MERCHANDISING carries 
the complete full text of this Convention as a service 
to the men in the industry who make the BIG DE- 
CISIONS about buying, selling, and merchandising. 
Such service has made the MAY issue of SUPER 
MARKET MERCHANDISING the big issue for op- 
erators and advertisers alike. 

67 West 44th Street, New York 36 * MUrray Hill 2-2180 

@eeeeeeaee eee eee eeeee eee eee eeeee eee 


plastic tent 


marble and a_  guess-the-beans 
puzzle. A circus phonograph rec- 
ord also comes with the package. 

“The idea of a circus appeals to 
all ages,” said R. C. Connell, 
Norge vp of sales. “The circus 
will provide days of creative ac- 
tivity for the youngsters, and it 
will keep them healthy and happy 


NORGE circuS—R. C. Connell, vp of sales of Norge division, Borg- 

Warner Corp., plays ringmaster in the first act of the 1956 Norge 

circus. The company will give away a toy circus tent and four side- 
shows this summer to persons who buy Norge appliances. 


outdoors all summer long.” | Autoyre Elects Ragir 
Norge will back the promotion M. J. Ragir, formerly vp in 
with trade and local advertising.| charge of sales, has been elected 
Mr. Connell said the circus pro-| president of Autoyre Co., Oakville, 
motion is expected to surpass last|Conn., manufacturer of bathroom 
year’s Davy Crockett tent promo- | and closet fixtures, a subsidiary of 
tion, in the course of which Norge | Ekco Products Co. Mr. Ragir, who 
gave away 50,000 tents. | joined Ekco Products in 1947, 
The supplier is Fred S. McCar-'took over the sales post at Au- 
thy & Co., New York. Retail value | toyre in January, 1955. He suc- 
of the unit is $42.95. | ceeds Stuart J. Loveridge, who 
| romaine with the company as a 


Motorola Appoints Jones | consultant. 


Harold A. Jones, formerly ex- 
Two Join ‘House Beautiful’ 


ecutive assistant to national sales 
manager Eugene S. Goebel, has Richard A. Hoefer and Walter A. 


been named national sales man-/| Peterson Jr., both formerly with 
ager, communications and elec- | Bride-to-Be, recently purchased 
tronics division, Motorola, Chica- | by Brides House Inc. (AA, Feb. 6), 
go. Mr. Goebel was recently | have joined the New York sales 
named a vp. | staff of House Beautiful. 


SEATTLE 
AND TACOMA 
) ARE SEPARATE, 
DISTINCT 
= MARKETS 
| ...and Must be 
> Merchandised 
as Such” 


... says Mr. Peterson | 


Hai Florian is Associate Art Director at 
Anderson & Cairns—the “Veep”, so to 
speak, of the agency’s strong 10-man Art 


Milton N. Peterson, Seattle branch manager 
LIBBY, McNEILL & LIBBY 


“Our company has recently en- 
larged its advertising schedules in 
the Tacoma News Tribune because 
of the growing importance of the 
Tacoma market. Tacoma retail 
grocers are very cooperative in 
featuring Libby products in their 


own ads, so we back up their efforts 
with newspaper schedules of our 
own. These same retailers tell us 
that advertising in Seattle news- 
papers does not influence buying in 
Tacoma, so to sell the entire Puget 
Sound area, we must advertise in 
the Tacoma News Tribune.” 


Department. He’s one of the most original 
and imaginative men in advertising today, 
and one of the handful of layout men who 
can write a headline, too. Hal’s soaring 
flights of fancy are stabilized by the 
twin gyroscopes of careful craftsmanship 
and feet-on-the-ground judgment. He in- 
vented “The Man from Katzenbach & 


Warren”, America’s star wallpaper sales- 


man, and his layouts for Union Carbide’s 
Dynel, The United-Carr Fastener Co., 
and The Cranston Print Works Co. are 
classics of their kind. If ideas and imagi- 
nation are what your products need—and 
whose doesn’t?—pick up the phone and 
dial Hal Florian at Anderson & Cairns. 
The number is Murray Hill 8-5800. 


63.5% 


of Washington State's 
GENERAL 
MERCHANDISE 
SALES 


in these two 
important markets 


The Tacoma News Tribune 
is represented nationally by 
SAWYER, FERGUSON, 
WALKER COMPANY 


ANDERSON & CAIRNS, INC. 
ADVERTISING 


130 East 59th Street + New York 22, N.Y. 


, 


.. WN 
3 
Gl ipes,, | |" ey r 


Tu 


ae en = ess ™ g' ie }: 
pes ny Be aR. “Gah yore ook agent 7% : : , Sst : : ; , . a pw ee aes » 
ty abe tes oe ) 1 ; 
ee r 
Tee —— 
' eT “d 
a 
} Se 60 Advertising Age, March 26, 1956 
BS eee 
ws” 
i aed ra. 
EPP sic me ’ “\ \ \ eet, ) <a ee (Spee eee | ae 
Tan 7 A \\ | ae oS ee 
i EN ean A\\ \ Babe cht ee oo a yo 2) \\ ie a 
Lees A\\ \ ee pee ee a ee 2 
bE ae & ANNY \\ \ ~ i a 23 eset. tage i 
any ee é \ Ree eee OE 
e ne lf \\ Nw- : fee a, LP em « ; 
| ered © \ pee 
‘bg ob ity fos \\ N\ . : . 
Me OO ANA e _ 
Hes oa V\\\\ VAS = : 
Wiens Sioa Tos = Se ° . 5 jae 4 aad 
aed Fs : ix 
| eee ra wh oh ; r 
Ths. Se Tr. : . - % Bi 
aes gS Mn eh 3 
ft ee 3 r . a 7 f 4 : 
aoe ‘ny * A ¢ ,; = a . | . & 
Re ok nh Rs tame i . 
eee " oy . 7 ; | . 5 ar ou 
I cece & : F SW y pte | f 
e They i al % he : Z q { " € 7 : 
eh mm ) hd - ee 
er” .. te | oe er MOR! 
Bees (odd 4. ae FREE ras WPS Pat 
te r Ce es t vad at ce. 
ae 4 pe he le 8 So t , . oe b Fi 7 
st he 4 See ee al at at ao 3 ae <7 . we 
emcees r ee are ft wr 4 baat ‘ _— 
es be Oe Q ot ~~ Ba- ee _ s 
Lae ae aes, se we te pet — eae 
rey: Oy, | ate : ; . . - Lae 
bee ‘a ae hes. - <a e  l 
| Re earte™ 7 . eee a ee ona : ee ae 
i: Tae * 
Sera inet t, 
ee 
| a a * 
. ey coh hd 
4s ee 
oe ; 
ee aa? wi 
nam, 
| we ah 
retiatiiast 5 
Pema 
eae —I 
| ety | 
aciee ok? 
Js ie 
Loe ee aa 
got I OS eS en ee 
Sey: ag a 
Bee: a er aes | ; ae 
Sage ed 43 ; egies 
ea 6. reat t d nk! 
nC te eae C, & ch —— “ ak 
Pr tae - 5 wt 
ere Bae “3 
ft il . | 
bos fa 3 : / 
293 ae ee : ss 
Be ee hayes, ae | sae S000 i 5 - — e 
Sen ' as 4 : =e | 6WN 
Mae ey i. ; ae 
ee fk x | " | f: 
Bat. i.” H y “ : : 
eae" be = = ; if 
epee De a : 
yey >" 
Pees : ; a 
per aes 5: ‘ < 1 a 
Ps, oe Skt oy y - ae a 
a a Hs { 2) %) * “ 
eee 7 ’ ; ; : <2 
: poy, See & ‘es +. + pe! | 
ere a ie. 2 vy Ate ee } > o es 
Paty *. 15 ee , se ¢ ta | ; : 
Hin Sad aD gene 8 bt : ’ < 
etn Cane Tl es ; ne a : a 
Sie Bee. Ny weg ema a vote © - 
a ae af he ae 8 . 1% = eee AN 
tee ot PR ee abs 9 on a . “ae e ’ 
ey RTE We Retin. Wako —® as 
se Tie FS 4 3 fe is A hs. tee, fe) . 
Ou tees “hb; . te. * a. , Soames - a a 
ar tyihd Ea, Nae. cere Rewer . i Vt #? | —_———$———$— 
A: 8 Rae eee se ee i Na. Ce o a | 
ie il 3 ‘vee ¢ be et ee age” Be es ia fr, 
em ee Gm ok ee | 
Tid fhe eee ies eS eee a ae ote om | . . 
B Seee © Dey ea Ee ee te We a> ee ae : | 
oe aa bite ak Be ely St iy ‘Se, : “e: | 
ma, Me aie eke Set a ee o. o . 
Nas Shee, ay of re | Betyg: i Ba ee: ae ; | 
Fah set SRS A PG gw rete gasp as tie eee <a | 
ea ie. BARLEY ae SP 
Paton Ne ae ee AB pare a aie  G a 
dries Ris <a tare ae st ED : ae 
a et er ‘Cat awdes “<i 
Brest ad Pe i oe Pts be 
eet aw ga >, ae ne tae,” 3 | 
et ee, * igh oe et ee i 
Be ' pO iat = beat 2 os , aes: €. 
pe fe ¥ fi a Cee a aa a Me 
5 PEs BS NB ae oh Pre nes ‘ 
aa ee a gid a ve oe ta q a " * 
5 “<tyi-5 a Vicks one + tes y — oe 
Oba - a Lees s “os RM pe Pe | PS A Oe ee Ce a ee Se a a ee 
a oe { ke Cea 3 alli niga se : 
i ae ye‘ iti Ae eee: a 
; ued < Leryn Mae Za y” a il kre Oe Taha + ae 
nb aM ey, Ir bet & -: re a 
ak.  _sraes ae ae 
ey ps a .-. | 
abe te — /;.eoe F = | 
oe poe 7 4 & 
jut or owe t meee _ - ¥ . _ 
Ast meen 
bbe: — <— = | 
peas, Ge 8. 
le ae 
eee 
(Yao 
i Syd ,. . 
5 ot <i 
aig: 8 ‘ 
Gast b 
ete 
es ok. 
a ee 
: oy ? 
4 ee 
ee 
Mt Dead 
vate 
ocala 
st 
Sia ~* 5 
eg ‘ 
Ce ae 84 ‘. » 
frie a 
orames).. | 
at “ am 
shi 
ey SEATTLE RKET 
Aah ee, * "i | 
area a 3 =). % 
irae , 7 
oh “ ay » 
pat TAC et 
aa = ; ‘ 
‘ee Ses ot 
ar 
le: a 
owt: eases anaetaieitciaibintinbisbutcgin ins tintin 
oe Sak pai | 
Baa pai. w asa er a 
* si aA ae ie y fee 1s Pog ey eee : : org 
a Ore > a ; 
Ce dee ja 5 aes i) canes i nye -f : ag z Aa we oe Tepe. OL rr % re * eet 2 a Pad ah: eas 
ag or ee ee ee! ee er a 
pire 2 5 or x . " ef a: 3 en : e * J Fy , y 
Lae aes AS go ea mia a aa ’ {_ —_— ans 
een Se eR a oe mae > a hae 
heck, Y pas m ob a ‘ 7 as} 
ar at ‘ | 
3 cae : a, p. es ae ~ j ese ; } 
Urn me ny ary erg he, ee ; 
ao: 
kes oe bs 
ae ’ ad ne : : ‘ . - Wes : ee aed . ae, Be, = he Sela “ tanto Pua f= pis fee » aa - 
Te ee EMD 5 WR are Be eile Pe Mee ral j ae: a‘, , Ae rer ee i Sas oer 4 Eo pie. an es, ais Ba = ees - wi ht aa Sere 
pe ong 2 Dees ONT, dle Seem 2 eS) ees, 8 o =. * ebaiulS .2 . ae a Bre Dita to aie eee er ca 


than any other newspaper 


Tell your sales story where it will do 
the most good—in the homes of Greater 
Philadelphia’s multi-billion-dollar 
market. Use the favorite newspaper of 
this market—The Evening* and Sunday 
Bulletin. 


Readers are showing particular interest 
in the lively new format of The Sunday 
Bulletin. Published on new presses, in 
new type, in the world’s most modern 


newspaper plant, The Sunday Bulletin 
is bright, fresh, easy to read. R.O.P. 
editorial and advertising color, too. 


The Bulletin packs selling power 
throughout a market noted for its buy- 
ing power. Philadelphians like The 
Bulletin; they buy it, read it, trust it 
and respond to the advertising in it. 


The Bulletin is Philadelphia. 


*Largest evening newspaper in America 


In Philadelphia nearly everybody 
reads The Bulletin 


Advertising Offices: Philadelphia, 30th and Market Streets 
New York, 342 Madison Ave. * Chicago, 520 N. Michigan Ave. 
er Ferguson Walker Company in Detroit 
los Angeles ¢ San Francisco 
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Maytag Promotes Boyer advertising. James L. Ashcraft, 

James B. Boyer, formerly editor formerly assistant editor of the 
of the Maytag “News” and “Re-/|two publications, has been named 
view,” Maytag Co. field publica- | editor of the Maytag “Merchan- 
tions, has been promoted to a_/ diser,’”’ which is replacing the other 


new position in charge of dealer two in April. 


Whats on Mrs Farmer's 
Mind ?... 


Better Farm 


.» . gives you best farm coverage, 
farm readership, and farm circulation. 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The ninth annual Market Data Section of ADvERTISING AcE will 
appear in the May 7 issue. The idea is to bring together, in one 
place, all possible market data issued by advertising media, trade 
associations and others. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive index 
of all available market data in all fields. 

Last year, 1,500 separate pieces of market data were listed in 
the section, and readers of ApverTISING AGE sent in requests for 
nearly 50,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion in 
this master list. There is no charge for such listings, but the 
material must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1955, 
will be accepted. 

2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and agen- 
cies, preferably without charge. If there is a charge, or other 
conditions are attached to its distribution, this should be clearly 
stated. 

4. It must be received before April 9, 1956. 

Market data material scheduled for publication before Sept. 1, 
1956, will be listed in a “not yet published” tabulation, provided 
that a 50-word description of each such item reaches ADVERTISING 
AcE before April 9. The description must include probable date 
of publication and any conditions attached to distribution. 

Actual copies of all other material to be listed should be 
addressed to the Market Data Editor, Apvertistnc Ace, 200 E. 
Illinois St., Chicago 11, with any necessary explanatory notes. 


No-Cal to Paris & Peart: ‘Two to ‘Reader's Digest 
Kirsch Account Moves John Gibbons, formerly director 

Paris & Peart, New York, has ac-|of advertising and promotion of 
quired two new accounts: Pro-| Brunswick-Balke-C ol lender Co., 
ducers Distributing Agency Inc.,|has joined the Chicago advertising 
New York, and No-Cal Corp., a/department of the U. S. edition of 
subsidiary of Kirsch Beverages|Reader’s Digest. Estelle Sheldon, 
Inc., Brooklyn. No-Cal’s previous previously director of print media 
agency was Grey Advertising of Hicks & Greist, has joined the 
Agency. 

Kirsch Beverages also has moved 
the advertising account of its non- 
|dietetic beverages from Grey to 
|Co-ordinated Advertising Corp., 
|New York. Grey now has none of 
| the Kirsch account. 


Reader’s Digest. 


Hancock Plans ‘56 Drive 


planning regional advertising cam- | 


i 


es 
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paigns for its Quickie Speedway 
automatic mops, Hang-Raks for 
ironing boards and additional new 
products. Radio, tv and newspa- 
pers will be used in at least four 
New England markets; Harrisburg, 
Pa.; San Francisco; Los Angeles 
and some markets in the South. 
Gresh & Kramer Advertising, Phil- 
adelphia, is the agency. 


Harold Stanfield Gets 

| Stopette Line in Canada 

| Harold F. Stanfield Ltd., Mon- 
treal, has been named to handle 
advertising in Canada for the Stop- 
ette line of Jules Montenier Inc. 
|The account was previously with 
Ronalds Advertising Agency, To- 
ronto. 

Ronalds dropped the Stopette 
account to take on Bristol-Myers 
Co. of Canada Ltd., whose head 
offices recently moved from Mon- 
treal to Toronto. 


Miller Joins ‘Electric Light’ 

Edgar H. Miller has joined the 
|staff of Electric Light & Power, 
Chicago, as eastern editor. For- 
merly with the Public Service 
Electric & Gas Co. of New Jersey, 
|Mr. Miller will headquarter in 
New York. 


If I were planning 
advertising for the 
_ Albany market, 


[would buy 
_ the paper with the 


research and promotion division in | 
the New York advertising office of | 


the Albany Times-Union 
Albany 
Hancock Corp., Philadelphia, is| 


largest circulation . . . 


New York 


Pe A 


FAST, constant pick-ups throughout 
the day af all major typographers. 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 


for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 


PsA 


SERVICE 
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To sell more where more is sold 


ooeif’s FIRST 3 FIRST! 


Here’s plenty ha room to range 
ae we | ; 


a © i ee 


, = are not many customers on the lone prairie, however, the great 
mass family purchasing power of First 3 Markets means more families 
with more money to spend. In the 3 compact city and suburban markets 
of New York, Chicago and Philadelphia, 55% of all consumer units earn 
$4,000 or more per year—34% greater than the average for the remainder 
of the U. S. This super-abundance of buying power provides the basis for 
the average 3-market family to spend 5% more for Drugs, 31% more for 
Food, 33% more for Furniture, Furnishings and Appliances and 103% 
more for Apparel than the average family in the rest of the nation. 


The group with the Sunday Punch 


MARKETS GROUP 


Rotogravure * Colorgravure 


Here's concentrated Buying Power 
4. | Dv,’ 


In these concentrated, most profitable sales areas, the family coverage 
of General Magazines, Syndicated Sunday Supplements, Radio and TV 
thins out. In the top markets of New York, Chicago and Philadelphia 
there is no substitute for FIRST 3 MARKETS’ solid 62% COVERAGE 
of all families. 


To make your advertising sell more where more is sold...it’s 
FIRST 3 FIRST. 


Circulation in excess of 6 Million. 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 
Philadelphia Sunday Inquirer “Today” Magazine 


New York York 17,N. Y. News Building, 220 East 42nd Street, VAnderbilt 6-4894 * Chicago i1, IU., Tribune Tower, SUperior 7-0043 
San Franc Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 * Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-8557 
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... WHO REMINDS 
THEM 10 


wv } SHOPPING LIST Z » 
ai .. Date 
a “—~ MEATS © HIS GROCERY . 
< ¥ tw fe fer a 
; ay te r 


13,714 women in an Advertest survey“ 
told us... 


On the day they go to supermarkets: Before 
entering the store, for every 18 shoppers 
who read magazines, every 55 who watched 
television, every 81 who read newspapers... 
100 shoppers heard radio. 


DAIRY OFLICATESSEN : tejiu 


sould Cama 
hide'y WL dav 
Levtiaw sr 


CLEANING ¢ GLP AHING 


In time spent with all four media on the 


shopping day: Before entering the store, for 
every 5 minutes spent with magazines, 
every 32 minutes with television, every 16 
minutes with newspapers...shoppers spent 
one hour and 10 minutes with radio. 


During the hour before they shop: For every 
7 shoppers who read magazines, every 50 
who watched television, every 21 who read 
newspapers...100 heard radio. 


Day. Time. Hour. Radio is their favorite 
pre-shopping companion. Now...where do 
they listen most? 


In the 10 biggest markets, the most popular 
daytime radio programs’ are network 
programs (71 out of 100). And of these 71 
shows, 68 are on the CBS Radio Network! 


CBS Radio. 


*A 1955 survey in supermarkets in 4 metropolitan areas covered by all media. 
tPulse, Nov-Dec 1955. 10 cities with largest number of metropolitan area familics, 
Sales Management, 1955. 


THE CBS RADIO NETWORK 


Who reminds them to remember? Radio does. 
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Advertising Age, March 26, 1956 


Advertising Pages and Linage in National Magazines 


—————-—— Pages 


Feb. Feb. 
1956 1955 


Weeklies, Bi-Weeklies, Semi-Monthlies 


Feb. 
1956 


107,436 


dan.-Feb. 
1955 


233,324 


167,717 | 


13,563 
14,721 
313,733 
56,490 
37,120 
33,025 
188,548 
5,735 


174,854 


1,154,316 


9.881 


Capper’s Weekly ........ 16.1 16.1 
Christian Advocate ...... 22.3 26.1 
ED 6 Geudedwnscees 64.7 70.6 
SD 4666s cngnecéentens 64.9 63.6 
an” ehanwcaveteontecd 34.3 30.3 
St “aude dhacdatdtencs 319.7 315.5 
SEE. od 0d eean oadwie dee 120.3 107.7 
_ a eres 333.0 289.2 
UE.» dv cedecadinses 236.8 193.2 
Presbyterian Life ....... 14.3 15.9 
The Reporter .......... 18.5 23.8 
Saturday Evening Post .. 241.5 244.9 
Saturday Review ...... 75.2 60.2 
tSporting News ....... 21.9 18.9 
Sports Illustrated ...... 66.4 44.3 
TD oseecnecdcnes cad 256.5 215.5 
a eT ee 23.8 11.2 
U. S. News & World 
NE vitencens's gary 255.8 223.4 
Total Group ...... . 2,186.0 1,970.4 X 
tFive issues in February 1956; four issues in February 1955. 
Women’s 
Better Living ........ 20.8 29.6 
§Bride’s Magazine ..... a — 
Everywoman’s .......... 32.8 41.5 
Family Circle ......... 55.7 72.1 
Good Housekeeping .... 107.3 111.3 
Ladies’ Home Journal |... 95.8 84.8 
McCall’s Magazine ...... 73.2 73.2 
tParents’ Magazine .... 55.9 50.2 
SNEED nous tdveccaped 92.6 85.7 
Western Family: 
Southwest Edition .... 25.7 27.8 
Mountain Edition .. 21.5 26.8 
No. Calif. Edition ... 24.6 27.6 
Northwest Edition ... 25.5 28.1 
2 arr 55.1 67.9 
Woman's Home Companion 50.7 57.9 
The Workbasket ........ 50.4 35.6 
Tota! Group ......... 716.0 737.6 


§Published in January, April, July and October. ae 


page). 2 Not included in totals. 


i -C _ 


1956; two issues in February 1955. 
for January-February issue. 2Not included in totals. 


General 
American Artist ........ 31.6 24.0 
American Forests ...... 20.4 13.1 
American Legion ........ 21.0 18.0 
American Magazine ...... 27.7 31.8 
BED enichaedvoveseues 19.9 18.4 
BEE a cundiadvdeen oe 36.0 26.2 
Christian Werald ...... 38.7 39.5 
SEE. weweccnscceet 10.8 8.7 
aaa ares 25.0 23.0 
Cosmopolitan ........... 18.2 18.6 
Eagle Magazine ......... 10.1 12.7 
SE Gudwdgere saceses 55.2 54.5 
Elks Magazine ......... 15.1 41 
BED -b cenewdccccege< 64.4 36.4 
MOD potdasdesscesewe 16.0 10.4 
a rere 20.5 23.5 
Fortmight 2... 6.66 cc eue 21.2 26.9 
QHD. cccccccccccess 21.5 27.9 
Grade Teacher ... 39.4 33.3 
ZtHarper’s Magazine .... 3.9 18.2 
rrr 68.8 53.0 
Improvement Era ....... 24.5 27.1 
PE conc vcodeves: 33.9 38.3 
Motor Boating .......... 104.9 93.0 
National Geographic .... 43.0 43.5 
ee Rr or 19.5 17.4 
*gtReaders’ Digest ...... 25.0 a 
ET ala aa ikveeds vvcccen 9.8 99 
Redbook Magazine ...... 29.1 22.6 
SEED agenedceccsoasé 10.6 36.0 
DT Abbe bdaediacss 64 nad 11.5 12.1 
Town & Country ........ 53.8 63.0 
Town Journal .. 38.2 36.5 
EE: wen ca Wadwhe ovener 18.9 20.0 
PRI ccc sccccescces 85.3 86.3 
Total Group ........ 1,064.5 1,019.7 


‘Larger page size (628 lines) in February 1955. “One issue in February 
ing advertising in April 1955. ‘Published bi-monthly; figures shown are 


ny 


Home 
American Home ........ 70.0 55.0 
Better Homes & Gardens . 113.2 11L6 
Flower Grower .......... 55.7 63.0 
House Beautiful ........ 99.2 85.9 
House & Garden ........ 57.3 47.1 
Household .... 0.0.56 065 43.6 46.4 
0 60.3 45.0 
Sunset Magazine ........ 121.7 103.4 

Total Group ......... 621.0 557.4 
Fashion 
SEEN | paces bevesseseds 96.4 85.4 
EE dcececocvvesve 110.8 76.6 
Harper's Bazaar ........ 101.4 90.4 
Mademoiselle .......... 125.0 129.3 
CS ee ree 194.1 171.7 

Total Group ......... 627.7 553.4 
Movie-Romance-Radio 
Dell Modern Group: 

Modern Romances .... 33.0 29.0 

Modern Screen ........ 24.6 24.7 

Screen Stories ........ 23.8 21.7 
Fawcett Women's Group: 

Motion Picture & TV 

Magazine .......... 20.1 18.2 

True Confessions ...... 26.8 28.1 
Niliman Women’s Group .. 211 18.0 
Hiliman Romance Group .. 41 5.1 
Ideal Women’s Group: 

Intimate Romances .... 26.8 23.1 

SP AID capetsocces 26.5 22.5 

Movie Stars Parade .... 26.5 22.3 

Personal Romances .... 8 23.3 


. 373,931 
linage carried in special 


53,625 
122,657 


REBK aSEs 
err uU soo 


ee ee 


329,224 


1,980,515 


~ 720,870 


"Started accept- — 


175,139 


484,526 


17,247 | 
16,962 | 


14,758 


12,345 
17,010 
13,075 

2,680 


15,180 | 


15,949 


15,879 


15,022 


February and Year-to-Date Figures for U. S., Canadian and Foreign 
Publications Reporting to AA 


——-— Lins —— 


Jan.-Feb. 
1956 


31.2 


————_—— Lins —— 


— ——— 
Feb. Feb. dan.-Feb. Jan.-Feb. 
1956 1955 1956 1955 
9,753 7,744 13,377 12,108 
4,952 4,952 — 
10,081 10,081 


10,537 10,078 14,230 13,771 
10,955 11,147 14,738 14,999 


16,424 15,500 24,505 24,209 
12,885 12,492 17,465 17,992 
14,241 13,882 19,083 19,635 
14,135 13,582 18,956 19,352 
13,788 13,767 18,663 19,473 
24,781 22,934 37,132 35,109 


Feb Feb 
1956 1955 
TV Star Parade ...... 22.7 18.1 
Secrets Romance Group: 
2tDaring Romances ... 11.5 — 
2 tConfidential Confessions 23.5 oe 
Revealing Romances ... 24.6 23.5 
SS eee 25.5 26.0 
| 2e§Silver Sereen ........ 10.5 a 
True Story Women’s Group: 
Photoplay ........... 38.3 36.1 
TV-Radio Mirror ...... 30.0 29.1 
True Experience ...... 33.2 32.4 
True Love Stories ..... 33.0 31.7 
True Romance ........ 32.1 32.1 
ee 57.8 53.5 
We TD cdc ccvcn 557.3 518.5 


tJanuary-February issues combined. {February-March issues combined. 


combined; not published in February 1955. 


239,240 222,400 336,388 + 332,755 
ZNot included in totals. §February-March issue 


NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carried by the 
group as a whole PLUS additional advertising carried by each individual publication. 


Magazine Linage Trend 


Figures in Thousands 


WEEKLIES 
1956 


FEB./ 1154 


JAN.| 944 


1955 


FASHION 
1956 


12,818 9,386 21,694 18,074 
34,552 25,902 44,885 34,729 
1,885 791 2,439 1,197 
22,330 15,412 31,795 22,534 
6,038 4,230 10,170 8,457 


Business 
EY hee cetisick whe 71.2 66.7 164.6 
Business Week ....... , 422.1 426.9 809.3 
Dun’s Review & Modern 
RS 69.8 71.9 123.6 
tFinancial World ....... 52.8 35.1 119.0 
eae 48.9 45.0 132.6 
a ee 174.0 133.0 298.3 
Nation’s Business ....... 48.2 38.9 80.0 
Total Group ......... 887.0 817.5 1,727.4 
tFive issues in February 1956; four issues in February 1955. 
Youth 
ee GN se cnwecndss 29.9 219 50.6 
re esd i ckhewess 50.8 38.1 66.0 
EE GR coseacescnnce 44 18 5.7 
Scholastic Magazines .... 53.2 36.7 75.7 
Scholastic Roto ......... 69 48 11.6 
Total Group ......... 145.2 103.3 209.6 
Outdoor & Sports 
American Rifleman ...... 52.9 59.3 103.0 
Field & Stream ......... 57.4 57.3 98.0 
Fur-Fish-Game ......... 218 21.6 38.4 
CNT EEE <xccctansns 77.2 75.4 119.8 
Sports Afield .......... 51.4 50.3 89.4 
tSportsman’s News....... 10.6 3.0 14.4 
Total Group .......... 271.3 266.9 463.0 
tlarger page size (680 lines) in February 1955. 
Mechanics & Science 
Mechanix Illustrated .... 84.1 72.7 152.5 
Popular Mechanics ....... 151.2 158.2 293.6 
Popular Science ........ 158.8 149.7 288.3 
#tScience & Mechanics .. 117.5 1113 117.5 
Total Group ........ 394.1 380.6 734.4 


tPublished bi-monthly; figures shown are for January-February issue. SNot included in totals. 


Detective & Fiction 


6,533 8,975 10,782 14,422 
1,415 1,903 3,477 4,149 


521 7,948 10,878 14259 8=8=©6 18 571 


353,167 316,892 $44 292 578,861 


Dell Men's Group ....... 15.2 20.9 25.1 
Thrilling Fiction Group .. 6.3 8.5 15.5 
Total Group ......... 21.5 29.4 40.6 
Newspaper Sections (I) 
(Nationally distributed with Sunday newspapers) 
American Weekly ....... 53.1 48.9 109.5 
Family Weekly ......... 28.4 20.4 53.7 
CD. cactsteoceecues 68.3 48.6 128.1 
This Week Magazine ..... 79.9 70.0 146.7 

Total Group ......... 229.7 187.9 438.0 

Newspaper Sections (II) 

(All other newspaper sections and comics) 

First 3 Markets Group ... 42.7 45.3 83.5 

New York Mirror Magazine 29.5 35.8 68.1 

New York Times Magazine 312.5 265.8 536.3 

Puck—The Comic Weekly 11.7 91 26.7 
Total Group ......... 396.4 356.0 714.6 

| Comics Magazines 

tAmerican Comics Group: 

(Total 2 Units) ...... 7.0 &.0 7.0 
#tArchie Comic Group .. 48 6.8 48 
#tHarvey Comics Group . 9.5 98 9.5 

| National Comics Group: 

(Total 2 Units) ...... 13.2 9.0 22.6 

BE EE accsescece 7.1 4.5 118 

gg eae 6.1 45 10.8 


2,646 3,024 2,646 3,024 
1,796 2,552 1,796 2,552 
3,591 3,717 3,591 3,717 
4,974 3,402 8,564 9,450 
2,676 1,701 4,471 4,725 
2,298 1,701 4,093 4,725 
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+ = eee jan.-Feb.  Jan.-Feb. Feb. Jan.-Feb. Jan.-Feb. 
: oe = po 1956 1955 a 1955 1956 || |_| 1955 | 
oy Bes 

eee a = 3 | 
ae 

e feat 31.9 16,088 16,068 33,947 31,818 115 — 
ape 46.1 9,247 10,800 17,197 19,066 a 
Soe 114.6 43,962 47,993 71,967 77,939 33.2 32.1 | 
The i 137.1 27,834 27,357 54,749 58,889 34.3 35.0 
at, 55.0 34,268 30,285 68,510 55.027 10.5 — — 00 —— 

yo 561.7 217,416 214,536 390,646 381,952 
ee 172.1 81,784 73,209 131,546 116,994 57.1 56.4 : 
to Fag $43.8 142.861 124,088 250.036 40.7 41.9 

Sy Se 399.3 99,474 81,158 185,234 44.5 45.8 

eh 8 eee 32.2 6,011 6.694 11,346 44.2 45.2 

Fees 35.1 7,782 9,982 16,350 43.5 45.4 

Poteeec ss 4613 164.220 166,564 299,101 86.6 81.9 

ne gh 134.5 31,604 25,284 64,719 73.7 758 i ~] 

vo ee 34.2 23,796 20,543 40.582 EE EE EEE ee 
“ee 77.0 28,490 19,014 44,575 ee 

ia hy 448.9 107,715 90,512 = 211,139 

ete: ss 3082083 Bas ee 86 
ithe oer 

Se cer ee a ee | ES 

ay ee 3,732.6 MEE (1.059.961 2.093.435 | 

IS : ro — 

et: | centatae | 
3 Peer: 1956 ; 
Bey yy 46.7 8,923 12,704 14,207 20,033 PF PO? sa FEB 
ginbnt:': 162.0 —_ SS ——__ 105,672 102,384 - i 
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ae a 141.1 65,127 57.634 101.801 95,912 wr 
ext toss 7 oes “ps1 a van | | CLO rr -- CMe 8 | 
vite, eg 74.5 24,021 21,597 35,565 32,026 
eae) = 154.8 63,001 58,257 110,858 105,263 

{uit fea . " ' 
ae 45.2 11048 11927 18126 19,366 WOMEN'S BUSINESS | HOME 
ae 42.8 9,225 11,524 16,379 18,393 1956 1956 1 ) 
eae 44.0 10,564 11,843 17,495 18,869 [329 | 

ae a 45.7 10.940 12,096 18,522 19.645 FEB.| 374 FEB. Fes.| 329 rep; 346 | 

ey: 106.0 23,656 29,122 36.098 45.495 

‘sae 87.0 3966 53205 sass | | SAN 331__| wan[4i2 | 9 | Jan[i90] 4AN.[190 ] 
oe ee 71.9 6.984 16,810 14,104 1985 1955 a 
ee | Saeco —70nsss 1908 | 
EN donnie Sout Sees seer | | Fo CEA ae 202 29) By 305 

a pon “wy 
Be eS; 

hee | ) 
ae 62.7 44.7 13,287 10,072 26,352 18,746 136.3 46,682 43,756 107,939 89,399 
= ae 32.9 26.3 8.568 5,712 13,818 11,242 825.2 177,299 179,290 339,915 346,563 
prem 34.0 33.1 8,819 7,562 14,265 13,892 

Te) ae 42.1 50.9 11,650 13,354 17,704 21,353 127.1 42,966 44,271 76,092 78,236 

| ast ' 31.1 30.2 8,533 7,884 13,342 12,925 | 91.2 22,185 14,755 49,970 38,300 
ae 62.4 48.5 15,126 11,022 26,197 20,386 120.9 20,517 18,891 55,670 50,739 

Pee 85.3 72.6 16,588 16,952 36.558 31,164 220.3 109,968 84,056 188,494 139,198 : 
ee: ate 148 14.7 4,540 3,678 6,197 6,190 69.4 20,668 16,700 34,291 29,772 

pretest 42.0 39.0 4,550 4,186 7.610 7,066 [504 aOR ~SLTIS ~SS237l ~TIE2F 

ven eo 35.0 33.5 7,814 7,969 14,998 14,369 — ee — P 

aoe 17.7 20.6 4,235 5,319 7,424 8,624 
nl ee 106.7 103.5 37,504 37,037 72,515 70,362 

swaths 29.2 28.2 6.474 6,028 12,525 12,082 

= dh 135.2 91.3 43.644 24,711 91,734 62,043 42.2 

See 33.7 22.1 6.720 6,534 14,133 13,854 51.1 

ges 35.5 36.8 14,092 16,201 24,438 25,356 28 

aia 49.2 48.4 8.890 11,291 20,650 20,307 53.7 

~ e 37.7 42.9 9,234 11,964 16,185 18,406 9.6 

Reape. 53.3 46.9 17,375 14,687 23,518 20,679 ~ 159.4 77,623 55,721 110,983 84,991 

ella i 65.4 42.8 16,323 7,658 27,468 17,978 

eRe 1329 1116 46,731 36,094 90,335 75,953 

as a 41.6 48.4 10,291 11,384 17,474 20,322 

boat 49.8 57.5 23,207 19,327 34,103 32,455 | 110.5 22,715 25,458 44,184 47,388 
Sean 369.9 329.0 61,704 54,680 217,549 193,424 97.6 24,638 24,575 42,032 41,884 
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baie 49.4 46.8 8,368 7,447 21,176 20,078 114.1 33,128 32,335 51,379 48,937 
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Look, the exciting story of people, is fascinated by the many things that 

people want. Take the wonderful world of menswear. Real cool hats, continental 
styling, the resurgence of the double-breasted suit—there’s always 

something new. And LOOK, issue after issue, captures this ever-changing 

fashion story with enough warmth and vitality to make a new idea a national want. 
Look—a creative force in menswear marketing — gained more menswear ad pages 


and revenue 1955 vs. 1954 than any other major magazine. 
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Quality Comic Group: 
(Total 2 Units) 


tPublished bi-monthly: Rend Gam wt tr teuny-Piieie ie, GOA included in totals. 


Canadian National Weekend Newspapers (Rotogravure Linage) 
: 95. 


La Patrie 
La Presse 


Canadian Home Journal .. 
Canadian Homes & Gardens 


SESENSK RASRRE 
veuvouso WUunaanw 


57,183 
51,045 
51,817 
69,991 


11.1 
107.2 
139.0 


?Twe issues in February 1956; four issues in February 1955. 


Foreign 
Life International : 
English Edition 


Tokyo Edition 
Popular Mechanics: 


Advertising Age, March 26, 1956 


—— Lines — 


Mecanica Popular (Spanish) 25.7 


Jan.-Feb. 
1955 


Feb. Jan.-Feb. 


41,160 


“T4sS ~~ 44579 


Business Paper Success Story... 


Holophane Ads Tell of Improvements 


in Lighting Streets, 


New York, March 21—lIllumi- 
nating ads for its line of prismatic | 
glass lenses, reflectors and refrac- | 
tors have, over the years omen) 
1937, helped Holophane Co. to en- 
lighten industrial users as to new 
developments in the field and to 
increase the sale of its products. 

Established at Newark, O., in 


FREE OFFER 


if you're @ roted concern, and response to your 
latest mail-soles effort was not as |, send 
me complete mailing for new kind of enalysis 
based on human reflexes. This FREE analysis may 
save you meny dollars on your next moll-soles 
letter er advertivement. 


NO COST — NO OBLIGATION 
Just tear evt this offer. Hand te your . 
Teli her te send sample molling tedey. This € 
ot aE eS eee 
free enalysis NOW! 


JAQUES, Mail-Sales Specialist 
Tell Pine Farm, Wrentham, Mess. 


Public Places 


1898, Holophane has advertised 
applications of its products as 
these have been developed. It 
has reached prospective buyers— 
schools, municipalities, institution- 


jal architects and builders and 
others—through business publica-| » 


the most advanced 
achievement in 
fifty-seven years 

of lighting research ... 
the incomparable 


PARADOME’ 


tions. The list of these has grown) 7s 


as the company’s line has diversi-| © 


fied. 

Charles Franck, president and 
chairman of the board, has been 
active with the company for more 
than 40 years. Gunther Lanson is 
advertising manager, and the 
company’s account has been han- 
dled since 1937 by William G. 
Seidenbaum & Co., New York. 

The history of the company is 
briefly indicated by a recent state- 
ment of a Holophane official, 
which runs in part as follows: 


s “Since the turn of the century, 
Fa wl has pioneered in light- 
ing progress. From the time when 
it began the first manufacture of 
prismatic glass globes and reflec- 
tors, its engineers have made prac- 
tical application of the laws of 
reflection and refraction in the 


lh oe ee 


mm HOLOPHANE 


LONG & SHORT—This Holophane ad 

shows two installations featuring 

its Paradome illumination. Bernard 

B. Schnitzer Inc., New York, is 
the agency. 


~ 
ee eee 


design of efficient lighting equip- 
ment. 

“Holophane units are specifically 
engineered for every modern light- 
ing purpose in the commercial, in- 
stitutional and industrial fields. 
The business is based on the pris- 
matic control of light through re- 
flection and refraction. 

“By 1910, Holophane prismatic 


lighting products had achieved 
such wide recognition that lamp 
|manufacturers found it desirable 
|to feature the name Holophane on 
their lamp cartons. From 1925 to 
1929, under the leadership of Mr. 
Franck, the organization made epic 
strides. It developed many new 
products for better lighting in a} 
wide range of applications— 
| Schools, hospitals, public buildings, 
streets and highways, churches, 
aviation, retail stores, factories. 

“During this period, the initial 
large-scale In-Bilt lighting project 
| was installed in the studios of Ra- 
dio City. It featured the Holo- 
| phane Controlens, the use of which 
has since been expanded to every 
kind of illumination. This lighting 
system was so successful it was 
quickly adopted by NBC, Colum- 
bia and other broadcasting stu- 
dios.” 


® The description of the compa- 
ny’s development continued with 
an account of its work during 
World War II: 


“Throughout World War II, Hol- 
ophane engineers worked with the 
U. S. government to set up lighting 
systems in war production plants, 
airfields and hangars. They also 
produced special lenses for signal- 
ing equipment used by the mili- 
tary forces, as well as specific 
| equipment for the first atom-bomb 
‘plants. 

“With the advent of the fluores- 
cent lamp, Holophane created new 
types of equipment that are rec- 
ommended as among the best pro- 
duced. Today, the company is 
keeping abreast of technological 
progress with many new develop- 
ments. Among these are: New 
industrial low-ceiling equipment 
using mercury-vapor lamps; new 
office lighting systems for acousti- 
cal ceilings; new units for modern 
low-ceiling classrooms; new re- 
fractors for highways and through- 
ways.” 

It can readily be seen that for 
such a long-range development— 
involving an appeal to so many 
specialized markets—the advertis- 


BERNARD P. 
Negotiator 


PURCHASES — SALES — MERGERS 
APPRAISALS — FINANCING — COUNSEL 
CONSUMER & BUSINESS PUBLICATIONS 


147 West 42nd Street, New York 36, N. Y., LAckawanna 4-1631 


GALLAGHER 


PULSE r 


In the Market Between—No selling campaign 
ts complete without the WBC station WOWO—50,000 watts 


0° 


Real strong in WOWO’s 4,000,000 Market Between! 


In thelatest Pulse, covering 26 of WOWO’s 
82 county area, WOWO has 472 firsts out 
of 472 quarter hours surveyed—proof that 
in homes, factories and on the farms, 
WOWO commands a constant loyal audi- 
ence not covered by any other single 
medium. 

In 109 quarter hours WOWO not only 
held its audience, but gained from one to 
three points over a year ago. That’s 
listener loyalty. 

Radio listening itself is up in this typical 
midwest area—up from 6 a.m. to 11 p.m. 
Monday thru Friday (actually up 2.6 at 


night—up all thru the week end from 
Saturday noon ’til Sunday night. 

Mind you, WOWO’s area is far bigger 
than the Pulse area surveyed. WOWO 
blankets a region of 4 million people and $6 
billion spendable income. It is the Market 
Between—half again richer than Detroit, 
yet with no city bigger than Fort Wayne. 

Get facts, figures, availabilities. Call 
Tom Longsworth, WOWO Sales Manager, 
Anthony 2136 in Fort Wayne, or Alexander 
W. “Bink”? Dannenbaum, Jr., WBC Na- 
tional Sales Manager, MUrray Hill 7-0808, 
New York. 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


RADIO 
BOSTON—WBZ+WBZA 
PITTSBURGH—KOKA 
CLEVELAND—KYW 
FORT WAYNE—WOWO 
PORTLAND—KEX 


TELEVISION 
BOSTON—W8BZ-TV 
PITTSBURGH—KDKA-TV 
CLEVELAND—KYW-TV 
SAN FRANCISCO—KPIX 


KPIX REPRESENTED BY THE KATZ AGENCY. INC 


ALL OTHER WSC STATIONS REPRESENTED BY PETERS, GRIFFIN, WOOOWARD, INC. 
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Advertising Age, March 26, 1956 


for Saler, Better Residential Street Lighting 


Metaphame Relators 
= 
. Coty MOKOPHAME RIFEALIORS wih mtvomod 
PRIMATIC Desig en offes aft tress oberg 
; 
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Saar Seana se HOLOPHANE 


PRISMATIC REFRACTORS—This Holo- 

phane Co. ad invites municipal 

builders to compare the actual 

lighting delivered at the street, us- 

ing its equipment, with the light 
level in daylight. 


ing had to be good. 

The big problem all along, as 
Mr. Seidenbaum told AA, has been 
to develop the interest of archi- 
tects, engineers, central-station 
personnel and other executives, so 
that they would specify Holophane 
products when submitting plans 
for new construction or relighting. 
The job, therefore, has been to 
stress the advantages of using pris- 
matic control of lighting. 


= “The Holophane Co. is an engi- 
neering organization,” said the 
agency executive. “People inter- 
ested in better lighting can consult 
the company’s engineers either at 
New York headquarters or in the 
field. 

“The emphasis in the advertis- 
ing has been consistently on better 
illumination. The company has al- 
ways had to fight the natural ten- 
dency, especially during periods 
of slow business, to buy lower- 
priced equipment. So we have 
steadily presented the view that 
better lighting is a better buy for 
the long pull—especially with fix- 
tures that are more easily main- 
tained and offer low deterioration. 

“The total lighting market is 
very large, and any advertising 
program has to be carefully co- 
ordinated to cover it effectively. 
We like to advertise specific items | 
or groups of items, adapted to spe- 
cific fields, with informative copy | 
on lighting techniques.” 


# An example of Holophane ad- 
vertising in the street-lighting 
field features a St. Paul street 
scene, under a headline, “Holo- 
phane Refractolens on building 
fronts for safer, more effective 
street lighting.” 

The subhead, from an official re- 
port of St. Paul engineers, de- 
clares, “The new lights, providing 
about 10 times more illumination | 
on the street, are far superior to. 
the old lights from the standpoint | 
of glare.” The copy explains the | 
matter in these terms: 


= “When St. Paul authorities ay 
visioned an altogether new method | 
of illuminating streets in the busi- | 
ness section, they called in street- | 
lighting consultants. Result: The 
new Holophane Refractolens set | 
into a General Electric fixture and 
mounted flush to the front facades | 
of buildings for twenty-two mid- 
town blocks. 
“... Outstanding advantages: 
Cheerful white light 10 times 
brighter than before; elimination | 
of obstructive lamp posts and 
brackets; remarkable uniformity of 
light; maximum visibility for both 
motorist and pedestrian; reduction 
of night traffic accidents; stimula- 
tion of retail business... Holo- 
phane street lighting engineers 
will send, without obligation, en- 


gineering data and complete de- 
tails of ‘St. Paul’s Whiteway.’” 


= In another field, the story of “3- 
Dimensional Lighting for Corri- 
dors,” illustrated by attractive pic- 
tures of the units recommended, is 
told in this convincing fashion to 
architects: 

“With the introduction of several 


|new series of units, Holophane has 


brought a new lighting concept to 
a long-neglected, yet highly im- 
portant field—the illumination of 
halls and corridors... Equipped 
with specially-designed prismatic 
Controlens, the new Holophane 
luminaires provide ‘three-dimen- 
sional’ control of light, directing 
it not only to the floor but also to 
the ceiling and the walls. 

“Reflections from these surfaces 
produce perfectly-balanced, glare- 
free illumination, resulting in an 
atmosphere of dignity, safety and 
visual comfort. This is a market 
that can be most advantageously 
developed.” 

In this ad, as usual, the reverse- 
plate company name is carried at 


the lower right-hand corner of the Spark Plug Ad Is Guide jout a boat for summer cruising. 
page. All of the ads are full pages, | for New Boat Owners ‘The copy covers such points as 
and all copy carries this running! Champion Spark Plug Co. is de- | caulking, painting, varnishing and 
message: “For better lighting—be voting a current boating adver-| engine tuneup. The ad will appear 
specific. tisement to advice on how to fit! in national boating publications. 


s Holophane advertising in 1955 
ran in the following business pa- 


pers: Hitch Your Sales to a Pony 
In the architectural and electri- | And Watch Him Pull for You 


cal classifications, Architectural | 

Record, Chicago Electrical News, || paste, duiry preducts candy? Whatever It'is, if it's 

Electrical Construction & Mainten- || fever believe the douright taenetie deawhog power 

am, —— \ are — have, ‘and always ‘wil lead the ‘sales, promotion 
a ou ectrica es oe... parents, ! You'll see here 

Electrical World, Illuminating En- ultimate in store-traffic stimulation. 

gineering, Lighting, New England 

Electrical News, Progressive Arch- 


We Furnish Everything! 
*% dynamic, giant two color posters 
itecture, Qualified Contractor. % window streamers and wire-hangers 
For specific markets, Holophane 
also uses American School & Uni- % bag-stuffers and handbills 
versity, Chain Store Age, Depart-|| * full and half page newspaper mats 


ment Store Economist, Modern|| »& entry blanks for six different types 
Hospital, Nation’s Schools, and of successful contests 
School Executive; and in the 


ready except your own imprinting . . . done by you or Fashion Club. Entire 

el in conjunction with country’s top-notch ci . 
Anda is inexpensive compared to the amount of interest you will create with 
any other prize. e or a thousand available immediately. 


Get the full story today... Fashion Club Shetland Pony Sales Co. 


write or phone 749 Rush St. © Chicago li, Ill, « DEL, 71-7566 


street-lighting field, American 
City (including Municipal Index), 
Civic Administration (Canada), 
Public Safety, Street Engineering, 


and Street Lighting. 


Reflecting the quality of your product 


in the quality of your advertising 


INTERNATIONAL 
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The Polk Market 


delivers people 


Buyer S are people, and people are predictable. What a person does 
today—what he buys today —is rooted deeply in what he did—and bought — in all his 


yesterdays. 


The advertiser and his agency can visualize their typical potential buyer, in terms of 
income level, where he lives, what kind of work he does, what he owns... 


It’s not hard to define the typical potential buyer for any product. 


Up till now, however, there hasn’t been any way for the advertiser to identify his typi- 
cal individual buyers by name, because there hasn’t been any source of deep social and 
economic information about vast numbers of American buyers. 


All the advertiser and his agency could do, up till now, was to choose among and 
within the mass media, in the hope of reaching a majority of their potential buyers. 


but... 


reaching most potential buyers won't do in 
today’s highly competitive markets. The well- 
being of the national economy requires that 
businessmen shift their emphasis from pro- 
duction to distribution. Merchandise must be 
moved, in ever-increasing quantities. And to 
move more merchandise, the advertiser must 
identify practically all of his potential buyers, 
and cultivate these prime prospects intensively. 


The Polk Market 
makes this possible 


THE POLK MARKET is the first and only 
national advertising medium which consists of 
sufficient social and economic information 
about vast numbers of buyers to enable adver- 
tisers to identify practically all of their poten- 
tial buyers . . . practically all of the people 
who want to buy and can afford to buy a given 
product soon. 


Here is what THE POLK MARKET knows 
about each of some 50 million Americans: 


Name 

Wife’s name 

Home address 

Place of employment 


Job title 


Whether home owner or 
renter 


Size of house 
Age and valuation of house 


Its exterior construction— 
roofing, siding, etc. 


Size of lot 


Quality of neighborhood— 
in 9 classifications 


Make and age of car 


Telephone 


These socio-economic characteristics . . . 
which are exclusive to The Polk Market... 
are obtained from the millions of separate bits 
of information Polk collects yearly—and in- 
terprets daily to keep The Polk Market an ac- 
curate mirror of the current marketing picture. 


After the potential buyer for a product has 
been defined, individuals who fit that defini- 
tion can be picked out of The Polk Market's 
buying population. Every individual so picked 
is known to be interested in the product adver- 
tised, by definition, and can be reached via 
Polk Market Direct Mail Advertising. 


For this reason Polk Market mail advertis- 
ing’s cost-per-reader-prospect-reached is re- 
markably low in comparison with other media. 
When every mail advertisement reaches a 
known prospect, it naturally follows that the 
mail advertising campaign achieves the high 
score in readership which quickly translates 
into low cost-per-reader-prospect-reached. 


Readership and impact 


The amazingly high readership of Direct Mail 
Advertising through The Polk Market has its 
roots in the fact that, as we just mentioned, 
this advertising is received by persons known 
to be interested in the product advertised. 


Again and again, this readership has been 
proven. Research conducted by advertisers, 
their agencies, independent research organi- 
zations, and Polk’s own Research Department 
reveals that: 


Families in the free-spending upper- 

third income bracket receive about 

3.2 pieces of mail per day. And this 

includes everything in the mailbox 
—letters, postcards, bills, advertising, maga- 
zines, and newspapers. Furthermore, the aver- 
age American family receives not more than 
one piece of mail per day. Thus, contrary to 
popular impression, consumer Direct Mail Ad- 
vertising is not buried in a large volume of 
mail. Frequently it arrives alone. 


An unusually high 40 to 65 per 
cent of receivers remember get- 
ting mail advertising pieces. 
This “recognition” of individ- 
ual pieces builds up as mailings are repeated. 
In some instances recognition has climbed well 
over 80 per cent. 


After one mailing, 60 per cent 
of those who recognize a mail- 
ing piece can correctly identify 
the advertiser or local dealer 
who sent it. After five mailings, 77 per cent 
of those who recognize a mailing piece can 
correctly identify the advertiser or dealer who 
sent it. The Polk Market reaches the ultimate 
in point-of-sale identification via individual 
imprints for each local retail outlet in any 
neighborhood or trading area. 


The amount of “multiple read- 
ership” of mailing pieces with- 
in an entire family is significant. 
From 1.5 to 3 persons in a 
household will see a specific mailed adver- 


la. Be 
ta a4 psbetar iN HE ie 
Sipe ra ear SA Bh a 
Pods ay Rey. eh ats if WARS. yae 
Te ele iA em Pere i? in» + ae, ee a Stet 
Rina” cata cea Eee ee 
ine {. tes %,. § aes pe ‘yidhg sieaad 
h Sel ome - ee Tae Beh i ; 
| ees ee sh ae ae 
ice ae ; 7 
f | ee = ) 2a 
og hs : — oo en 
A eos oe aie es 
oe a + i a a Pigaae A eee 
| eas. so ah ee grows ae ies = 
ae : : prt pee ae tea obi —— eo 
aR ee 2 Ea ee eos tga eee 
gee . hee ee eel Bie) ae ; Pen e 
.y ve - 
, ae 
: _ 3 8 
sere x Me | 
( nel . 
| eee 
bm a 4 
ei ROBE, 
Phe F 
Bis ®: 
Pima A 
| x 
| te eae 
= ie t 
Bears hs 
Bowl ae i 
bi 
ei Si “ 
3 oie.“ 
te 
“So Sate 
em same 
a ee se 
Tae ae 
Mr. 
ere ie te 
eres 
cues 
as ere 
2 hy xe 
ee cee 
Serer ke 
Bf 
Pete 
es oe 
Me: a8 2 
Brat: 
ie wey) ie 
ae ee ie} 
~ ge. | 
ei eae 
SB ah 
ER ne 
ae Bead 
; aaa ies Po 
ce 
Pee ate 
eye 52 
tt p. 
ie 
Penees 
oe na 
ee Spt 
eae 
eaves: 
eS ae 
Bat. Fs : 
pone Sede 
ey 3 
hy ER toe 
ee 
yo eS 
a eee 
dares s 
TaN Oe. 
A Fae 
Be” 
Poe 
ue a: he. 
erie ts * 
sbi 
Megs, 5 
ei ae , 
ee 
ee se 
bats ae 
eee ; 
west Eee 
Bro te. 
1 
le 
ae 
‘ga aie 
a 
Pen e.| 
ae 
ie eT 
RY. é 
ee Peel 
es mea 
eke. 
y io aed | 
: Moms, 
ae | 
Le re Po 
Me tthe 
K aM 5 
Jeng : 
ers 
Bl BN 
Cir ee 
ae 
ake 8 
ae = te 
Brae PO 
“ath. ete | 
eS x 
ese. * 
“Son es Po 
Dries! | 
Vis 4 % a A 
oo Te 
pets 
a ie as S 
oy ay 
RY 
ee Fa: 
Bie: aah 
igi % 
rae. “ 
Pires te 
ela 
BT esipem “ 
wise 
agi © 
La 
Soe Gn 
he We ee 
aT ee 
Bis iu 
soso 
ee 
<o, as, 
DEA my 
ah ee 
ee ee 
mechs wiped 
es 
ont 
a 
ae 
Fgh 
Mae 
Sire ; 
pa. 
a 
ae 
:, ae 
eee 
a <0 a Be 
Set re 
= ne ay 
Nests, 
> ie 
gus" 
~Seele : 
4 3 
Samay | 
ign ee! 3 
phi’ = % ; | 
ets = . ‘ 
Seg : 
hts dsl | 
“hy ge | 3 
iA ge a 
= “Ses! Ea | 
tes “ae 
ieee | 
ee 
2 
et a 
Pe 
hg <0 
a.) 
Bate be 
eee 
ee 
mr Be: ; 
eae: 
Fe ee a 
ue eats ¢ Petey bey 
we : ee 
3 5 
io ee ae 
; . Pa - i 
ies oc uae 
2 ; ees, So ae 
a oo titi 
ee oe | ae Cape eo arr 
. ¥ Be ek : ha 
Se ee sae oe Bho it = : 
7 eilge) a. # eel bios ts Foi — 2 . 
. ae ve + ie ie IES a oe i, ‘ 
4 aa ered 2 a 
rn r Per de 
_—~ ey se ‘i t 


SS m 1) VY wre we SS 


who will buy 


tisement. This “multiple readership” obviously 
increases the buying influence of each Polk 
Market advertisement. 


Seventy-five per cent of those 
who recognize a mailed adver- 
tisement will read the offer on 
the inside of the mailing piece. 


About 50 per cent of those who 
recognize a multi-page mailed 
advertisement remember read- 
ing the back page of the adver- 
tisement after one mailing. After five mail- 
ings, 90 per cent of those who recognize the 
advertisement remember reading the back page. 


In unaided recall studies, mail 
advertising invariably receives 
very high mention. This simply 


confirms the obvious fact that 
someone has to see and identify every piece of 


mail received. 


Economic demand 


Today, advertisers and their agencies recognize 
that it is not enough for their advertising to 
talk to everybody. Few products can be sold 
to everybody. But there is a pool of prime 
prospects for every product — and a peripheral 
influence group to be cultivated. 


For example, not everyone can personally 
afford to buy—or influence the buying of—a 
refrigerator. Thus the market for refrigerators 
is a selective market. Mass media create a re- 
ceptive climate for refrigerators... but the 
complete advertising program must finally 
arouse a desire to buy amony the individuals 
who CAN buy. 


This is true for every advertiser, whether he 
sells accordions or zithers, or any item in be- 
tween in the product dictionary. His marketing 
program cannot be completed until he locates 
and motivates his potential buyers. 


Advertising through The Polk Market does 
locate and motivate the particular individuals 
who can buy a particular product. Advertisers 


and their agencies who have employed The 
Polk Market have been impressed by its 
ability to: 


Move people into action. 


No omy 


Identify dealerships or retail outlets. 


y 


Buttress an entire advertising 
program. 


& 


Provide certain types of effectiveness 
at the level of the ultimate con- 
sumer . . . unique to this medium. 


The J. Walter Thompson Company, a prin- 
cipal agency user of The Polk Market the 


past five years, says: 


“|. . All available research indicates a 
remarkably impressive degree of attention 
and impact from this medium . . 


“After five years of testing-in-use, in no 
case has this medium failed to reach—or ex- 
ceed—expectations.” 


Once the advertiser, his agency and Polk 
have defined the potential buyer, he can be 
picked out of The Polk Market. Then the adver- 
tiser and his agency can complete their market- 
ing program with personal, forceful mail ad- 
vertising to each known potential buyer, using 
The Polk Market exactly as they use other 
printed media. 


| os A alk & CoO. functions in mail advertising exactly as the 
publisher functions in other printed media. Standard gross rates and 
specifications have been established by R. L. Polk & Co. when acting 
as the complete publisher for specific types of mail advertising cam- 
paigns. These rates apply equally to advertisers and agencies and are 


fully commissionable to the agency. 


We will be happy to show you how The Polk Market can be adapted to help 
you make all your advertising dollars work more effectively. Please address 
your inquiry to The Polk Market, R. L. Polk & Co., 431 Howard Street, 
Detroit 31, Michigan, or 244 Madison Avenue, New York 16, New York, 
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R. L. POLK & CO. 


431 Howard Street 
Detroit 31, Mich. 
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244 Madison Ave. 
New York 16, N.Y. 
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Advertising Age, March 26, 1956 


i is 5 i i facturing pur-| public relations and sales promo-| and Industrial Design. Before join- 
‘Crash’ Ad Effort |tions,” he said. “The impact att bought for manufac g pur-|p | 


i i i i i i i Publications, New 
| such collective efforts can be many | poses, he pointed out. | tion manager of Fort Pitt Brewing ing Whitney ’ . 
to Sell Fluid Milk times that of individual efforts,| “Every quart of milk we dealers |Co., Pittsburgh, has joined Robert | York, in 1945, Mr. Kane was with 


|in a special program of this kind.” can sell in addition to our present | Luckie & Co., Birmingham agency. | International Nickel Co. 


Is Urged by Brock | | volume will reduce the amount of | Immediately prior to joining Luck- 


@ Mr. Brock said that sthiousta| 


milk that has to be made into but- | ie, Mr. Mansbach was self-employ- | Amsterdam Has New Face 


Frencu Lick, Inp., March 20— | milk production historically in- | ter, cheese and powder purchased ed as a marketing consultant in| 


C. Raymend Brock, president of | creases in the spring and summer,|by the government,” Mr. Brock Birmingham. 
the Milk Industry Foundation, has|the demand for milk and dairy | said. “This will provide direct 


Amsterdam Continental Types 
‘and Graphic Equipment, New 
| York, has introduced a new type 


called upon milk dealers through- |products remains relatively con-| benefits to the government and to: Whitney Names Kane VP face, Columbia. The new face was 
out the U.S. to concentrate un-| stant. taxpayers.” Paul R. Kane, for the past 10 designed by Walter McKay. Dis- 
precedented advertising and mer-| Farmers receive higher prices | years advertising manager of In-| play sizes have been cut by Type- 
chandising efforts in the next| for milk that is consumed as fluid | Mansbach Joins Luckie teriors, has been appointed vp and foundry Amsterdam; text sizes will 
three months in order to sell more | mi!k than they do for milk that; Alfred F. Mansbach, a former advertising director of Interiors| be available on Intertype matrices. 
milk. 

“I urge milk dealers, in this 
period of increasing production, to 
increase the ratio of their adver- 
tising expenditures at the local 
level, in order to test the effec-| 
tiveness of this medium for re- 
solving our under-consumption 
problem,” Mr. Brock said. He 
spoke at the 38th annual meeting 
of the Indiana Dairy Products 
Assn. 

“I urge local groups of dealers 
to unite their efforts and advertise 
cooperatively in local newspapers 
and over local radio and tv sta- 
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KDUB-TV 


LUBBOCK, TEXAS 


KPAR-TV 
ABIL “SWEETWA 

KDUB-AM 
LUBBOCK, TEXAS 


President end Gen. May, W. 0. “DUS” ROGERS 
Notional Soles Mor. & A. “Buse” Homett 
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Advertising Age, March 26, 1956 


Libbey-Owens Uses 
‘Life’ Spread; Will 
Tell of Expansion 


TOLEDO, March 22—Four con- 
secutive b&w pages in the March 
26 issue of Life portraying the | 


worth of expansion in the past|300 independent wholesale dis- | 

decade. | tributors. The distributors in turn 
The ad traces the expanding use | ordered about 50,000 reprints for | 

of glass in the past ten years,|their own sales purposes. 

shows the growth of Libbey- The distributors reportedly were 

Owens-Ford facilities and de-|amazed to find that the ad re- 


scribes the company’s 1956 distri-| print contained a photo of their | 


bution program. |luncheon meeting which took 
To compound the ad’s impact,|place less than 48 hours earlier. 


postwar expansion of the glass | L- O-F had the ad reprinted as | The photo had been engraved in 
industry will be used by Libbey-| part of an eight-page promotion|Toledo and rushed to the Life 
Owens-Ford Glass Co. to tell the folder, complete with a simulated | printing plant in Chicago, where 


public that its own glass capacity 


Life cover, and had it distributed | it was dropped into an already | 


has been beefed up by $138,000,000 |to a meeting of the company’s | made up page. 
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Council Elects Fontana Head (McKinney Mfg. Boosts 

Joseph W. Fontana, public rela- | Advertising Outlay 25% 
jtions director of Foster & Kleiser | McKinney Mfg. Co., Pittsburgh, 
Co., San Francisco, has been elect- | manufacturer of builders’ hard- 
|ed president of the Northern Cal-| ware and related items, has in- 
‘ifornia Council of Outdoor Adver- | creased its 1956 advertising budget 
tising, public relations arm of the | 25%. It will give increased empha- 
industry. Other new officers are /|sis to consumer promotion, partic- 
Phil Johnson, president of West/ularly the do-it-yourself market. 
Coast Advertising Co., vp; Charles| New consumer magazine advertis- 
Warner, Richmond Poster Adver-| ing is scheduled for Home Modern- 
tising Co., treasurer, and Jay B.|izing, Popular Mechanics, Popular 
Stott, J. B. Stott Outdoor Advertis- | Science, Small Homes Guide, Sun- 
| ing Co., secretary. set Magazine and The Saturday 


| 


MARKETS RIGHT TO OUR STORE’. 


SAYS FRANCIS VILIMEK 
PARTNER IN VILIMEK’S RADIO & TV, DES MOINES, IOWA 


That’s why your advertising dollar buys more sales action for your brand 
through year ’round schedules in Electrical Merchandising. 


At Vilimek’s, an alert team of brothers shares the operational responsibili- 
ties of a thriving business. E. L. Vilimek handles service management; 
brother Frank the buying and merchandising functions. 


“We would hate to have to get along without Electrical Merchandising,” says 
Frank Vilimek. “We both read it because the ads keep us up to date with what 
our competing lines have to offer and we know what’s going on in our busi- 


ness. 


“No other publication which comes to us is as useful for its advertising con- 
tent as Electrical Merchandising. The advertising pages bring the markets 


right to our store. 


“In our business we feature TV and radio sets but also do a fine volume on 
major companies’ traffic lines like irons, coffee makers, vacuum cleaners 


and so on. 


“This is a pretty competitive business, you know—and it’s good to be able to 
have a good magazine to help you keep up to the minute.” 


Top appliance-radio-TV retailers rely on the advertising pages of Electrical 


Merchandising. 


Make Electrical Merchandising your year ’round market place. Put your ads 
where ads are important to the trade. 


® ® ELECTRICAL © [@ 


MERCHANDISING 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N.Y. 


will 


cover the market alone 


Evening Post. 

The new program will be aug- 
mented by expanded McKinney 
promotion in hardware, building 
supply, and lumber dealer publi- 
cations; increased direct mail so- 
licitation, and the company’s first 
entrance into industrial business 
papers. 


He'll go all-out 
to win a 
case! Millions of 
Americans know 
that and love him for it. 
But Public Defender doesn’t only 


swing juries. Entire segments 
of the population are influenced 

in their choice of food labeis and 
merchandise brands by what they 

cee advertised on these 

bristling-with-action Public Defender 

shows. In your market too, 
whatever you have to 


Fl 


69 HALF HOURS 


First run in many markets! 
Powerful re-run value in 
ALL markets! 


Peenur 


TELEVISION CORPORATION 
NEW Y YORK CHICAGO | HOLLYWOOD 


1250 $. Wabash | 4376 Sunset Drive 
taveray Hm 8-254 WAbash 2-7937 | NOrmandy 2-9181 
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An estimated 45 million viewers 


watched Sir Laurence Olivier’s 
masterpiece, Richard III, on the 
afternoon of March 1 Ith. 

It was the largest audience ever 
to watch a theatrical event on 


television during the daytime. 


Richara III was Shakespeare, 
and three hours long— 

an unprecedented form of 
television entertainment. 

Its triumph again demonstrates 

a simple truth: fine entertainment 


always finds an audience. 


Exciting things are 
happening on 


NBC 


TELEVISION 


a service of 
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Lawrence Peskin Moves 
Lawrence Peskin Inc., New 

York agency, has moved to larger 

quarters at 40 E. 49th St. 


SEE how \ADmatic 
wath Color sites 


Attract more 
Prospects, boost 
sales. Admatic 
shows a new slide 
every 6 seconds 
— projects a 
continuous 

30 slide show 
with BIG, BRIGHT 
pictures — day or 
night. 


THE HARWALD COMPANY, INC 
1216 Bhicago Ave + Evarsidn, 
3 DAviy 8-2070 


Antiseptic Dr. West 
Toothbrush Brings 
61% Sales Increase 


Cuicaco, March 20—Dr. West’s 
“germ fighter’ toothbrush, a new 
product introduced last October by | 
Weco Products Co. (AA, Sept. 19, 
55), is responsible for a 61% in- 
crease in the company’s consumer 
toothbrush sales, the manufacturer 
reports. 

John J. Weber, Weco president, 
said the 61% increase was for the 
last quarter of 1955, as compared 
with the same period in 1954. Mr. 
Weber broke down the increase 
as follows: 40% attributable to re- 
tail drug store sales; 21% attrib- 
utable to other outlets, including 
grocery and chain stores. 

New point of sale display mate- 
rial and other advertising and pro- 
motion efforts were credited with 
effecting the sales gain by C. B. 
Coffman Jr., exec vp and director 
of marketing. He explained that 
|merchants are taking full advan-| 


= 


PETER A. CAVALLO JR. has resigned as 
vp and manager of the tv depart- 
ment of J. Walter Thompson Co., 
Chicago, to join McCann-Erickson, 
New York, as vp and associate 
director of tv and radio, effective 
April 15. JWT has not appointed 
a successor to Mr. Cavallo. 


tage of the new Dr. West’s 3-D dis- 
play master, a “complete dental 


5 eee |: 


department” that takes up a “min-| 


imum of space,” and the “mighty 
might,” a small permanent counter 
display. 


Advertising for the new brush is 


handled by J. Walter Thompson 
Co. 


Quinn-Lowe Launches 
Spanish Quiz Show 
Quinn-Lowe, New York, inter- 
national advertising agency, has 
launched a Spanish tv show on 
WATV, Channel 13, New York. 
The quiz show, “Lluvia de Oro” 
(“Shower of Gold”), is the agen- 
cy’s first venture in the package tv 
production field. 


Lanvin Parfums to North 

Lanvin Parfums Inc., New York, 
has appointed North Advertising, 
Chicago, to handle its advertising, 
effective April 1. Lanvin markets 
a line of perfumes (Arpege, My 
Sin, Scandal, Pretexte and Ru- 
meur), toilet waters, talc, soap and 
dusting powder. Wesley Associates, 
New York, formerly had the ac- 
count. 


Phe: I'll say. Why this fellow's almost as pleased as a Dispatch adver- 
tiser since we've added ROP full color.. You see, with ROP full color, your 


advertising creates more attention . . . 


brings in more sales. Add this to our 


established dominant coverage of this rich Central Ohio Market, and you've 
got impact with results that pay off. Try it yourself ... add a dash—or a full 
splash of color brilliance to your advertising in The Columbus Dispatch. It's the 
best way to sell the mid-west's number one test market. 


Drop us a line for rates and details of ROP full color . . . you'll profit from it. 
Write or contact the General Advertising Department, The Columbus Dispatch 
Columbus 16, Ohio. 


~ Columbus Dispatch 


Read in More Than 4 Out of § Columbus Homes Daily, More Than 9 Out of 10 Sundoy 
NATIONAL REPRESENTATIVES: O'MARA & ORMSBEE, INC., 
New York, Chicago, Detroit, Los Angeles, San Francisco 


Resort Newspaper Representatives, Inc., Miami Beach 


- ° 
You don't need « lot of money to buy Imperial 
-but a lot of people with a lot of money do 

. ‘ 


ROLLS ROYCE TRADE—Hiram Walker 
is following up last fall’s New 
Yorker ad promoting sales of Im- 
perial by the case with this adapta- 
tion, pointing out to the newspa- 
per reader that he, too, can afford 
Imperial. Foote, Cone & Belding 
is the agency. 


Handbook on Tv Law 
Published by PLI 


New York, March 21—The 
Pracusing Law Institute has pub- 
lished a handbook called “Tele- 
vision Agreements” that explains 
and analyzes clause-by-clause two 
typical tv contracts, one with a 
performer and one with an ad- 
vertiser. The booklet is an edited 
transcript of two panel discussions 
from PLI’s 1955 course on radio 
and tv law. 

Covered in the handbook are: 
obligations of performers, produc- 
ers and sponsors: ownership of ti- 
tle and material; rate and con- 
sumption of payments; use of rec- 
ords, transcripts and kinescopes; 
sponsor’s right to cancel or sus- 
pend; producer’s right to termin- 
ate or reinstate; artist’s failure to 
perform; advertising rights; spon- 
sor’s identification with program; 
ad lib risks; indemnifications; 
“morals” clause; summer hiatus; 
radio and motion picture rights; 
union membership; arbitration; in- 
junction against contract viola- 
tions. 


® Also included are pertinent por- 
tions of the American Federation 
of Television & Radio Artists code 
and the complete AFTRA engage- 
ment contract. 

Copies of the handbook are 
available at $3.50 each from PLI’s 
offices, 20 Vesey St., New York. 


Grimes Joins ‘Golf World’ 

John L. Grimes, who retired as 
advertising manager of Wheeling 
Steel Corp., Wheeling, W. Va., 
early this year (AA, Feb. 13), has 
joined the staff of Golf World, 
Pinehurst, N. C., as field repre- 
sentative. Until his recent retire- 
ment, Mr. Grimes had been with 
Wheeling since 1913, except for a 
period of five years when he was 
associated with Firestone Tire & 
Rubber Co. 


Westinghouse Boosts Conley 
John B. (Steve) Conley, general 
manager of KEX, Westinghouse 
radio station in Portland, Ore., has 
been named assistant to the presi- 
dent of Westinghouse Broadcasting 
Co. He will continue to work out 
of Portland. New manager of 
KEX has not been announced. 


Ceylon Bureau to Goerl 

The Ceylon Government Tour- 
ist Bureau, Colombo, has ap- 
pointed Stephen Goerl Associates, 
New York, to handle its adver- 
tising and promotion in the U.S. 
and Canada. Ceylon is making a 
bid for more North American 
tourists and cruise passengers. 
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in Washington, D. C. 


one newspaper reaches 


Only six cities in America have news- 
papers with more daily city circulation 
than The Washington Post and Times 
Herald. But in none of these can adver- 
tisers get the market coverage of Wash- 
ington’s favorite home newspaper. In a 
market of 1,705,000 people, The Wash- 
ington Post and Times Herald reaches 7 
out of 10, while the 2nd paper reaches 
only half and the 3rd paper one-third. 


Today, The Washington Post and 
Times Herald is the basic advertising 
medium in the nation’s capital! In addi- 
tion to 7 out of 10 in the city, it offers 
advertisers 52% more total circulation 
than any other Washington paper, 34% 
more city home-delivered circulation, and 
the lowest advertising cost per 1000 cir- 
culation. These are reasons The Wash- 
ington Post and Times Herald out-pro- 
duces any other medium in Washington. 
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of 7 out of 10 coverage 


During 1955 The Washington Post and 
Times Herald Retail linage gain was more 
than double the gain of any other Wash- 
ington paper, and in January it was the 
only paper to gain in Retail linage. It 
gained 125,000 lines to the other 7-day 
paper’s loss of 165,000 lines and the 3rd 
paper’s loss of 10,500. 


In Classified and Total, The Washing- 
ton Post and Times Herald outgained 
both the other Washington papers com- 
bined. And in General advertising, The 
Washington Post and Times Herald not 
only gained more but also carried more 
than both other papers combined! 


The Washington Post an 


W ashington’s Favorite Home Newspaper 


seven out of ten 
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Represented by: Sawyer, Ferguson, Walker Company—The Hal Winter Company, Si 
Miami Beach—Puck, The Comic Weekly—Joshua Powers Company, Ltd., 
London. Robert S. Farley, 11f Broadway, New York. Financial Representative. 
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'S HALF-A-MILLION 


Simplicity Pattern Co., Inc., 200 Madison Avenue, New York, New York 


Among friends, and aren’t we?, the 1955 Fall-Winter issue 
of Simplicity pattern book magazine racked up 533,400 net 
paid copies. Incidentally, this is the first time a pattern book 
magazine went over the half-a-million mark. And 977% of it, 


is single issue newsstand and pattern counter sales. 


Well... business is business. This just about equals the com- 
bined circulation of the next two pattern book magazines. 
So, we’re getting very business-like, and in addition to regular 
ABC verification, beginning with the Fall-Winter ’55 issue... 


Simplicity is going to guarantee circulation! This is a whole 
new day for pattern book magazines. A circulation guarantee 
hasn't happened before in this field. For the Spring issue on 


sale January 15 we’re guaranteeing 500,000. A black and 
white page will be $3,000. For the Summer issue, on sale 
April 15, we’re guaranteeing 400,000 with $2,400 for a black 
and white page. And we’re back to 500,000 for the Fall- 
Winter issue which comes out August 15th. 


You've probably noticed, the on-sale dates coincide with the 
peak periods of retail buying. 


Now...the book itself. Simplicity changes its page size! 
New Size: 8% x 11% trimmed. Same size as you-know-which 


books, and you know what that means. Simplicity adds 25% 


more pages... more color, more photographs to each issue. 


And more for Simplicity necessarily, means MORE. 
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Simplicity adds a Section! Simplicity’s Children, the pattern 


magazine of children’s clothes will be incorporated into the 
Simplicity Pattern Book. Why? More readership per issue! 


Date for the Change-Over? Everything starts with the Fall- 
Winter issue of 1956, on sale August 15. The circulation 


guarantee, the new page size, the special Children’s section. 
The whopper-size issues. EVERYTHING. 


But—what doesn’t change is the devotion of those gals who trot 
to their newsstands or department stores three times a year to 
pick up their new copy of Simplicity. And go through it and 
through it for 6 months. Looking for things to make. Look- 
ing for new ideas. Looking for things to buy. God bless ’em! 


first 
pattern book 
to exceed 
half-a-million 
sus EEESE 
to guarantee 
circulation 
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Represented nationally by 


O'Mara and Ormsbee Inc. 


| This Week in Washington... 
McCann Dramatizes Commerce Dept. 


By Stanley E. Cohen | ness man and his sales manager, 
Washington Editor |northbound from Florida, stop at 
WASHINGTON, March 22—Ever|the department to find out what 
| sit through a speech outlining the|can be done to pep up business. 
multitude of services which the| They get help from Office of Dis- 
Department of Commerce is/tribution, Bureau of the Census 
, . > , < 
|equipped to perform for business? | and Office of Business Economics. 
The recital can be deadly dull| A second act takes place in a 
and ineffective. And nobody knows | Commerce field office, where a 
it better than the officials who| business man brings his export- 
have to do the speaking. |import problems. Act III involves 
So something new will be tried | simulated industrialists and bank- 
Monday, when top officials go to| ers who meet with Commerce rep- 
Boston for the New England prod- 'resentatives to discuss ways of 
ucts and methods exhibition. ‘luring new industry to their city. 
Instead of speech-making, the; While Assistant Secretary of 
government people will put on a|Commerce Frederick H. Mueller 
three-act play, dramatizing the ac-| doubts that he or his colleagues 


Advertising Age, March 26, 1956 


| script, by McCann-Erickson, is go- 
ing to prove to be the long-sought 
formula for “merchandising” the 
“treasure house” of information 
which his predecessors struggled 
manfully—but not always success- 
fully—to describe. 


+ . « 

No Anti-Trust Letup: Nomina- 
tion of anti-trust chief Stanley N. 
Barnes to the ninth circuit court 
of appeals sailed smoothly through 
the Senate this week, but he’s still 
down at the Department of Justice 
running the anti-trust division. 
Unless there is a change in sig- 
nals he’ll be there for some time 
yet. According to authoritative 
sources, he has promised Attorney 
General Brownell he will remain 
“until Congress adjourns.” 

While no successor has been 
named, Mr. Barnes is doing his 
best to get across the idea that it 


tual handling of typical problems.| will cop any Oscar or Emmy}; lish t ticipate any shift 
In Act I, a New England busi-| awards, he’s hopeful that the in ie pice. glenn, In a 


speech before the Society of Busi- 


ness Magazine Editors last week, 
he said Attorney General Brownell 
“thoroughly believes in the free 
competitive enterprise system as it 
exists in this country” and that he 
has had 100% support “both from 
the Attorney General and the 
President.” 

Judge Barnes notes that he is 
leaving more than 300 pending in- 
vestigations for disposal by his 
successor, “which will give him 
plenty to do.” There were 221 in- 
vestigations under way when Mr. 
Barnes took office. 

* - . 

Health Insurer Code: Federal 
Trade Commissioner Lowell Ma- 
son thinks he’ll come close to mak- 
ing good on his promise to come 
up with a trade practice code gov- 
erning advertising of health and 
accident insurance by mid-April. 

There were raised eyebrows last 
month when he gave the FTC staff 
a maximum of 30 days in which to 
draft proposals for such a code. 
On the basis of past experience, 
projects of this kind languish for 
months. But this week the staff 
had met its deadline; and Com- 
missioner Mason was optimistical- 
ly predicting that a code may be 
issued in a week or two, ready for 
consideration at a “final” confer- 
ence of the industry no later than 
April 25. 

Once adopted, the code may 
clear the way for dismissal of com- 
plaints which FTC issued against 
advertising of 40 companies. 

Incidentally, Mr. Mason’s future 
remains in doubt, since his term 
expires this year and the Eisen- 
hower administration has been 
dumping Republican appointees of 
preceding administrations. The 
multitude of friends accumulated 
by Mr. Mason during 11 years as 
FTC’s most provocative member 
are hoping that he will not be 
punished for fraternizing with 
Democrats. 


listener survey in a portion of WJR’s area: 7 ° e 
Every morni bet 7 and 10 a.m. 259,000 Network Influence at FCC: 


: ys House small business committee, 
women sit glued to WJR. Another 266,000 divide which has asked all members and 
their loyalties between all other Detroit stations. 


employes of the Federal Commun- 
, ications Commission to list every 

And Politz made this discovery: listeners do 
trust one station’s advertisers more than another’s. 


gratuity, gift or benefit received 
from a member of the radio and 

Listeners prefer advertising on WJR 2 to 1 over 

the next station. 


tv industry since Jan. 1, 1953, 
won't quibble about petty cash. 

Your ad manager must know that WJR is 
the way to move goods fast in Detroit and the 


“They don’t have to bother with 
little things like pen and pencil 

Great Lakes market. If he does, you, too, can be a 

success. 


Another thinly disguised WJ R success story 


A, 


So who needs copy for commercials 2? 


Lo, the poor copywriter! He writes glowing com- 
mercials about wheat germ only to have them go 
to WJR’s “Mrs. Page.” She rewrites them com- 
pletely—in some cases does nothing but ad lib. 


She’s so good at it that the wheat germ maker 
keeps praising her “outstanding sales record” in 
WJR’s coverage area. 

He must know. He wouldn’t keep renewing 
WJR if he didn’t. 

For 28 years “Mrs. Page” has been cultivating 
her female audience. Here’s what Alfred Politz 
Research, Inc., found out about it in a recent 


sets,” says Committee Counsel 
Everette MacIntyre. “Just things 
worth more than a 12-lb. ham.” 
In an effort to determine wheth- 
er CBS and NBC influence hiring 
and firing at FCC, the committee 
subpoenaed everything the two 
networks have written FCC since 
Jan. 1, 1953. At a hearing this 
week, Mr. MacIntyre also asked for 
any letters they wrote several in- 
dividuals who have been identified 
as patronage dispensers for the 
Republican National Committee. 
Mr. MacIntyre says he has reason 
to believe there was correspon- 
dence with at least two of these 
individuals. 


The Great Voice of the Great Lakes 


WJR.... 


50,000 Watts CBS Radio Network 


Think twice— 
don't discard an application 
for nursing school! 
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TRUE breaks world’s record... 
first man’s magazine to sell 2 million copies! 


TRUE’s rocketing growth knows no equal in the man’s 
field! From 1944 to 1955, TRUE’s circulation soared from 
less than 500,000 to a high of 2 million...by far the largest 
selling man’s magazine in America! 

And now—for the first quarter of 1956— TRUE has 
topped the 2 million mark: 


January: 1,955,000 
February: 2,304,000 
March: 2,203,000 (Estimated) 


For three months running, TRUE has given its adver- 
tisers bonus on top of bonus...a record-shattering circu- 
lation bulge beyond TRUE’s 1,800,000 guarantee! 


MILLION CIRC 


TRUE’s vitality as an advertising medium does not rest 
on numbers alone. TRUE reaches the men who count — 

the real men—the men who do their own buying! It’s a 
fact! The TRUE man makes the most important buying 
decisions for the whole family. He's the one— not his 
wife, not his mother-in-law—who decides what car to 
drive, what clothing to wear, what liquor to serve! 

It’s the TRUE man who has the last word on the product 
you sell—and you can’t reach this man’s market in any 
other magazine. 85.2% of TRUE’s readers do not read LIFE. 
85% do not read LOOK. 85.9% do not read COLLIER’S. 
Yet, the cost of reaching this great market is /ower than 
the cost of the mixed market genera! weeklies. 

Put the muscle of TRUE’s mighty 2 million behind your 
selling! They're true to TRUE —and can be true to you ! 


"TRUE Bi: vores 2,154,000 


20 


| Argosy 


Outdoor Life 
—— 

a r, Field & Stream 

+ 2 e""") Sports Afield 


tw, 
Esquire 


Sports IMustrated 


SOURCE: Publisher=’ Statements to ABC 


1944 1945 1946 1947 1948 1949 1950 1951 1952 1953 1954 1955 


* January-March 1956 Est 


Sell 2,000,000 TRUE men 
who do their own buying 


“TRUE | 


America’s number one magazine for men! 


67 West 44th Street, New York 36, N. Y. 
Chicago, Detroit, San Francisco, Los Angeles 


circulation now 
over 2 million ! | 
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SELLING AT THE POINT OF IMPRESSION 


That's the job a good engraving should do. 


SELLING AT THE POINT OF IMPRESSION 
That's the job an H&M engraving always does. 


Hutchings & Melville, Inc. 
Distinguished Photoengraving 


4043 N. Ravenswood Ave., Chicago 13. EAstgate 7-9220 


Faithful-to-plate 4 color wet proofing 


Bush Heads Rumrill PR Unit 

Charles L. Rumrill & Co., Roch-| 
ester, N.Y., has established a pub- 
lic relations division and has ap- 
pointed Robert H. Bush director of | 
public relations. The agency will} 
offer pr services to non-advertising 
|as well as advertising clients. Mr. 
Bush formerly was director of in- 
|formation of the American Text- 
book Publishers Institute. 


| 


Kaiser Metal to Lincoln Roden 

Kaiser Metal Products, Bristol, 
Pa., manufacturer of aircraft com- 
ponents and electronic devices, has 
appointed Lincoln Roden Advertis- 
ing, Philadelphia, to handle its ad- 
| vertising. Gray & Rogers formerly 
handled the account. 


Leonhard Joins Parsons 

Gomard Leonhard Jr., formerly 
with Landers, Frary & Clark, has 
joined Parsons, Friedmann & Cen- 
tral, Boston, as media director. 


Purchase of 3 Business Publications 
Brings the Chilton Total to 15 


Butane-Propane News, Gas, and 
Tele-Tech & Electronic Industries 


now under Chilton control 


eae ts 


a 


Tele-Tech & ELECTRONIC 


INDUSTRIES . . . providing 
authoritative information 
and interpretation of new 


developments and 


products for the top-level 


engineers in the 
electronic-TV-radio 
market. 


GAS . . . the magazine 
specifically edited to 
reach the men who 
control and influence the 
buying within the natural 
gas industry. 


= ee 


BUTANE-PROPANE NEWS . . . 


the pioneer liquefied 
petroleum gas publication 
known as “Headquarters 
for L.P. Gas Information” 
since 1931. 


Recently, Chilton Company consoli- 
dated the advertising, editorial and 
printing departments of its 12 long- 
established business publications in a 
greatly enlarged and modernized Phila- 
delphia plant. 

Now, in a further expansion, Chilton 
has purchased three more publications. 
Butane-Propane News and Gas have been 
acquired from the Jenkins Publications, 
Inc., of Los Angeles. They will be 
Chilton magazines, starting with the 
June issues, and will continue to be 
published in Los Angeles. The present 
organizations will be maintained. 

Operations will be supervised by 
Robert E. McKenna, now publisher of 
Distribution Age and Hardware World. 


Commercial Car Journal . 


Jay Jenkins, formerly the publisher of 
B-P News and Gas, will be retained in 
a consulting capacity. 

Tele-Tech & Electronic Industries, a 
national monthly, has been acquired 
from Caldwell-Clements, Inc., of New 
York. Maurice Clements will remain as 
publisher, and, as in the case of the 
other two, the organization will con- 
tinue. This fine publication will appear 
with the Chilton masthead as of the 
April issue. 

The Tele-Tech & Electronic Industries 
publishing offices will remain in New 
York. It is hoped that in the near future 
printing of all these new Chilton publi- 
cations can be consolidated in Phila- 
delphia. 


The Voice of Authority... 


hilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


CHILTON PUBLICATIONS: Department Store Economist « Hardware Age 
Thelron Age « Jewelers’ Circular-Keystone + Distribution Age +« Motor Age 
Automotive Industries + Optical Journal and Review of Optometry «+ Gas 
Spectator . 
Hardware World « Tele-Tech & Electronic Industries + Butane-Propane News 


Boot and Shoe Recorder 


Advertising Age, March 26, 1956 


Ward Halts 5-Year 
Downward Trend in 
Net Sales, Earnings 


Cuicaco, March 20—The Louis 
Wolfson-Sewell Avery proxy battle 
for control of Montgomery Ward & 
Co. last year may have been just 
what the doctor ordered for Ward. 

The company’s annual report 
disclosed that net sales and net 
earnings for the fiscal year ending 
Jan. 31, 1956, increased over the 
previous year for the first time 
since 1950. ° 

The report showed that net sales 
for 1955 amounted to $969,946,996, 
a sizable increase over 1954’s 
$887,336,812. Net earnings for 1955 
hit $35,441,046, as compared with 
$35,232,600 in 1954. 


® Net earnings per common share 
of stock amounted to $5.23 last 
year as compared with $5.20 in 
1954. In 1955, Ward paid $4.50 in 
dividends for each share of com- 
mon stock—an increase over the 
$4 per share paid in 1954. 

Although Mr. Wolfson failed to 
gain control of the company, he 
gained places on the Ward board 
for himself, Alexander Rittmaster 
III and Bernice Fitz-Gibbon, New 
York adwoman. Messrs. Wolfson 
and Rittmaster since have resigned, 
and Miss Fitz-Gibbon is expected 
to retire when her term expires 
next month. 

John Barr, board chairman and 
company president, announced to- 
day that the following three men 
have been nominated to fill vacan- 
cies: H. P. Davison, president of 
J. P. Morgan & Co., New York; W. 
A. Patterson, president of United 
Airlines, and Joseph C. Kracht, 
Ward vp and retail manager. Mr. 
Davison served on the Ward board 
from 1930 to 1942 and from 1946 to 
1948. 

Mr. Barr told newsmen that he 
understood that Miss Fitz-Gibbon 
planned to complete her term. He 
said she has been very helpful to 
the board and added that she is 
held in high respect by other 
board members. The company’s 
annual meeting will be held April 
27. 


Milwaukee Takes 
Arms Against Beer 


Advertising Ban 


MILWAUKEE, March 20—The 
Langer bill banning transportation 
of alcohol beverage advertising in 
interstate commerce poses a threat 
of “economic disaster” to Milwau- 
kee, according to a brewery 
spokesman. 

Rocco B. Bunino, vp for trade 
relations of Blatz Brewing Co., de- 
clared that the bill, sponsored by 
Sen. William Langer (R., N.D.), 
would make the Milwaukee brew- 
ing industry powerless to carry its 
sales messages to many markets 
outside Wisconsin. 

“Mr. Bunino said that the meas- 
ure would have serious conse- 
quences for the entire alcohol bev- 
erage industry. But the threat to 
Milwaukee is the greatest in the 
brewing industry, he told a Mil- 
waukee County Democratic lunch- 
eon, because so much of its beer is 
sold outside the state. He cited the 
many industries—malting, carton 
and can making and advertising— 
which are dependent on brewing 
for a large share of their business. 

The bill is “the product of pro- 
hibitionists who haven’t given up,” 
the Blatz official said. 


King Joins Field Research 

William H. King Jr., formerly in 
the research department of the 
New York office of Warwick & 
Legler, has joined Field Research 
Co. and its affiliate, Survey Serv- 
ices, San Francisco, in a research 
supervisor capacity. 
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“Ml-million” 


has more 


$millions for 


Operation Home 


Improvement 


The MECHANIX ILLUSTRATED reader has more dollars for equipment and materials...because he 
does the work himself!* Pioneer "Mr. Fixit", he's the spark plug behind the $7 billion that was spent in the 
"Do-It-Yourself" market last year. And it's estimated that he and his kind buy 75% of all the interior paint sold, 


60% of all wallpaper, 50% of all floor tile, 42% of all plywood. This year, with Operation Home Improvement on 
the job, the investment looks like 8 to $10 billion. The million men who swear by MECHANIX ILLUSTRATED are 


house=happy, professional-amateurs,. 
workshop or workbench...74% own portable electric tools. 
to buy materials and equipment...and with MI-editors behind OHI, all the way...with 
MI's big merchandising tie-in at the National Hardware Show and The Lumber Dealers' 
Show...there's just no place you can get so much for your advertising dollar! 


89% do their own home repair and maintenance work...over 80% have a home 
They're eager-beavers 5 


Patera a’ 


MECHANIX ILLUSTRATED 


A FAWCETT PUBLICATION— NEW YORK -- CHICAGO -- DETROIT -- SAN FRANCISCO -- LOS ANGELES 
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PHOTOGRAPHIC 


REVIEW 


OF THE WEEK 


Carey Jemison 
MORE FUN—Campbell-Ewald Co. executives celebrate 
winning top awards in the annual outdoor art com- 
petition sponsored by the Art Directors Club of 
Chicago (AA, March 19). Photographed with sev- 
eral of the posters honored at the awards luncheon 


“ te 


2 DusT MOP 


PRIZE PACKAGES—Gold award winning packages honored in the 20th 
annual competition sponsored by Variety Store Merchandiser for 


IT’S A TOUGH LIFE—Mr. Mule represents tough sales resistance in “Calling 


All Salesmen,” a color cartoon film produced for Life by Transfilm, 

New York. Theme of the film is the relationship of sales to national 

advertising. In the center scene, Charlie Fox gets a fast ride out of the 

buyer’s office and learns—the hard way—that he can’t make sales with 

humor. However, Owly, a successful salesman, explains how he uses 

national advertising to back up selling, and Charlie, too, becomes a 
good salesman. 


Thornhill Cinoff 


are Reginald Carey, vp and manager of the Chicago 
office; James Hastings, vp and art director, Richard 
Jemison, art director, and Jack Thornhill, account 
executive, Chevrolet trucks; and Nick Cinoff, art 
director, Detroit Edison Co. 


Gib. lu Fa Tak. R 


as 


jee, 


’ 


gens Co., (3) General Electric Co. (wiring device department), (4) 
Assemblix Inc. division of Dorothy Flicek Industries, (5) Gem Inc., 


variety store suppliers are: (1) Spangler Candy Co., (2) Andrew Jer- (6) Kusan Inc., (7) Handcraft Mfg. Co, 


BOUNCY—Shown 
here is a premi- 
um (left, spin- 
ning) offered 
in connection 
with the Wash- 
ington State Ap- 
ple Commission’s 
current promo- 
tion, “Red Spring 
Apples.” Besides 
the yo-yo deal, 
campaign will 
include __ partici- 
pations through 
March and April 
on Dave Garro- 
way’s “Today” 
(NBC-TV). Cole 
& Weber, Seattle, 
is the agency. 


EASY SWITCH—An overlay for any 
special promotion, like this one 
for Lent, can be fixed over the 
backboard of this Wilson & Co. 
display and the product changed 
accordingly. 


SIREN? 


SUN SEASON—Gantner of California 
is taking aim at both swimmers 
and sunners-only in a new ad 
series starting in May. This page 
is scheduled for May Charm; Gla- 
mour, Mademoiselle and Seven- 
teen also will be used. Bernard B. 
Schnitzer Inc., San Francisco, is 


the agency. 
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Reach 
IRST-TIME CUSTOMERS 


1 SOVOMTOOH sex 


x FACT #1... First-time customers— Young Women Under 20—are forming life-time buying 4 
h , habits... for the first time are prospects for a wide variety of major items...silverware, luggage, china, glassware, f 
fine jewelry, phonographs, typewriters—let your imagination (and your experience with your own daughter!) fill out the list. 
FACT #2...These young women are devoted to one magazine... SEVENTEEN ... the magazine that completely 
dominates the market—41.8% of ALL teen-age girls in the U.S. have actually purchased from SEVENTEEN advertisements. 
FACT #3...It’s easier to sell this market now than to unsell it later, when buying habits are fixed. Manufacturers know this and that’s why 
SEVENTEEN carries 30% more silverware linage than any other magazine... 161% more luggage linage than any other magazine! 
FACT #4...Today there are more Young Women Under 20 than ever before . . . 8,000,000. By 1965 they will number 12,000,000! 
Now is the time to sell this great market of America’s first-time customers ...in SEVENTEEN... where good 
habits start. In just three issues, SEVENTEEN reaches 75% of ALL teen-age girls in the U.S. 


*America’s Young Women Under 20 


it's easier to START a habit than to STOP one! 


© 1956 TRIANGLE PUBLICATIONS. INC. SEVENTEEN MAGAZINE, 488 Madison Avenue, N. Y. 226 PLaza 9-8100 
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10,578,083 Circulation (ABC) at unequalled rates! 


11 billion dollars buys a lot of food! But 11 billion is only a small part 
of what the readers of the Crowell-Collier unit have to spend. 

And now, this tremendous buying force can be yours at unequalled 
rates beginning this May, when the Unit’s three magazines — 
Collier’s, The American Magazine and Woman’s Home Companion — 
become available to advertisers as a single unit at rates that make 
it one of the soundest investments in advertising history. 

Not only are there revised frequency and continuity discounts, but the 


New Yorks 640 Fifth Ave; Plaza 9-1000 EXO8tOM 9 Newbury St; COpley 7-0160 Cleveland 509 Union 
Detroit 3-161 General Motors Bldg; TRinity 5-5613 L.O®8 Arigeles 3440 Wilshire Blvd; DUnkirk 7-1251 
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Crowell-Collier unit creates a brand new combination discount. 
Advertisers who use the unit earn discounts ranging 

Here is a new plan that makes the eyes and ears—and pocketbooks— 
of America more readily available to you than ever before — 


from 10 to 25% below one-time rates! 
that sends your sales message home in three quality magazines to 


millions upon millions of Americans! For full details on the 
new unit, see the man from Crowell-Collier today! 
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Weco Advances Coffman ’ Advertising in 
Clifford B. Coffman Jr. has been 


elected exec vp of Weco Products| World Markets’ Is 
Co., Chicago, dental supply manu- 
Published by IAA 


facturer. Formerly vp and directer| 
Zuricu, March 20—Problems in 


of marketing, Mr. Coffman now | 
|international advertising got an 


YOu REAC 


30,000 tonnage — of 
“or DAILY with.. 
American Metal Market | 
vig dag Aenea & will be in charge of merchandising 
A and marketing plans. 


| 
|airing here last summer at a con-| 


the IAA, was chairman of the con- 
| ference. 

Mr. Patterson said that of this 
_ $500,000, 000, “perhaps $350,000,000 
| to $400,000,000 is expended locally. 
That is to say, export advertising 
is primarily local in origin.” 
i 
"= Two detailed case histories of 
how international advertisers op- 
erate were presented to the confer- 
ence. Frederick Spence, vp of 
Grant Advertising, told how Inter- 
national General Electric Co. ap- 
proaches its overseas markets. Sies 
W. Numann, ad director of the 
Philips Co., traced the evolution 
of the world wide advertising pro- 
gram of this giant Dutch electron- 
ics manufacturer. 

Among the other speakers were: 
Sherwood Dodge, vp and general 


Industry's Daily Newspaper 
18 Cliff St., New York 38, N. 
ence—which was attended by ad- 
i'men from 23 countries—are now 
to attend the S.M.I. Annual Convention. °| Dr. — 
Only SUPER MARKET MERCHANDISING carries © | Farner, Swiss agency head, “Ad- 
ucts overseas. 
Such service has made the MAY issue of SUPER 
MARKET MERCHANDISING the big issue for op- 


TCC Ce ee CT CTT TTT TO Oe ee ee ee © © © @ /Ference sponsored by the Interna- 
* | available in book form, “Advertis- 
ee ; @ | vertising in World Markets” should 
the complete full text of this Convention as a service 
erators and advertisers alike. 


de | | tional Advertising Assn. of the U.S. 
‘ing in World Markets.” 
@| make interesting reading for any- 
to the men in the industry who make the BIG DE- 
67 West 44th Street, New York 36 * MUrray Hill 2-2180 


e| The size of the international ad| manager, Foote, Cone & Belding, 
e@| business was put at $500,000, 000 | New York; Paul Kruming, presi- 
; | by Jere Patterson in his opening | dent, National Export Advertising 
‘remarks to the conference. Mr. | Service, New York; Goran Tamm, 
Patterson, promotion manager of | director of AB Svenska Telegram- 


- Life International and president of | bryan, Stockholm; Arthur K. Wat- 


The proceedings of this confer- 
Super Market Operators = more than $500,000 
®| Published here by 
e@/\one engaged in advertising prod- 
CISIONS about buying, selling, and merchandising. 
eeceeeeeeeeeoeeeeceeeeeee eee eee % 


booming basinest bonenge » 
Salt Lake is the center 
distribution point of a 


4-state market 


Ry 
~ 
Sd 
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The Salt Lake Intermountain Market 


_ with its 1% million persons . . . has as its central 
distributing point, Salt Lake City. 
From this metropolitan center radiates, highways and 
transportation routes to a vast 4-state market including 
Utah and parts of Wyoming, Nevada and Idaho. 


The tremendous population and business growth 

of this area has necessitated huge warehouse developments 
to feed this booming distribution system. 

Many millions of square feet of warehousing have been 
added during recent years...and much more is in the offing. 


You can reach... and sell... this entire four-state market 
by ordering the combined power of Salt Lake's two great 
metropolitan newspapers . . . the only medium with 
hometown coverage in the hundreds of cities 

in this one big unified market. 


The Salt Lake Tribune 


(MORNING & SUNDAY) 
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Your prospects ane best in the Growing Wese! 


ESERET NEWS avo 
Salt Lake Telegram (EVENING) 


“ACENY 
IM NEWSPAPER ADS ADDS EXTRA SALES 


coor 


Represented Nationally by: MOLONEY, RI SAN & SCHMITT, INC., Metropolitan Sunday Newspapers 
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son, president, I.B.M. World Trade 
Corp., and Walter Weber, president 
of the Zurich Advertising Club. 

Three informal panel sessions 
were conducted at the conference, 
and transcripts of these sessions 
are part of the book. 


® The discussion turned up some 
significant differences in view- 
point on such questions as agency 
compensation—should the local 
agency and the home office export 
agency each collect 15% commis- 
sion?—and home office vs. local 
control of export advertising. 

On the latter question, Charles 
Applegate, foreign sales director, 
Esterbrook Pen Co., said his com- 
pany exercises close home control 
over its foreign advertising. Ques- 
tioned as to whether a local agent 
wouldn’t understand conditions 
better than the home office, Mr. 
Applegate said: 

“We differentiate between sub- 
sidiary companies, which have a 
complete knowledge of what we 
are trying to do—to these, we give 
a little freedom, but we still check 
their copy—and the independent 
distributors, to whom we do not 
give any freedom. 

“We have found that this would 
be dangerous. A distributor who 
carries many lines cannot pay the 
necessary attention to the item we 
want him to promote specially. 


® “Our distributors are often sta- 
tioners who sell newsprint. In 
choosing their media, they may 
show preference for a particular 
paper, which at the moment is 
buying their newsprint. We, on the 
other hand, are not influenced by 
such considerations; we simply 
buy the best media to get our mes- 
Sage across to the public.” 

The International Advertising 
Assn. is distributing a copy of “Ad- 
vertising in World Markets” to 
each of its members. Additional 
copies are available at $2.50; how- 
ever, they are in very limited sup- 
ply. Inquiries should be directed 
to the IAA office, Hotel Roosevelt, 
New York. 


World Chamber 
Plans Study of 


‘Movie Advertising 


New York, March 20—The In- 
ternational Chamber of Commerce 
is drawing up standard procedures 

|for determining how many and 
what kinds of people are reached 
| through movie advertising. 

The study is expected to be com- 
pleted this fall. It is a sequel to 
similar recommendations for press 
circulation research issued by the 
chamber last year. Results of the 
present study will be released in 
the U.S. by the chamber’s U.S. 
council. 

Industry and trade are investing 


"| increasingly large sums in movie 


advertising, which has grown to be 
a major ad medium in many coun- 
tries, according to an ICC spokes- 
man. 

| Circulation data are therefore 
| badly needed to enable advertisers 
and agencies to assess the medi- 
um’s effectiveness accurately and 


‘juse their budgets to best effect, 


|he said. There is no uniformity in 
collecting and analyzing data, al- 
‘though research of the medium has 
|been conducted in some countries. 


Dr. Dichter Will 
Preach Motivation 


Research in Europe 


New York, March 20—Dr. Ernest 
Dichter, high priest of motivation 
research, boarded a plane here last 
week for a trip to Europe, where 
he will expound on the use of psy- 
chological research in marketing. 

Dr. Dichter, president of the In- 
stitute for Motivational Research, 
; will deliver a number of lectures 
before academic and _ business 


Tee eg te erik. os em 
koe ae Up i Me iy : were te i ee a) 22. yee “wa | 
bap ‘ : x ee kere aa: 
1 cea tics 
wossts laa . 
Hig 
ipo. H | 
Pos 
D ea | 
“15a ee ; 
sf dew 
ts rr / 
ae q 
line 
+ 
4S ee 
aie. 
oe ' 
ie 
a 
ae 
sb 
“ fa a 
Beas | 
ane | 
ae. : a ——————— 
Ley i 
a IN | 
ie “ a? £0 . 
de! | ao ag aaa 
“i Te, A ae 2 bs 7 or a. 4 
pe «if as oe — H 
ar, ie. _ i _e ] ’ 
: Be F ia aa a thar] ao 
" Seas : 4 rk at ie ae | 
ths nn a !)hL,Dd dlr 
Bl NG |S ee Ret | ae 
sites \ zt | / aH & 
te q eet NAS EN ae , 3 
Meg: \ 7 it _ See | ‘ 
=}xe, ; a 4 - ie aes /. ' 
ode es 04) ES Ao : 
as “en _ be ~- = band : ~% : paren ‘he << ¢ 
i a ~~ i : 4 » m owe ; 
ihe _ ; " i 2 yar 4 ‘ j 
ve 4) , to _ os fad 
i ae ' aac) am or = gle - : : 
ee : : — y ~ oy. > . : ' aon 
a) it 3 a Pr ar Py : f i 
eS aN ye ee BO 
| a ’ = ii q ee + 
rae . ‘ ae ; ~ ‘ . “ay a . ; Bris i} 
mm ) ~* ys BT | 
baa 5a Se “a Pi / a Pe bey 
es i HH y an VA deeeeias: ee 
Abe : : ; t I 4 WA Ae 4/8 (a8 lee Yl i) e, Ss 
| — ay mon lx i? % na { ee . ‘ ALE a 
—— be ,, ee as : 4° iene a — : ; a 1. BALERS Se 
| nM | ee Se : 4 ih ‘ AW : A . , hen Aa oe } 
| Ne XY 2 .s a” , iziz s+ A, > > ‘ ; iE : 
boi? eb. ee = is seis Z Jan  & 
Fas. “Sg —-) Ss kf ~~ — mE 
es fe ps e to aT » a ee . 
ae et a SR Tot (( Ss \ he a wolves ; 
igsreet > my: 3 =. ‘neste ae ; 
the 7 meee: oo Pee Dasa, Utah 
ff Eve | | 
em oe: 3” 
a es F 
Bede »~ + ~rr E* 
ni ‘ce, a 
Pi ae: . de st * ¢ 
ee ee = 77 
{see ae ie rd £ 
Ere > a aol 3 
te ; = a 
Hehe. MYYE - Fi a 
| eee, Myr» rs 
ie Viyy ad Z > 
Mie ~— - Be —.- 
ies a a — 
‘7 V/A 7 
ae a Vi (=). ext ~~... 
ia a Yj a a } 
fied ei : Za ‘2 : ’ 
bP 4 § ar ar % 
ay 0 ” sa . 4 
ies 7 ‘. ' 
df — Ye titty 
i By - oe, tj GZ 77 
ie ty “ . Yi Za t -f \\ Wo ] 
igre wel CG , pr 
13 © oa Gp t 
| ae | 
ey i} 
ae hh 
1 : 
eh H 
ie | 
vl tia . 
ot 
aia 
Se 4 ) 
Bae. } 
Ais PE | 
aul: 
Te | 
ro i Re | if 
BR re 
Puls 
1S, ee 
(Ea 
Wye ets. 
Lh Pe ee : ’ 
bistaeretes oS iG aaa : 
Et oat Pe cats i! "Bede: Ke, eee ee ee ae. Oe a CE 
8 tae A RRR ats SRE eae es SN ei ee 2 oe UC i ae. ae es 
ae - in ro a ae v ST oe 


<I a A yO ih nan tne 


Chicago, as director of press 
information. Mr. Grayson, former- 


Every year more people in more places across America, 
enjoy Seagram’s 7 Crown than any other brand in the world! 


* 
be 
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ay 


Two CitieS—Seagram Distillers Co. used a double- view places the New York and San Francisco sky- 
page ad, directly across the center fold in news- _ lines side by side. The ad runs across 164% columns 
papers in New York, San Francisco and Los (32 inches) of newspaper space, and has a depth 
Angeles during the week of March 19, for Sea- of 180 lines. The ad was prepared by Warwick 


89 


nag Ono wd aes o Sa Tobias Moves Offices company converted a 150-year-old 

+ si Ricca Tobias & Co. has moved to of- residence into office facilities, 
fices in its own building at 121 maintaining the building’s originai 
Church St., Charleston, S.C. The style. 


WORTH SHOOTING FOR 


and Easy to hit, too!.... 
The Billion Dollar Siouxland Market 


ee oy aes 


46 rich counties with one 
centrally located, major 
city, Sioux City, and one 
dominant advertising med- 
ium, Sioux City’s News- 
papers. 


EFFECTIVE BUYING INCOME 


$1,117,429,000.00 


100,121 ABC CITY ZONE 
781,800 RETAIL TRADING ZONE 


Say Seagram's 
my) and be Dutt 


ik | of Amencon whohey at ite finest 
ae " 


ae Pe 
ee Ea 


gram’s 7 Crown whisky. The sweeping panoramic & Legler, New York. A ; The Sioux City Journal 
JOURNAL-TRIBUNE 


groups in Germany, Austria, Italy; Portland Cement Assn., succeeds; tv commercial staff of J. Walter .  llinlatce NATIONAL REP. JANN & KELLEY, INC 
and France. | Budd Blume, who has joined the| Thompson Co. oe . 


The noted psychological re-| 
searcher was accompanied by Ivan | 
Hill, vp and Chicago manager of 
Cunningham & Walsh. Mr. Hill is a 
close friend of Dr. Dichter’s. 


® Dr. Dichter said he had been in- 
vited to go on this lecture tour by 
leading business and advertising 
organizations in Europe. During 
his trip he plans to explore the pos- 
sibility of setting up a foreign op- 
eration to service European com- 
panies interested in psychological 
research. 

The first stop for the depth in- 
terview proponent was Frankfurt, 
Germany, where he was to speak 
before the student body of the uni- 
versity. He then was to proceed to 
Munich for a talk to the Verkaufs- 
leiter Club. 

On March 22, Dr. Dichter will 
return to his native city, Vienna, | 
where he will lecture before a 
marketing seminar of the graduate 
school of international commerce. 
On March 23, he will speak before 
the Fachschule fur Wirtschafts- 
werbung in Vienna and in the eve- 
ning before the Arbeitzgemein- 
schaft Pharmazeutica. 


® He has a number of talks tenta- 
tively scheduled for Milan, Italy, | 
in the following week and he will | 
then go to Paris to talk before the 
directeur commerciaux de France. | 

In addition to these scheduled 
talks, Dr. Dichter will meet with 
business associations and individ-| 
ual companies to tell them of the) 
work he has done in the U.S. | 


John H. Breck First to Buy 
Curtis Metallic Ink Ad 

John H. Breck Co. will be the’ 
first advertiser in the Ladies’ Home | 
Journal to utilize the new metallic 
inks made available recently by 
Curtis Publishing Co. (AA, Feb. | 
20). Breck will introduce its new | 
hair spray product with a gold 
bleed page for Breck Hair Set 
Mist in the Journal’s May issue.| 

Breck is using the metallic gold | 
ink, closely approximating the 
Breck package, to give the new 
product a maximum of package 
identification, Edward Breck, pres- 
ident of the company, said. 


E. D. Beatie Opens Agency 

E. David Beatie has opened his 
own agency, E. David Beatie Ad-| 
vertising, at 619 Mason Bldg., 1044) 
Fulton St., Fresno, Cal. For the 
past year Mr. Beatie has been gen-| 
eral manager and sales manager of | 
KVVG, Fresno-Tulare tv station. | 
He previously was with M. B.) 
Scott Advertising, Los Angeles. 


Grayson Joins WBBM 
Herb Grayson has joined WBBM, | 


ly a member of the public rela- 
tions-promotion department at 


Typical San Diego County truck farm 
scene—an original water color painted for S/ 
the San Diego Union and Evening Tribune. 


SAN DIEGO :: BIGGER 


FARM INCOME, 


SAN DIEGO COUNTY...1955...$92,849,830 


San Diego is a big, billion dollar market — with a pro- 
gressive, diversified economy — 120 miles from any other 
major metropolitan area. San Diego is sold best — at 
least cost — by the saturation coverage of its two great 
newspapers...the San Diego Union and Evening Tribune. 


Now — San Diego County ranks 
17th out of over 3000 counties in 
the United States in Farm Income. 
(Source: Agricultural Dept. of San Diego County) 


NO 


COPic ewsrarcrs San Diego Hnion 


15 “Hometown” Newspapers covering San Diego, o, A ae . 
California — Northern Illinois — Springfield, Illinois — and ' 
Greater Los Angeles... Served by the COPLEY ; 


_ FVENING TRIBUN. 
Washington Bureau and the COPLEY News Service. as 


THE MOST 
IMPORTANT CORNER 
IN THE U.S.A. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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Asset, Adversary | 
of Broadcasters, 
Fred Allen Dies | 


| 

New York, March 20—Fred Al-| 
len, the famed humorist, who died | 
of a heart attack while taking a) 
walk here last Saturday night, was | 
one of the greatest debunkers the 
advertising industry ever had. 

Network vps, sponsors and their 
agencies—“memo merchants,” as 
Mr. Allen called them—provided 
some of the best comedy material 
for the caustic wit, whom many 
show business people consider the | 
greatest ad libber of his era. 

It was this ability that sparked | 
Mr. Allen’s career in the formative 
stages. As a boy in his native New 
England, John Florence Sullivan | 
was a regular vaudeville goer. He! 
took particular note of the jug-| 
gling acts and soon had put to-| 
gether a good enough routine to/| 
get himself booked on the circuit. 


At one theater where the young minute show to Linit beauty pow- | 


|worst juggler,” as he later billed 


| point of contact with the audience. 


juggler was having a good deal of 
difficulty warming up the audi- 
ence, the manager walked out on 
the stage and snapped: “Where did 
you learn to juggle?” 

Instantly the youth fired back: 
“I took a correspondence course in 
baggage smashing.” 

That remark waked up the audi- 
ence and turned the “world’s 


himself, into a comedian. The| 
transition was gradual, but the) 
young performer, who later took 
the stage name of Fred Allen on 
the advice of his agent (whose 
name was Allen), had found his 


s After vaudeville, he made sev- 
eral appearances on the Broadway 
stage. Featured with him in one of 
these shows was Portland Hoffa, 
whom he wooed, wed and made 
his radio partner. 

Mr. Allen joined the Broadway- 
to-radio movement in the fall of 
1932, when his agent sold a 30- 


DAYS OF GLORY—Portland Hoffa and Fred Allen at the microphone 
in the radio heyday of the nasal-toned satirist and his wife. 


der for $1,000 a week, with actors, 
writers, guests and everything else 
thrown in. 


s This no doubt was one reason 
the humorist wrote his own ma- 
terial. But he continued to be one 
of his own best writers long after 
there was plenty of room in his 
budget for writers. 

“About this time the sponsors 


of radio programs suddenly found 
themselves floundering around in 
show business,” Mr. Allen rem- 
inisced in his book, “Treadmill to 
Oblivion.” “Men who ran oil com- 
panies, drug, food and tobacco cor- 
porations, were attending auditions, 
engaging talent. And, in too many 
instances, their untutored opinions 
adversely influenced the destinies 
of artists, singers and musicians.” 


ARROW™ 


by Cluett, Peabody & Co., Inc. 


As the leading manufacturer of shirts, 
ties, handkerchiefs and casual wear, 
Cluett, Peabody & Co., Inc., maker of 
the famous ARROW line, knows full 
well the value of the Youth market. 
Indeed, ARROW is one of the oldest 


Advertising to Youth... 
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| But difficulties notwithstanding, 
|Fred Allen made his radio debut 
Oct. 24, 1932, as scheduled, un- 
doubtedly hoping fervently that 
the public would be easier to 
amuse than admen and sponsors. 
It was. 

From 1932 until 1949, when 
“Stop the Music’s” jackpot proved 
more alluring than the comic’s 
wisecracks, Fred Allen was one of 
the reigning favorites of the air- 
waves. But it was not a smooth 
climb. Placating agency executives, 
battling censors—and amusing the 
listeners—had turned into drudg- 
ery for him in the later years. 


a “At NBC they don’t believe in 
heaven, hell or CBS,” he com- 
plained once. But no one ever 
fought harder against network 
censorship. This battle came to a 
head in 1947 when the Allen show 
ran overtime—and was automati- 
cally cut off—for several weeks 
running. Fred began to make a 
joke of this. He broadcast the end 
of one week’s show at the start of 
the next week’s show—‘“as a pub- 
lic service.” 

This clowning, however, was not 
funny to one NBC executive, who 
left the company soon after this 
fracas. He refused to clear an Al- 
len script with a sequence explain- 
ing why the show was being cut 
off. 

(“Well, there is a big executive 
here at NBC. He is the vp in charge 
of ‘Ah! Ah! You’re running too 
long!’ He sits in a little glass closet 
with his mother-of-pearl gong. 
When your program runs overtime, 
he thumps his gong with a marsh- 
mallow he has tied to the end of a 
xylophone stick. Bong! You're off 
the air. Then he marks down how 
much time he’s saved.”) 


a When Mr. Allen refused to de- 
lete the sequence, his show was 
faded from the air for a few sec- 
onds. Front page publicity fol- 
lowed. Bob Hope and Red Skelton 
were cut off when they tried to 
make jokes about Fred’s being cut 
off. Finally NBC tried to laugh it 
off by appointing all three come- 
dians honorary vps. But Mr. Allen 
considered it a serious matter and 
declined with a waspish “I 
wouldn’t be found dead as an NBC 

By 1949 the humorist wearied of 
the rating struggle with “Stop the 
Music’s” refrigerators and auto- 
mobiles and left radio to regain 
his health. He later had a couple 
of tries with his own tv show, but 
he never turned up with a proper 


and most consistent advertisers in 
Scholastic Magazines, a fact which 
probably has much to do with its 

preeminence today. 


ARROW knows that Youth is the 
fastest-growing market in the nation, 

and that young people are a good deal 
more sophisticated than their parents 
were at the same age. ARROW knows too that because young people have individual preferences 
and personalities they respond eagerly to the style-plus features of ARROW shirts and ties. 


Market QUALITY 


is basically better in 


Appleton, Wisconsin 


ARROW makes Scholastic Magazines the keystone of its Youth program because these 
magazines reach boys right in school. Today Scholastic Magazines reach 1,750,000 subscribers 
in the junior-senior high school classrooms, most of them (we hope) with their mind on their 
school work, but many of them (we suspect) with their mind on the girl at the next desk. Thus 
good grooming advertising reaches them right at the point-of-awareness of personal appearance. 


eae 


Thilmany Pulp & Paper Co. 
Kaukauna, Wisconsin 


This derives from such industries 
as Thilmany Pulp and Paper Com- 
pany — most diversified specialty 
paper mill in the country. Net 
sales of $26 million makes possible 
a payroll of $6% million ...a 
substantial contribution to the $147 
million of spendable income en- 
joyed by our city zone market of 
96,291 people. 

Wisconsin's Ist newspaper in edi- 
torial linage and 2nd in advertis- 
ing volume, the’ Post-Crescent, 
reaches 95% of this business. 


APPLETON PosT-CRESCENT. 
| Contact Ken E Davis, Manager, Gen. Advertising 


Like any smart advertiser, ARROW doesn’t stop with writing an ad. A related merchandising 
program helps to give the ARROW story added impact in the school field. The campaign is 
placed by Young & Rubicam, Inc. 


SCHOLASTIC 


33 WEST 42ND STREET 


MAGAZINES 


NEW YORK 36, NEW YORK 


75 EAST WACKER DRIVE, CHICAGO ¢ 1221 HEARST BLDG., SAN FRANCISCO 
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vehicle. He had been on “What's | 


My Line” (CBS-TV) since early 
1955—an assignment his friends 
said he enjoyed. He also was work- 
ing on his autobiography at the 
time of his death. 

Mr. Allen’s book, “Treadmill to 
Oblivion,” is filled with razor- 
sharp observations on agency men, 
sponsors and network brass: 


e “Advertising agencies always 
confuse me. I suspect that many 
of them confuse themselves. To 
me, an advertising agency is 85% 
confusion and 15% commission.” 


e “A vp in an advertising agency 


heart attack at his home in Wilton, 
Conn. Mr. Douglas joined Field- 
crest last fall after nine years as 
advertising and sales promotion 
manager for Schick Inc. He served 
in World War II in the European 
theater as a major of infantry. 

Mr. Douglas was born in Quin- 
cy, Mass., and was graduated from 
the University of Alabama. In 
1937 he was advertising and 
sales promotion manager of The 
Gazette, Weymouth, Mass., and 
subsequently, until the war, was 
advertising manager of the Food 
Centers chain in Boston. 


WRCA Ads Deny 
‘No Measurable 
Audience’ Rating 


(Continued from Page 2) 
j;him know who and where they 
were. He said that the first thous- 
and to write to him would get a 
gift (A pocket almanac). Nearly 
500 wrote or wired by 7 a.m. the 


by figuring 19 non-writing listen- 
ers to every writing listener, in line 
with “conservative mail order 
standards”—do not identify Niel- 
sen. They say merely that the No- 
vember report of “one of the rating 
services” couldn’t find a measur- 
able audience for the newscast. 


= George Blechta, Nielsen vp, said 
the New York local radio Nielsens 
do not report on shows if their 
audience is less than 9,300 families, 
which is where Mr. Banghart fell 
in October and November—the last 
|of the seasonal lag in radio. By 


91 


If Mr. Banghart had 192,700 with 
his 9 to 15% share of audience, 
this would mean sets-in-use of 
25 to 30%—and this at 11 o’clock 
at night, he said. 

“This hasn’t happened since 
television reared its head,” Mr. 
Blechta said. 


Boyd Opens Consultant Office 

William Boyd, formerly mana- 
ger of the sales promotion depart- 
ment of Gulf Oil Corp., and most 
recently on the president’s senior 
staff of Westinghouse Air Brake 
Co., has opened a marketing con- 
sultant office in the Investment 


Ts MS gn RE RS ca a ees Se: ear Jo wie ae 


nelly : . ‘ following day. Within three days,| December, the show was up, and 
is a ‘molehill a A molehill man| DAVID BOYD WARD nearly 10,000 persons had let him| by January it was up still further,| Bldg., Pittsburgh. 
y) is a pseudo-busy executive who New York, March 20—David| know who and where they were. he said. 


comes to work at 9 a.m. and finds) Rovq Ward, 34, advertising pro-| Pleased to find it wasn’t deserted| Mr. Blechta pointed out that the | 
| a molehill on his desk. He has un-/| ction manager of Deering, Milli-|after all, WRCA has been doing | newsman made his audience ap-| REE SAMPLE—New Scissors end Pastes” 
i til 5 p.m. to make the molehill into/; 4, g Co., maker of cotton and/some bragging about the situation. | peal in a peak listening season—| Pt art Service by the originators of cre- 
} a mountain. An accomplished worsted goods, died of a heart at-|Spreads in business papers pro-| February—while the rating quoted | ative layout devices. Get your copy of 
molehill man will often have his|tack March 14 in his office here.|claimed the news that there is|in the ad was from a month with| thé new monthly Clipper—cll new in 


mountain finished even before| i. was a grandson and namesake|somebody “out there” listening|a lower sets-in-use level. size, format, content, ideas — sample, 
lunch. of the founder of Ward Baking Co.|when Mr. Banghart reports the! Furthermore, the Nielsen execu-| YOURS ts oe ag aged oeeapene! 
e “Crisis is a word used in adver-| After attending Allegheny College, | day’s happenings. tive said he considered WRCA call og aa og pp abet 
tising circles to refer to any minor |he served as a pilot in the Army| These ads, which project the 9,- a bit optimistic in counting 19 non-| jne., Box 806A, Peoric, Nine ee 
incident to which the word ‘emer-| Air Force during World War II. | 635 writers to 192,700 listeners—|writer listeners for every writer. 


how’s YOUR 


marksmanship? 


cause it was a by-product of ad- 
vertising. Ability, merit and talent 
were not requirements of writers 
and actors working in the industry. 
; Audiences had to be attracted for 
i advertising purposes at any cost 
' and by any artifice. Standards 
j were gradually lowered... Radio 
was the only profession in which 
the unfit could survive.” 


Whether you’re in a Belgian crossbow shoot or the more competitive 
business of selecting media, nothing’s more vital than hitting the target 
squarely — and often. 

Advertisers who use The National Geographic find its more than 2,000,000 
families a remarkable market. Not only BIG in size, it’s also BIG in 
characteristics that make good customers. 


/ 
| s This week, while the newspaper 
4 editorials and radio and tv pro- 
‘ grams were eulogizing Fred Allen 
I for his contributions to the art of 
y humor, these words from the end 
of his book had a very ironic ring: 
“Whether he knows it or not, the 
i comedian is on the treadmill to 
: oblivion ... All that a comedian has 
} to show for his years of work and 


| | aggravation is the echo of forgotten Our newest readership study* documents some of these: 


I laughter.” 

@ Income — annual median is now $7,094 (nearly 75% above 
i SS ae te ae Federal Reserve median for U. S.), with about | out of 3 

‘ hem 52, president and publisher in the $10,000-and-up bracket. 


i of Brief, a business paper digest, op ‘su ent a , 
, and former promotion manager of @ Responsibilities —33% are business executives (owners, 
several New York newspapers, artners, presidents and corporate officer REP. 
died last night at Mount Vernon P »P , Pp c s, etc.) ; 25 % have 
managerial or supervisory posts; 12% are in professional 
or technical occupations. 


hospital. He had suffered a stroke 
t yesterday morning. 
yl Mr. Tracy was born in Ports- 
} mouth, Va. and attended New @ Ownership —93% own at least one car, 37% have two or 
i 


York University from 1919 to 1921. ‘ 
: After trying several jobs in the more cars; 82% own their homes, 21% also own second 
residences or Summer homes. 


| Midwest, he joined Cramer-Kras- 
selt Co., Milwaukee, in 1926, be- 
coming promotion and research di- @ Education — 54% went to college; over one-third of 


rector. From 1931 to ’33 he was , 
publicity director of Al Paul Lef- these took post-graduate studies. 
ton Co., Philadelphia. ’ , . p 
From 1933 to 1949, Mr. Tracy @ Reader loyalty — median length of National Geographic 
Was promecin Giueter, suces- readership is almost 13 years (with voluntary renewal 


sively, of the New York Evening 
Journal, New York Mirror, New ata phenomenal 89% !) 


York World-Telegram, and Look. 
From 1944 to ’49 he was also a 
partner in the public relations or- 
ganization of Tracy-Robinson. 


et 


Me, Mil irae gy ee Sr ee eee 


When you place your advertising messages in The National Geographic 
you’re on target. Let us help you draw your advertising bow soon! 
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@ In 1949 Mr. Tracy launched 
Brief, with an initial distribution 
of 5,000 copies. Today, it has a 
D distribution of 40,000 copies. It 
briefs selling ideas and business 
news reported in 42 business pub- 
lications and is syndicated to var- 
ious types of business organization. 
Brief Publishing Co. also pub- 
lishes external house organs for 
several companies. 

Mr. Tracy was a member of the 
Theodore Club and had served as 
H president of both the National 

Newspaper Promotion Assn. and 

the former New York r.. wspaper 
| promotion managers group, which 
; 


*All the facts are yours in a just-issued 
report, “Graphic Evidence.” Glad to send 
a copy. 


THE NATIONAL 
GEOGRAPHIC 
MAGAZINE 


Washington 6, D.C. 


with the ideal audience 
for quality products and services 


was disbanded last December. 


RICHARD S. DOUGLAS 

New York, March 21—Richard 
Scanlon Douglas, 44, advertising 
and sales promotion director of 
Fieldcrest Mills, manufacturer of 
sheets, blankets, towels and sim- 
ilar products, died March 19 of a iS 
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Marie does It 
FASTER... 


complete mailings, multl- 

graphing, mimeograph- 

ing, addressing, fill-in on 

multigraphed letters, 
planographing. 

Marie keeps your Mail- 

ing List up-to-date, frees you 

from detail work. For rush pick-up, 

uick service and fast delivery 


he Sra 


ALL WAbash 2-8655. 
5, a 


431 S. Dearborn Sireet, Chicago 


, Herbert Baker Adds Three 

| Herbert Baker Advertising, Chi- 
cago, has been appointed to handle 
advertising for three new accounts. 
They are Pollak Luminescent 
Corp., Chicago maker of fluor- 
lescent paints and chemicals, lu- 
|minescent tubes and equipment 
and Ascot industrial cleaners; Cook 
Machinery Co., Dallas, laundry 
equipment manufacturer, and Ald 
|Inc., Chicago, distributor of com- 
|mercial laundry equipment and 
|merchandising organization for 
Westinghouse Laundromat- 
equipped laundries. 


Working People 


1954 to 33,246 in 1955 


Fort Wayne Employment Up! 


People C of C Figures Show! 
Employment average jumps from 32,308 in 


Bank debits hit $2,671,007,000 in 1955 com- 
pared with $2,297,750,000 in 1954 
Corloading, transportation, industrial gas and 
power consumption show big increases. 


FORT WAYNE NEWSPAPERS, INC., Agent 
Che News-Sentinel * THE JouRNAL-GAZETTE 


are Spending 


FORT WAYNE 


| 


Represented by Allen-Kiepp Co.—New York—Chicago—Detroit—Sen Francisco 


Ad Program Is 

Credit Rating Clue. 

‘Banking’ Study Finds 
New York, March 20—Many top 

bank executives regard the adver- 

tising and marketing programs of 

their commercial customers as an 


important index to the company’s 
stability and future. 


| 


| 
| 


Their interest in the advertising | 


factor is reflected in a survey just 
completed by the American Bank- 
ers Assn.’s publication, Banking. 
The magazine asked chief execu- 
tive officers of 500 banks through- 
out the country what advertising 
had to do with their client evalua- 
tions. Responses were received 
from 117 bankers in as many cities. 

To the query, “Do you or your 


officers have occasion to review a} 


company’s marketing and adver- 
tising policies as one of the qualifi- 
cations for a commercial loan or 
line of credit?” 71 bankers said 
yes; 40 said no. Typical comment) 
by a banker answering affirma- 
tively was that advertising policies 
“are a very important part of the 
loan analysis, because they have a 
marked effect on consumer accept- 
ance and, therefore, sales.” 


s Another question was, “In your 
opinion, does the advertising and 


*In Five Years South Florida’s Popula- 
tion Has Increased over 400,000 — to 
1,210,000. The increase alone equals 
the entire population of such cities as 
Richmond .(Va.), Flint (Mich.), Sacra- 
mento (Calif.), and Syracuse (N.Y.) 
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PEARADISE—This point of sale piece 

features “Pearadise” salad. The 

material is part of a Pacific Coast 

Canned Pear Service promotion. 

Pacific National Advertising Agen- 
cy, Seattle, is the agency. 


promotion program of a company 
have any bearing whatever on the 
market status of its stocks and se- 
curities?” Of the 117 answers, 101 
were yes. Only 11 respondents said 
no, and five gave no answer. An 
eastern banker summed up his af- 
firmative argument when he said, 
“Intelligent advertising is an im- 
portant selling tool. Consequently, 
though the price of a company’s 
securities varies in relation to its 
profit and dividend record, adver- 
tising is an important element in 
the sale and distribution of its 
products and certainly could be 
considered to have a weight in the 
value of these securities, however 
indirectly.” 


N. Y. Lite Runs 19th Ad 
Describing Printing Industry 

“Should Your Child Go into the 
Printing Industry?” is the title of 
the latest article in a continuing 
series of institutional advertise- 
ments being run by New York Life 
Insurance Co. on career opportun- 
ities. The article is by William H. 
Walling, past president of Printing 
Industry of America Inc., and dis- 
cusses the eight major fields in the 
printing industry and money-mak- 
ing opportunities in the business. 

This is the 19th ad in the series. 
Compton Advertising, New York, 
is the agency. 
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\‘Know Objectives 
‘Before Starting Ad 
Drive,’ DeWolf Urges 


MontTREAL, March 20—It’s im- 
|portant to set the stage and know 
|what your long-term objective is 
before you launch an advertising 
campaign, John DeWolf, vp, G. M. 
|Basford Co., New York, told the In- 
dustrial Advertisers Assn. of Mon- 
treal last week. 


| Since advertising is a low-pres- 


sure selling medium, Mr. DeWolf 
|said, it is important to plan thor- 
oughly what you want to say and 
how you want to present facts, not 
simply in one ad but in each link 
of a chain of ads to be used in a 
| campaign. 

Ads should not be created as sin- 
gle messages, he said, but as parts 
of a whole point of view. 


® Nevertheless, he said, each ad 
must be a complete unit in itself, 
and it must do two basic things: 
Get attention and arouse curiousi- 
ty. An ad, he said, must have visual 
magnetism. A picture in an ad 
must have the ability to catch and 
hold the eye. It must also arouse 
curiosity and lead the reader’s eye 
into the headline, which should 
move his eye into the copy. 

Various ways of doing this, Mr. 
DeWolf suggested, are use of news, 
human interest stories, helpful in- 
formation, incongruity, and certain 
types of products likely to interest 
readers of particular magazines. 

“In short,” Mr. DeWolf said. 
“start your campaign with a fun- 
damental objective, find a hook on 
which to hang each individual ad, 
and layout with maximum visual 
appeal. 

“It still takes a good creative 
man,” he said, “to build an ad or 
ads around these principles, and it 
also takes maximum adaptability 
to do it within most budget limita- 
tions.” 


Mullican Names Meeker VP 

Mullican Co., Louisville, has ap- 
pointed C. Kenneth Meeker a vp. 
|Mr. Meeker joined the agency in 
|1954 as an account executive. He 
|previously was with WHAS, Louis- 
ville. 


Koppers Promotes Domin 

W. M. Domin has been promoted 
|to assistant manager of advertising 
| of Koppers Co., Pittsburgh. He 
joined Koppers in 1952. 


IG and still growing 


Rockford, Illinois is growing faster 
than ever before in its history. Two 
more huge new factories are about com- 
pleted and ready to go into production. 
Over $10 million in new retail outlets 

. including new Sears and a new 
Goldblatt store .. . started in 1955 are 
opening this spring. The expansion is 
continuing with a new $5 million fac- 
tory covering six city blocks to be 
started in March. You can take advan- 
tage of this extraordinary growth. 
Advertise your product or service in the 
Rockford Morning Star and Register- 
Republic for complete coverage of this 
rich 13-county trading area of northern 
Illinois and southern Wisconsin. Four- 
color press facilities can add to your 
campaign’s selling punch. 


~~ + a 


2 
Represented Nationally by 4* 
Peters, Griffin, Woodward, Inc. 


WTV4J - Florida’s FIRST Television Station; FIRST 
with Full 100,000 Watts Power; FIRST with a 
1,000 ft. Tower; FIRST with the World's Largest 
Remote Unit; Now Becomes FIRST with Local 
Color TV in Fabulous South Florida. 


TUS Zemel 


MIAMI 


134,448 A.B.C. CITY ZONE eZ 
441,222 A.B.C. RETAIL TRADING ZONE 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


Represented Nationally by Burke; Kuipers & Mahoney, Inc. 


West Rockford, H.S. 
1955-1956 
State Basketball 
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th SHOW PLACE 
¢f ADVERTISING me 


After seeing several issues of Advertising Requirements, a subscriber 
remarked to us that AR looked like “The Showplace of Advertising.” 


We at Advertising Requirements rather like that. For applied to AR, it’s a 
double-barrelled description that fits both its personality and its function. 
Not only has AR become a “show place” with its eye-catching array of color 
ads, spreads and inserts, but it's an ideal publication to show advertising men 
how they can add special effects and increased effectiveness to their own 


campaigns. 


The only publication devoted to production, promotion and merchandising 
phases of advertising, Advertising Requirements is followed closely every 
month by over 21,000 advertising men who plan, create and direct both 
national and local advertising. Always looking for the new and the different, 
AR’s followers like to be shown new products, new effects, new advertising 


ideas they can put to work. 


More and more advertisers are capitalizing on this interest in “The Show 
Place of Advertising.” With actual samples furnished in the form of inserts, 
with color dramatizing the appearance of products and finished printing, with 
sales messages suggesting both “how-to-do-it” and “where-to-buy-it,” they are 
reaping profitable responses from this $3 Billion market. 


Why not show your products or services to Advertising Management—and 
let Advertising Requirements show you a calibre of response unique to 
“The Show Place of Advertising?” 


Advertising 
Requirements 


200 E. ILLINOIS ST CHICAGO 11 


Published By The Publishers of ADVERTISING AGE 
and INDUSTRIAL MARKETING 
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Disagrees with Evans 
on Cure for Mergers 

To the Editor: I cannot agree 
with T. M. Evans, president of 
H. K. Porter Co., that “our prob- 
lem is to curb the concentration 
of control in our extremely large 
corporations.” Continuing, he con- 
tends that the most practical and 
the simplest solution would be a 
graduated corporate income tax | 
which would eliminate the incen-| 
tive for large concerns to merge} 
(AA, Feb. 20). 


ent ills. Here they are: 


property of all emigrants and 
rebels.” The most vicious tax in 
the hands of unscrupulous politi- 
cians and bureaucrats is the grad- 
uated income tax. Then, confisca- 
tion by taxation. 

If business men would analyze 
their problems more carefully, 
they would find these problems 

May I remind business men/prevalent today: (1) excessive 
everywhere, your troubles today | taxes, including the graduated and 
originate from unscrupulous poli-| corporate income taxes, both fed- 
ticians and Big Government. Com- eral and state; (2) the antagonism 
pare these items from the Com- of organized labor bosses and so- 
munist Manifesto with present-day cialistic, communistic minded pol- 


There’s An Easier Way 
To Get Attention... 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


politicians and laws, and you have 
|the answer to many of your pres- 
ee 
heavy progressive or graduated 
income tax. 4. Confiscation of the 


some of his conclusions but they 
|are conclusions drawn from rea- 
sonable premises. 

The humor is monotonal, ex- 
pressed with the sarcasm and cyni- 


iticians; (3) 


of free enterprise; (4) the opposi- 
tion of many business men to com- 
petition and a free market; (5) 
the opposition of many uninformed 
and misinformed people to a limit- 
ed government; (6) many people 
desire liberty and freedom for 
themselves but are very reluctant 
to grant these to others. A free 
man enjoys the libertarian phi- 
losophy: the free market place, 
limited government and the dig- 
nity of the individual. 

I believe business mergers today 
are the direct result of fear of the 
business future—fear of unscrupu- 
lous politicians and Big Govern- 
ment. There are really only two 
basic forms of government: free- 
dom of the individual with re- 
stricted government, or restricted 
individuals with freedom only for 


ithe government. Free institutions | 


}cannot long survive when the vast 
|powers of government may be 
|marshaled against the people to 
| perpetrate a given policy. 
| Plato said it: “The penalty good 
men pay for indifference to public 
affairs is to be ruled by evil men.” 
I have done professional ac- 
|counting for 35 years for private 
\firms and federal and state gov- 


the opposition of of sour grapes. Or perhaps I should 
many uninformed and misinformed | say fermented grapes since much 
business men to the advantages of the “wit” seems to lean on fat- 


| cism of a college frosh. The whole 
|mish-mash gives off the wry odor 


| uous references to the writer’s 


jaleoholic preferences. My! Aren’t 
/ we Manhattan though! 
Has C.M.C. taken the whip to an 
ad of mine? Is that my beef? No, 
and I hope it never does—unless 
the writer or writers eschew the 

furtive cloak of anonymity. 
DONALD DAVID, 
Bloomfield Hills, Mich. 

* 7 o 
Calls Sales Results Only 
Just Criticism of Ads 

To the Editor: Advertising “ex- 
| perts” have continuously criticized 
| the copy and layout of ads that are 
being produced. This copy is not 
smooth. ..that layout isn’t esthetic 
...it is too busy...it’s too simple 
|or, in effect, it’s not a la Madison 
Ave. 
I may be naive or cockeyed, but 
|I thought that copy, layout, and ad- 
vertising as a whole had only one 
| significant purpose. That is to sell! 
| If the only reason we create copy, 
layout, etc., is for Madison Ave., 
|then possibly all these criticisms 
‘are justified. But advertising is 
| produced—at least in my estima- 
| tion—to get the average potential 
| buyer to use our product or service. 


‘ernments; I write from actual | And, the quality of advertising can, 


|}experience. Today, many business | 
men would like to sell their busi- | 


therefore, only be judged by the 
results it produces! Has it sold?— 


nesses. Why? In the meantime: | #4 how much? 


The le shall continue their) At tumes, i’ve viewed tv spots 
peop that were not centered on the 


worries! 
F. B. Trisko, screen. I don’t know whether it 

Dealer, Advertising Special- | “#5 done on purpose, but I do 
ties, St. Paul. |know that my eye never budged 


° e ~es the screen, just —e. to see 
| if the seeming error wou cor- 

Gets aLashing |rected. Possibly Madison Ave. 
To the Editor: I’m well aware} wouldn’t call those spots esthetic, 

| that this will not be the first nor| put if their aim was to catch the 
| the last protest against The Crea-| sometimes roving attention of the 
\tive Man’s Corner. So don’t lean|ty viewer, then they certainly pro- 
|back and pat your paunch while|duced the desired results. It ap- 


. 
‘Creative Man 


THE BEST. WAY... 


Sell to men? Catch your customer's atten- 
tion in a subtle way! Reach 1,200,000 
reader-buyers. 98% male. Concentrate in 
THE SPORTING NEWS. Men buy it, like it, 


read it from the front page to the last. . x -_ | 
And have confidence in it. It’s almost as ot e "6 
old as baseball itself and just as lively! ~— 


2018 Wazhington Ave., St. Louis 
TON — CHICAGO — DETROIT 


PHILADELPHIA NEW 


Los A 
CLEVELAND 


YORK 


ow 


alecky, pure and simple (I cite the 
| Lipton tea ad carpings as a typical 


|}must achieve. Contrast these fail- | 
ings with the type of criticism giv- 
len in Salesense in Advertising by 
| Jim Woolf. One may disagree with 


| you snicker, “Another sucker has | 
| taken the hook.” Perhaps you ac- 
|tually do believe you can arouse 
| constructive, intelligent controver- 
|sy by taunting conscientious read- 
/ers with these irresponsible mut- 
| terings. But I think not—and there | 
are those who may agree with me. | 

The writing in C.M.C. is smart | 


example). The comments are not 
based on logic nor on an under- 
standing of the objectives the ads 


| bial trees. Our job is to sell a prod- 
uct. 


|should be in terms of actual re- 


pears that certain critics are losing 
sight of the forest for the prover- 


The advertising is not the 
product, but only the medium. The 
only just criticism of advertising 


sults. 
ALLAN S. Lyons, 
Sales Promotion Manager, 
Roberta Owens Division of 
Arcinco Inc., Passaic, N.J. 
os e * 
Local Trademarks Hasn't 
‘Lost’ 51,000 Clients 


To the Editor: The article on 


Advertising Age, March 26, 1956 


20 issue, was a fine piece of re- 
porting. And it was a most clear 
explanation of a little known facet 
of the advertising business. 

Two points that appeared in it, 
however, need some clarification: 

It was stated that Local Trade- 
marks Inc. embraced two other 
outfits: Norm Advertising and 
Film Commercials. Norm Adver- 
tising is an affiliated company. 
Film Commercials is the only sub- 
sidiary of Local Trademarks. 

It was also stated that Local 
Trademarks has “lost” 51,000 
clients since 1939. Actually our 
clients sign a one-year contract 
with us and we have had 56,000 
such contracts since 1939. But 
many of these are renewals. A 
client with us 15 years, for exam- 
ple, has signed 15 separate con- 
tracts, so that the difference be- 
tween 56,000 contracts and our 
present roster of 5,000 clients does 
not represent a loss of 51,000 cus- 
tomers. We have several thousand 
clients who have been satisfied 
subscribers to our services for a 
number of years. Our total of 56,- 
000 contracts is a tribute to the 
value of our services. 

J. C. RYDER, 
Vice-President, Local Trade- 
marks Inc., New York. 


Census Bureau Clarifies 
Metropolitan Area Points 

To the Editor: It was very grat- 
ifying to the Census Bureau to 
note the importance which ApDvER- 
TISING AGE attaches to the data 
gathered in the Census of Busi- 
ness as evidenced by your devot- 
ing 8% full pages to the presenta- 
tion of your special compilation of 
1954-1948 changes in retail sales 
for metropolitan areas in the issue 
of Feb. 20, 1956. However, since 
the publication of your compila- 
tion we have received several in- 
quiries which suggest that some 
readers have somewhat misunder- 
stood the nature of your contribu- 
tion.- It would, therefore, be ap- 
preciated if you would publish 
this letter so that such impres- 
sions may be corrected. 

From a statement on Page 86 
that “the Bureau has decided to 
limit its publication of Standard 
Metropolitan Area figures to 49 of 
the largest Metropolitan areas,” 
some readers have gathered the 
impression that such data are not 
included in the bureau’s final pub- 
lication program. Of course, your 
headnote on the table appearing 
on Page 58 does make clear that 
these data will eventually be pub- 
lished by the bureau. Similarly, 
the follow paragraph on Page 86 
may have given the impression 
that the bureau does not intend 


our firm, on Page 66 of your Feb. 


to publish the 18 standard metro- 
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Advertising Age, March 26, 1956 


politan areas in New England. This | true, should it not be a matter for | 
is true only with respect to the|individual investigation by the 
preliminary release program. We|Securities Exchange Commission, 
do intend to publish the data for| rather than a cause for damnation 
New England within the next few | of the annual report as a method of 
months, as is also implied by your effective communication? 
table headnote. | Conversely, is it not likely that | 
Finally, it should be understood | most corporations have come to use 
that your copyright of the table | excellent graphic design and plain- 
appearing on Page 58 and follow-/|ly spoken English in their annual 
ing cannot involve the individual | reports precisely as a means to 
figures shown, since the dollar| make clear that which few of their 
sales figures were all taken from | stockholders, or prospective stock- 
published Census sources. Census holders, are capable of grasping 
Bureau publications are never | from an accountant’s cold, statisti- 
copyrighted. leal balance sheet? Would figures 
In developing these points for | alone in any volume eliminate 
clarification I do not, of course, |“glossing over of difficulties” as 
mean to question the enterprise |far as the average reader is con- 
of ADVERTISING AcE in being the | cerned? 
first to bring these important mar-| It is true that some annual re- | 
keting data together in an organ-| ports contain charts representative 
ized chart. ‘only of compounded confusion, 
Your cooperation in this matter some seem to be primarily a place 
will be greatly appreciated, as is|to expend excess funds before 
the continuing recognition your | taxes, and some may even be more 
publication has always given to| promotional than reportorial.| 
the value of Census marketing Wherever these flagrancies exist, | 
data. ‘they are examples of poor taste and | 


|relations practice. 


95 


judgment perpetrated by inept and| AIM is attacking. When violations; Acre. This article states that Fal- 
misplaced personnel or consultants. | of good taste and good business|staff outsold all other brands in 
The worst possible charge is that| practice do occur, it is often be-| Texas in 1955. This is untrue. The 
they do not exhibit the essential) cause management has treated its| Pearl Brewing Co. has the largest 
principles of professional public| function in public relations with| selling beer in Texas and in 1955 
|its left hand, calling upon a vice- | sold 863,534 barrels of Pearl beer 
The function of the annual re-| president, experienced in his own in the state of Texas. This was 


| port is to inform. It is not wrong, | field but inexperienced in this re-| approximately 20,000 barrels ahead 


therefore, that in informing they | gard, to do the thinking and relying| of Falstaff. 
also tend to sell. .. for providing in-| upon a printer rather than a de-| Also, in 1954 Pearl beer was the 
formation is a basic and concurrent | signer to do the creative visualiza-| largest selling beer in the state of 
attribute of all salesmanship. | tion. Texas and inference is made in 
Public relations, like morale, is| The AIM, if it must at all, should | this story that Falstaff could have 
still a function of management, and | condemn faulty execution of some! been that year. So I think you will 
that management’s annual report! annual reports, but certainly not|agree that the article is slightly 
is very definitely in the broad field | annual reports, per se. | slanted. Someone certainly permit- 
of public communication, no longer | R. E. STIVERS, |ted his enthusiasm to get the bet- 
in the narrow field of the closed | P.S. Promotion Service, Wash- iter of him. 
directors’ meeting. Where manage-| ington, D.C. | Ifa retraction of this is possible 
ment does not know where to turn | . . * lI think it only fitting that it be 
in its relations with the public, of made. I furnish you this informa- 
which stockholders are only a frac- Says Pearl Beer Led tion and have records to back it 
tion, it can call upon trained and/|in Texas Sales jup. I read ApbverrIsINnc AGE, 
qualified public relations prac-| To the Editor: Being familiar | think it is a fine publication, but 
ticioners as readily as it calls upon| with the brewing business in the|I can’t stand these untruths. 


the accountant for a balance sheet. | state of Texas I would like to call | Harvey J. BoLseEr, 


Good concept, good design, good | to your attention the article per-| Assistant General Manager, 
writing and good sense will seldom | taining to Falstaff’s recent release} Pearl Brewing Co., San An- 
produce the type of annual report | in the March 5, 1956, ADVERTISING tonio. 


RosBert W. BurcEss, 
Director, Bureau of the Cen- 
sus, Washington, D.C. 
AA is delighted to clarify the 
situation. ALL the figures used 


There are two sides to most situations... 


were official Census figures, avail- 
able to anyone. AA simply hired 
statistical help to arrange them so 
that they related to metropolitan | 
areas for the two periods—a mat- 
ter, incidentally, of 70 hours of | 
concentrated labor. 


e . e 
Weir's Talk on Lennen 
Gets Readers’ Praise 

To the Editor: It is with great | 
hesitation that I write you a letter 
so soon after you published a pre-| 
vious one. Yet I want to commend 
most highly Walter Weir’s article 
about Mr. Lennen and creative 
writing (AA, March 5). 

Every agency should make it re- 
quired reading for the entire staff. 
Executives in particular should 
give it their thoughtful attention. If 
agency people would only read) 
what Mr. Weir has to say, and/| 
would believe it in their hearts, the | 
world would be a happier place for | 
advertising executives, for copy-| 
writers, and for clients. 

Epwarp L. Gorpy, | 

Standard Oil Co. (Ind.), Chi- 

cago. 


| 


To the Editor: I have just 
finished reading Walter Weir’s| 
comments on the genius and hu-| 
manity of the late Phil Lennen as 
published in your March 5 issue. 

Several thousand other AA read- 
ers would wish to join me, I am 
sure, in sincerely thanking Mr. | 
Weir for these remarks’ and in) 
thanking ApveRTISING AGE for 
bringing them to those of us who 
did not attend the meeting at 
which they were made. 

Mr. Weir’s particular expressions 
that (1) exceptional faith will be 
found underlying all exceptional | 
creative talent; (2) that love of 
reading and writing is a must for 
writing greatness; and (3) that) 
writing is rather learned than | 
taught—these expressions I thought 
very valid indeed and worthy of) 
much reflection by anyone inter-| 
ested in improving his skill in| 
writing. 

WILLIAM S. Power, 
Promotion Department, The 
American Weekly, New York. | 

© a y 


Thinks AIM's Criticism of 
Annual Reports Too Broad 

To the Editor: In contending that 
corporate annual reports should not 
be instruments of good public re-| 
lations, the American Institute of 
Management may be flying blind | 
into a strong headwind (AA, Feb. 
27). 

Question: Is the AIM implying) 
that a sizable number of corpora- 
tions are cleverly misrepresenting 
or falsely coloring their fiscal posi- 
tion through the medium of 
“gaudy” annual reports? If this is | 


And 


you must use 


dailies serving 


cross 


To tell your story profitably on the booming 
New Jersey side of the Valley, the media 


POST and the TRENTON TIMES —the key 


and selling are local." 


It pays to 


Delaware 


—— 
i 


there are two sides to the 
DELAWARE VALLEY 


Market fact. Most of the $1.5 billion devel- 
opment in the Delaware Valley since 1950 
has occurred in the Camden-Trenton market 
—one reason, perhaps, why Consumer 
Spendabie Income there is 9.2% above the 
U. S. average. 


are the CAMDEN COURIER- 


an area in which “all buying 


subae dae 


TIMES 


Established 1883 


CAMDEN 


COURIER-POST 


Established 1875 


the 


* Philadelphia * © Detroit 


| | aca 


Say ee ie - eae oe, ee me 
2 2 wae ee | 
NA = 5 - Fane Tis i : as. ee a eee a 
\{ : 2 
ee = . 
i 
; sg 
| 
Re. HAIRCUT} | 
tg : gare | NOW | we 
— ee! I _# 1.52 | 
’ : ts, 9 
~ = ; ca ay" 5 
i OA” i) ie | 
am F ae : 
—_— a ; C) ' 
iat Ag Sg ama a Nk : 
4 ‘se s j Wire ae iss ee : Ae o “tt : 5 
E af wae ‘7 | 
| ey * B, . hos § % 
Pit ah my i < 3 ; , ae M2 
=e es ae P 7 a f 
4 i= Ae comcast oye ~ -& \: 
un . 
' ee : 
| . 
| ee | 
f 
a : 
' EE ~ 
' :: 
SSS eee ea : —- <b PS cae - 
i : Sa : 
se 2 Ng a se ; 
, cee | lis : . 
= “ : ‘7 e ai 
| . } res Pe i : 
{ $a anna etree cea ee rece MMR Re, \ 
Represented notionally by GEORGE A. McDEVITT CO., INC. © New York © Chicago [ii IIIS 
' | F 
if x ; 
‘ - Ss 5 fae ox 2. see < aie 3 a ss d 2 vs “i z : Dae sf ; 7 _ “a i si a 4 a be ex: y kee B a An # Be - na . 5% is J £ “4 Pe a: 


96 


‘55 Liquor Consumption Gains 5.3% Over ‘54 
for 2nd Best Year, ‘True’ Report Shows 


New York, March 21—Liquor 
consumption in 1955 was up 5.3% 
over 1954. It totaled 199,570,748 
wine gallons compared with '54’s 
189,470,688 gals. This made '55 the 
second best year, consumption- 
wise, since Repeal. The record 
year was 1946 when 230,981,503 
gals. were consumed. 

Per capita consumption in °'55 
was 1.21 gals., an increase of 2.5% 
over °54’s 1.18 gals. 

There has been little change in 
the ranking of states as liquor 
markets. New York, California 
and Illinois remain the top three 
in distilled spirits consumption. 
The leading 15 states account for 
72.8% of total volume. 


@ These facts are presented by 
True in its monthly report on 
beverage industry trends. It was 
prepared by Lester S. Abberbock 
of Fawcett Publications’ research 


department. 

Bottling of domestic whiskies in 
‘55 failed to keep pace with the 
|output of other liquors, the report 
| says. Straight whisky was the only 
domestic whisky on the plus side 
of the ledger last year. Other 
liquors were led by vodka with a 
94.4% increase, brandy with a 
13.6% gain, gin which rose 10.9%, 
and cordials which had an 8.1% 
increase. 

Puerto Rican rum shipments to 
the U.S. scored a 12.1% increase 
last year. By promoting rum as an 
all-year drink, demand has ex- 
panded, the report says, and it 
predicts that a “continued drive 
should enable Puerto Rican rums 
to increase their market.” 


|® Distillers and importers, the 
|report points out, spent a record 
| $27,000,000 to advertise their prod- 
| ucts in magazines in 1955. This 


was $3,500,000, or 14.8%, higher 
than the previous record set in 
1951. Blended whisky led all other 
liquors in expenditure for maga- 
zine advertising, and True predicts 
ja new high in magazine liquor 
advertising in ’56. 

Domestic distilled spirits bottled 
in °55 totaled 178,500,000 wine 
gallons, an increase of 5.6% over 
54. Whisky bottling gained less 
than average (2.3%), while other 
liquors rose 19.9%, the report 
shows. As a result, it notes, whis- 
kies’ share of domestic bottling 
dropped to 78.6% of the total 
from 81.2% in ’54. 


® Blended whisky bottled in °55 
was 81,492,645 wine gallons, a 
decline of 1.5% from the 82,717,- 
613 gals. in °54. It represented | 
45.6% of the total market in ’55| 
compared with 48.9% in ’54. 

Straight whisky and blends of | 
straights amounted to 46,085,213) 
gals., up 11.4% from the 41,385,-| 
320 gals. in °54. It represented | 
25.8% of total domestic liquor 
bottling in °55 compared with 
24.5% in ’54. 

Bonded whisky bottled in °55| 


luses black against yellow. Mc- 


=! 


HIGH sTyLE—Ohio Bell Telephone 
Co. has spruced up its Cleveland 
phone books. The alphabetical 
book has a green phone on a char- 
coal background, the classified 


Cann-Erickson, Cleveland, devel- 
oped the design. 


of 1954.” 

Tax-paid withdrawals of do- 
mestic wine were 136,500,000 gals. 
in *55, a new record, the report 


was 12,868,700 gals., down 2.7% |shows. Table wines managed to 
from the 13,222,442 gals. in °54.| finish the year strong, and also 
In percentage of total domestic|set a record, namely 38,572,483 
| bottling it dipped to 7.2% in °55 | gals., up 0.2% over the 38,480,050 
from 7.8% in ’54. gals. of ’54. 


- 


Love at First Meeting... 


Pretty nice—especially in the mechanics 
of advertising. On the immediate “‘affin- 
ity’? of your advertising plates and paper 
and ink depends their exact reproduction 
in millions of pages. Quite a factor in 
reader attention—in insuring highest re- 
turns on a big investment in brains, labor 
and white space. Experienced production 
men know this... It’s quite logical that 
scores of them—successful ones—demand 
ROGERS skill, craftsmanship and knowl- 
edge of media requirements in producing 
their original photo-engravings. 


ROGERS 


engraving company 
2001 calumet avenue « chicago 16 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 


P= 
Z 
ope 


® Vodka and gin led the field of 
other liquors with gains of 3,400,- 
|}000 and 2,000,000 gals. respec- 
| tively. Total domestic gin bottled 
totaled 20,444,608 gals. in °55, up 
|10.9% over the 18,432,235 gals. in 
| 54. In percentage of total it moved | 
lup from 10.9% in 54 to 11.4% in| 
|°55. Vodka bottling in °55 was) 
| 6,963,475 gals., up 94.4% over the | 
3,581,428 gals. of ’54. In percent-| 
age of total it moved up to 3.9% 
in °55 from 2.1% in ’54. 

Domestic rum had a slight drop 
(15,000 gals. or 2.1%), the only 
distilled spirit outside of the whis- 
ky field to record a loss. 


® “Some distillers have great 
cause to worry about their aging 
|whisky inventories,” the report 
says. “As of Dec. 31, 1955, nearly 
30,000,000 tax gallons of whisky in 
| government warehouses were sev- 
jen to eight years old, and taxes 
lon this whisky will soon have to 
|be paid. This is 7,000,000 more 
}gallons than were in this age 
\bracket as of June 30, 1955, and 
20,000,000 more than at the end | 


® Wine advertising in magazines 
| also reached a new level last year. 


Advertising Age, March 26, 1956 


ington Corp., New York, in ex- 
change for Worthington common 
stock. The transfer is scheduled to 
go into effect about March 30. The 
Mason-Neilan plant and facilities 
will be operated as the Mason- 
Neilan division of Worthington; no 


}| changes in staff are contemplated. 


Mason-Neilan manufactures con- 
trol valves. Worthington manufac- 
tures pumps, compressors, turbines 
and other types of industrial ma- 
chinery. 


Nabisco Advances Cave 

Nile Cave, formerly assistant di- 
rector of sales of National Biscuit 
Co., has been named general man- 
ager of Nabisco’s special products 
division. He succeeds Hal M. 
Chase, who resigned to become vp 
and director of marketing of Dole 
Hawaiian Pineapple Co. (AA, 
March 12). Nabisco’s special prod- 
ucts division was organized in 
1954 to handle the marketing, dis- 
tribution and sale of the company’s 
cereals and dog food products 
through food brokers, wholesalers 
and chain store warehouses. 


...and of course the biggest 
bonanza in the West is the 


For the first time this classifica- 
tion totaled over $2,000,000, an, 
increase of 26%, the report says. 

Packaged beer in ’55 also} 
climbed to new highs. Total tax- 
paid withdrawals of bottled and 
canned beer were over 66,000,000 
bbls. in °55, a gain of 3.5% over 
54. Draught beer, however, 
showed another loss, down 3.0% 
to 18,796,692 bbls. from 19,377,986 
bbls. in ’54. Of total beer with- 
drawals of 84,974,639 bbls. in °55, 
77.9% was packaged and 22.1% 
draught. In ’54 the total was 83,- 
305,021 bbls., of which 76.7% was 
packaged and 23.3% draught. 

Brewers are currently adding 
additional sizes to their lines of 
bottles and cans, the report notes, 
and it predicts that 1956 should 
see different types of cans in- 
troduced, and new packaging for 
many beers. 


Mason-Neilan Regulator Sold 
Mason-Neilan Regulator Co., 

Boston, has transferred its net as- 

sets, name and good will to Worth-| 
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CALIFORNIA 
STATE 
PACKAGE 


To sell the West, buy the new 
transit advertising package — the 
CALIFORNIA STATE PACKAGE 
... large economy size! 


Reach more Californians! 
CALIFORNIA 


STATE PACKAGE 
covers transit systems serving 75% 


of the state’s population in the 
| dominant market areas... includ- 


lant at Chalmette, in the 


Everything’s New in New Orleans 


New industrial plants. Pictured is the postwar 
Kaiser Aluminum and Chemical Company reduction 


Geshe ground this spring on a new $60 million 
alumina plant at Gramercy, Louisiana. 


Everything's new except the one way to sell it— 


Che Gimes-Picawune 
NEW ORLEANS STATES 
Represented Nationally by JANN & KELLEY, Inc.: 


ing San Francisco, Los Angeles 
and San Diego. 
Save 20%! 

Buyers of full showings in the 
CALIFORNIA 
STATE PACKAGE 
receive a 20% discount. 
Dominate the medium! 
| Buy second full showings for 50% 
| of the discounted rate. 


THIS 
| ADVERTISING 


~—e 


BUY OF THE YEAR 
IS OFFERED BY 


FIELDER, 
SORENSEN & DAVIS 


130 Kearny Street, Son Francisco 8, California 
> 


HARWOOD 
HOYT FAWCETT 


235 Broadway, San Diego |, California 
* 


CALIFORNIA 
TRANSIT ADVERTISING, 
INC, 


2233 Beverly Bivd., Los Angeles 57, California 
ASK YOUR NEAREST MUTUAL OFFICE 


metropolitan area. Kaiser 
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Conventions 


*Indicates first listing in this column. 

March 26-28. Canadian Assn. of Radio 
and Television Broadcasters, annual con- 
vention, Royal York Hotel, Toronto. 

April 4-6. American Public Relations | 
Assn., 12th annual conference and 7th in- 
ternational public relations institute, Ho- | 
tel Statler, Washington, D.C. | 

“April 5-7. Advertising Federation of | 
America, Fifth District annual convention, | 
St. Francis Hotel, Canton, O. 

April 8-12. National Business Publica- 
tions, spring meeting, The Homestead, 
Hot Springs, Va. 

April 10-12. Point-of-Purchase Adver- 
tising Institute, symposium and exhibit, 
Hotel Sheraton-Astor, New York. 

April 12-14. Southern California Adver- 
tising Agency Assn., 6th annual confer- 
ence, Oasis Hotel, Palm Springs. 

April 15-19. National Assn. of Radio and 
Television Broadcasters, 34th annual con- 
vention, Conrad Hilton Hotel, Chicago. 

April 15-21. National Brand Names 
Week, Annual Brand Names Day dinner, 
April 18, Waldorf-Astoria Hotel, New 
York. 

April 19. Advertising conference spon- 
sored by the University of Michigan, 
Ann Arbor. 

April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- | 
Astoria, New York. | 

April 26-28. American Assn. of Adver- 
tising Agencies, 38th annual meeting, The 
Greenbrier, White Sulphur Springs, W. Va. 

April 30-May 2. Assn. of Canadian Ad- 
vertisers, 4lst annual convention, Royal 
York Hotel, Toronto. 

May 3-4. International Advertising 
Assn., annual convention, Hotel Plaza, 
New York. 

May 6-8. Magazine Publishers Assn., 
37th annual meeting, The Greenbrier, | 
White Sulphur Springs, W. Va. 

May 7-8. Outdoor Advertising Assn. 
of America, painted display conference, | 
Hotel Sherman, Chicago. 

May 14-16. National Newspaper Promo- 
tion Assn., 26th annual convention, Hotel | 
Cleveland, Cleveland. 

May 14-17. First Advertising Agency 
Group, annual conference, Hotel Statler, 
Boston. 

May 15-20. National Federation of Ad- 
vertising Agencies, third national con- 
vention, Waldorf-Astoria, New York. 


May 16-18. Catholic Press Assn., an- 
nual convention, Statler Hilton Hotel, 
Dallas. 


May 20-23. National Industrial Adver- 
tisers Assn., 34th annual conference, Pal- | 
mer House, Chicago. 

May 24-27. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

May 25-26. Midwestern Advertising | 
Agency Network, 2nd quarterly business — 
meeting and advertising clinic, Hotel 
Schroeder, Milwaukee. 

June 3-6. National Sales Executives In- | 
ternational Distribution Congress and 
Sales Equipment Fair, Conrad Hilton Ho- 
tel, Chicago. 

June 10-13. Advertising Federation ad 
America, annual convention, Bellevue-| 
Stratford Hotel, Philadelphia. 

June 20-22. American Marketing Assn., 
spring conference, William Penn Hotel, 
Pittsburgh. 

June 24-28. American Newspaper Clas- 
sified Advertising Managers Assn., 36th | 
annual convention, Long Beach, Cal. 

June 24-28. Advertising Assn. of the | 
West, 53rd annual convention, Los An-— 
geles. 

June 28-30. Newspaper Advertising Ex-_ 
ecutives Assn., summer meeting, Empress 
Hotel, Victoria, B. C. 

Aug. 24-28. Mail Advertising Service | 
Assn., 34th annual convention, Drake Ho- 
tel, Chicago. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of | 
America, Tenth District convention, 
Shamrock Hilton Hotel, Houston. 

Sept. 27. Magazine Publishers Assn., fall | 
meeting, Westchester Country Club, Rye, | 
N. Y¥. } 

| 

Oct. 1-3. Direct Mail Advertising Assn., | 


annual convention, Hotel Statler, New | 
York. 
Oct. 8-10. American Photoengravers 


Assn., 60th annual convention and exhibit, 
Hotel Statler, Detroit. 

Oct. 11-13. Pennsylvania Publishers 
Assn., annual convention, Bellevue-Strat- | 
ford Hotel, Philadelphia. 

Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 15-16. Agricultural Publishers 
Assn., annual convention, Chicago Athlet- 
ic Assn., Chicago. 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 
Chicago. 

Oct. 22-23. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Oct. 22-24. Assn. of National Advertis- 
ers, annual meeting, Drake Hotel, Chicago. 
Nov. 11-15. Outdoor Advertising Assn. 
f America, Hotel Ambassador, Los An- 
geles, 
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WATCH IN A WALLET—Gruen Watch 
Co. has come up with a new con- 
cept in packaging watches, placing | 
part of its spring line in Prince. 
Gardner billfolds, the latter be-| 
coming a premium. The package 
above sells for $39.75 complete. 


Bogerts Adds Two Accounts 
The Bogerts Inc., Los Angeles, 


|has been named to handle adver- | 


tising for Miller’s Honey Co., Col- 
ton, Cal., which is reentering the 
consumer market after an ab-| 
sence of a number of years, Ad-| 
vertising will feature a new honey 
spread, Méiller’s creamy-clover | 
pure honey. The agency also has 
been named to handle Automatic | 


|Food Wrapper Sales Co., distribu- 
'tor of the Gellman food wrapper. | 


ARB Now Covers 100 Cities 
American Research Bureau, 
Washington, has added 30 cities to 


‘its city package. Subscribers, who 


are guaranteed reports in 70 cities, 
are now receiving television audi- 
ence reports for 100 cities at no 
additional cost. The bonus cities 
include Dallas, Ft. Worth, Tucson, | 
Topeka, Shreveport, Boise and| 
others. | 


Sylvania Names Odquist product. sales of Sylvania Electric 

Maurice V. Odquist, formerly vp | Products, New York. He previous- 
and director of C & C Super Corp., ly worked with Kenyon & Eck- 
has been named director of new/hardt and Biow Co. 


AMERICA'S 
BOOMINGEST INDUSTRY 


Reach the key execs who specify and purchase for 
the industry that’s BOO-OOO-MING ... AIR 
CONDITIONING-REFRIGERATION. 

Take space in the book they publish. . . 


Published by Members of The American Society of 
amen Engineers. 234 Fifth Avenue, 
ew York 1, N. Y. 


REFRIGERATING 
ENGINEERING 


Habit 


It has been said that habits are cobwebs in the beginning—but steel cables 


in the end. You may apply this to any example you like. But, quite naturally, 


we want to apply it to the reading of business publications. The ones with 


editorial integrity and command over the subject matter with which they deal 


are habit-forming—readers come to depend on them, to be guided by them. They 


reaily get the habit, and finally can’t do without these publications. And that 


is why, as advertising media, they offer such big impact for so little money 


and why advertisers have come to realize that their schedules in business pub- 


lications should properly be as strong and lasting as steel cables. 


The Voice of Authority... 


Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia $9, Pennsylvania 


CHILTON PUBLICATIONS: Department Store Economist + The Iron Age + Hardware Age « Spectator «+ Hardware World 
_ Jewelers’ Circular—Keystone + Automotive Industries + Gas « Distribution Age + Optical Journal and Review of Optometry 


. a Motor Age + Boot and Shoe Recorder « 


Commercial Car Journal + Butane-Propane News + Tele-Tech & Electronic Industries 
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Cotton Pickers 
..- DALLAS - STYLE! 


Board room in the Dallas Cotton Exchange, 
the world’s largest commodities exchange. 
A seat here costs $15,000. 


Dallas Cotton Business 
Bigger than Dallas... 


Dallas is the largest international cotton market 
in the world. Dallas Cotton Exchange members not 
only export a large portion of southwestern cotton 
production, but buy and sell growths world-wide. 
The bulk of Texas’ four-million-bale, $650,000,000 
annual crop is marketed through members of the 
Dallas exchange, who are liaison for the South- 
west’s growers and the world’s spinners. 


Like other Dallas-interested North Texans, 
cotton men come to Dallas for buying, selling, 
banking, financing, shopping, entertainment — 
whatever needs only a big, metropolitan city can 


ONLY THE DALLAS NEWS 
COVERS THE 
BIGGER DALLAS MARKET 


fulfill. They, too, depend on The Dallas News to 
keep informed of their Dallas interest. 


You'll be in high cotton in North Texas when 
your advertising has the advantages of The Dallas 
Morning News’ 20% larger circulation, more selec- 
tive coverage and stronger influence over the 
entire, 72-county, Dallas Market. 


For specific data on selling the Dallas Market, con- 
tact our nearest representative office . . . or inquire 
of The News’ able research staff direct, addressing 
the Advertising Director. 


CRESMER & WOCDWARD, INC., National Representative « New York e Chicago e Detroit e Los Angeles e¢ Atlanta e San Francisco 
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Ghe Dallas Morning News | 


DALLAS’ LARGEST NEWSPAPER: More people BUY The News ... more people READ The 
News...more people are INFLUENCED by The News than any other North Texas newspaper. 
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Feature Section 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Symbolism Holds Lead: Martineau 


C. M. Spots Account-Shift Copy 


Production Man Offers Miscellany . 
Woolf Discusses the Creative Cult 


Words Becoming Less Important, Symbolism More 
Important in Advertising, Says Martineau 


Pierre Martineau, director of research for the Chicago Tribune, has become 
one of the most ardent advocates of “image-building” and one of the most 
severe critics of “reason-why” in advertising. Mr. Martineau, who has also 
been in the forefront of motivation research, recently said some unkind things 
about the editor of Advertising Age and some of the columnists in this publi- 
cation, with the result that James D. Woolf and Clyde Bedell in turn took Mr. 
Martineau rather severely to task in these pages. 

AA's editor believes that this recent interchange reflected somewhat more 
heat than light, and therefore invited Mr. Martineau to tell AA readers ex- 
actly what his position is, in calm, dispassionate and understandable terms, 
if possible. The result is what you see here—an extremely interesting (and 
reasonably calm) exposition of the “image-building” position, with which the 
editor of AA does not necessarily agree, and which might not evoke complete 
agreement from other believers in image-building. 

The controversy, however, is so central to the advertising business that it 


By Pierre D. Martineau 
Director of Research, Chicago Tribune 
While the thoughtful people in adver- 

tising are agreed that it carries greater 
responsibility than ever in the mainten- 
ance of our present high-speed consump- 
tion economy, in the necessity for pre- 
selling because of the drift to automatic 
retailing, in the task of educating the New 
Middle Income class to a higher standard 
of living, at the same time it is also easy 
to see that the task of advertising is more 
difficult than ever because of two factors: 


e a. The multiplicity of advertising mes- 
Sages being showered on the consumer. 


@ b. The standardization of products. 
There are not any great, perceivable dif- 
ferences which can be emphasized to the 
reader between most of the brands. In fact, 
the differences in content are virtually 
non-existent in gasoline, margarine, to- 
bacco, beer, shortening, and the hosts of 
other goods presented in the market 
places. If there are believable, demonstra- 
ble, important product advantages, cer- 
tainly advertising will point them out. But 
in the vast majority of cases today, ad- 
vertising cannot hope to dazzle the con- 
sumer with some tired words about tech- 
nical advantages which the consumer's 
common sense tells him are just not true. 


Re-examine Creative Process 

So the task of the creative people is 
harder. It is not sufficient today just to 
create any advertising. The list of cases 
is endless of heavily advertised brands 
which are steadily losing share of mar- 
ket. The grocery field is witnessing the 
rapia growth of chain private brands 
which, without any advertising, are el- 
bowing many long-promoted manufactur- 
ers’ brands right into oblivion. 

Since the responsibilities of creativity 


f are so much greater, I think the very 
) process of creating should be re-examined 


—- 


in fresh lights because to tell the truth, 
‘don’t think it has ever been clearly set 
orth. It is unfortunate that the great 
creative people have been so busy creat- 
ing that they haven’t taken time to spell 


| outstheir methods. By default the vacu- 


um in advertising theory has been filled 
forthe most part by copy-oriented people 
from the halcyon days of print who have 


| never really understood what advertising 
sis as a communication process. 


s Modern advertising is not a mere post- 
ing of words and stated claims. It is a 
fusion of many modes of communication. 
It uses art, music, color, choreography, 
drama, word imagery, and a wide store- 
house of aesthetic effects such as layout, 
style, animation, all of which are impart- 
ing meanings and associations about our 
products, in many cases far more effec- 
tively than the stated claims. These copy- 
oriented people can’t seem to grasp that 
art is not just something pretty to attract 
attention to their verbiage. Art itself is a 
powerful mode of communication. 

Radio and tv use music, not just for 
background effects, but because they add 
mood and meaning and emotional imag- 
ery. Let me quote Sessions in “The Com- 
poser and His Message”: “Music goes to 


deserves the widest possible discussion. 


the energies which animate our psychic 
life, and out of these creates a pattern 
which has an existence, laws, and human 
significance of its own. It reproduces for 
us the most intimate essence, the tempo 
and energy of our spiritual being... far 
more directly and more specifically than 
is possible through any other medium of 
human communication.” 


= Let me speak from a very fruitful area 
of learning in the universities, the science 
of symbols—inasmuch as all human com- 
munication is by symbols. Particularly let 
me cite Ogden and Richards’ “The Mean- 
ing of Meaning,” Supplement 1 in this 
same book by Malinowski, Hayakawa’s 
“Language in Thought and Action,” and 
two great works by Dr. Susanne Langer, 
“Philosophy in a New Key” and “Feeling 
and Form.” 

As these teachers in semantics and 
symbolic logic point out, there are two 
levels of meaning occurring in all writ- 
ten and spoken communication—that of 


are Lepidoptera—and dry rum.” 


FRESHNESS—Ogilvy successes like this, 

Hathaway and Schweppes, show the pow- 

er of product individuality created almost 
entirely by freshness of tone and art. 


rational thought but also that of evoca- 
tive, affective meaning. Whenever I speak 
to anyone, the person looks through my 
words for the clues to my real meaning, 
the signs which will reveal my true in- 
tentions and feelings. This level of in- 
tuitive meaning is the critical area of 
judgment. In spoken communication other 
people decide what I really mean by my 
gestures, my manner, my tone of voice, 
even by such illogical things as my cos- 
tume. Similarly in each form of advertis- 
ing, the reader or listener is searching for 
the symbols that will say what is behind 
the words, what are my feelings and real 
intentions. 


Language Only One Factor 

The literal-minded seem to overlook 
that language is but one of the ways by 
which humans convey meaning. By song, 
gesture, ritual, religion, painting, orches- 
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THIS SPACE RESERVED 
for a tooth that must last for 68 years 


CLAIMS?—Word watchers often overlook 

the fact that art, color, style, layout 

aesthetics can often add emotionality and 

psychological meanings far more import- 
ant than stated claims. 


.. ce ——$ 
; iF » | 
; af OS) 
| , alee 
af , Sarna: el 
‘ 

oe ." Sw a 
a» i 
: i 
het carry you smeethty throveh the cock! all our 


eee) eee ee eS ee 


MEMORABLE—This sophisticated approach 

will have far greater memorability and 

cash register effect than a dull parade of 
claims about ingredients. 


tration, by ballet, poetry, architecture— 
man has also told his truths by other sets 
of symbols than words. In the February 
Atlantic Monthly, Agnes De Mille writes 
brilliantly of the emotional symbols used 
by the choreographer—the spatial aesthet- 
ics of the stage, the modifications and de- 
viations of the dancer’s body stresses and 
rhythms. The Toulouse-Lautrec exhibit 
which just closed in Chicago attracted 100,- 
000 people who came to enjoy a painter’s 
expression of spiritual truth. The least 
important part of any great novel is the 
story itself; the real meanings come from 
the second and third levels of symbolic 
meanings, the great facts about human ex- 
istence which come between the lines, 
which are never stated explicitly in words. 


® David Ogilvy has concretely demon- 
strated how it is possible for the uncon- 
scious meanings conveyed by art alone to 
triple the sales of a product. Who knows 
what the man with a patch on his eye 
expressed? Whatever it was certainly was 
far, far more important than some uncon- 
vincing words about shirt fabric. 

While some of the old-time advertising 
practitioners profess shock at such glaring 
departures from their preachments, the 
point is that this same process goes on in 
every ad, a searching for the non-rational 
symbols which will guide the reader’s in- 
tuitive judgments, his associations from 
aesthetics and unconscious meanings. 

The whole technique of outdoor adver- 
tising is to create a momentary splash of 
feeling and aesthetic meaning plus name 
identification. By association, the feeling 
and aesthetic meanings will be draped 
around the product, will become part of its 
symbolic character or product image. As 
advertisers today are suddenly aware of 
this concept of product image and realize 
its motive power in buying decision, it 
should be stated that there are far more 
meanings in the product image than just 
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the rational meanings. 

When some one says there are no feel- 
ing-meanings attached to a Campbell’s 
soup or a Marlboro ad because the words 
are factual, this overlooks completely that 
the art, the layout, the style, the color are 
communicating feeling in their own way. 
In Langer’s “Feeling and Form,” she says 
that all aesthetics are a symbolization of 
emotion. The most powerful element in 
the current Campbell line campaign is the 
great art. Jell-O for years has been a 
“something-special dessert” of lightness 
and gaiety created by its art and style. 
The Marlboro campaign has built a whole 
unique personality for the product with 
the symbols from the photography, the 
masculinity of the people and the tattoos 
on their hands. 

I think by far the most important things 
being conveyed about General Motors in 
its current Dave Garroway tv show, 
“Wide, Wide World,” are coming from the 
character of the show itself and the music. 
Infinitely more than the spoken commer- 
cials, these other effects are saying that 
General Motors must be a great organiza- 
tion. 


Less Time for Copy 


As people spend less and less time with 
any individual advertising because they 
have to divide their time over more ad- 
vertising, the reading of the descriptive 
copy shrinks and shrinks, so that more and 
more of the meaning and character of the 
ad has to come from the art and the other 
non-rational effects. Similarly in electron- 
ic advertising the content of the shows, 
the animation and affective devices in the 
commercials, the personalities of the an- 
nouncers in so many demonstrable in- 
stances are the differences between suc- 
cess and failure, not the literal meaning of 
the product claims. 


® Retail advertisers prate about copy that 
sells right now, overlooking that every ad 
they run is also an institutional ad, com- 
municating something about the store by 
the physical appearance of the copy, the 
tone, the character of the ad ideas. I have 
been sitting in on a department store study 
which tested the advertising of all the 
Chicago stores in two other cities. In spite 
of the fact that the store names were 
masked, women could tell the whole char- 
acter of each store, price lines, atmosphere, 
return policy, how snooty the clerks were 
—just from the physical appearance and 
the tone of the copy. I say again that peo- 
ple don’t make their judgments of me 
from what I say about myself. It is the 
thousand subtle colorations coming in at 
the unconscious level which are the core 
of judgment and conviction, the activators 
of motives and attitudes. 

When we speak about product image, 
every product we are aware of has an 
image. But this can be unimpressive, dull, 
or completely negative. When a store or 
a manufacturer bangs away with “muscles 
copy” all the time, then the image prob- 
ably is one of a cheaper, over-aggressive, 
unbelievable store or product. If that’s 
what you want, of course it’s all right. By 
far the most people, however, want some- 
thing else. 


® When we speak about product benefits, 
certainly this also includes the psycholog- 
ical meanings attached to the product, as 
well as any technical advantages. The 
most important assets that Cadillac has are 
these overtones, not any advantages in 
screws and bolts. Pepsi-Cola became a 
great success when it draped itself with 
overtones of smartness and gaiety through 
an art style, not by laboring some advan- 
tage of ingredients. The copy talks about 
lightness. What is that? It has the same 
weight it had in the '40s when it was 
stumbling around as just another soft 
drink. Lightness here is just an emotional 
symbol for a lot of meanings. 

The reason Kaiser cars went out of the 
picture had nothing to do with mechanical 
factors. Other manufacturers said the 
Kaiser ran all right and there was nothing 


the matter with its design. But the set of 
associations infused into the name was all 
sour. People don’t smoke cigars as much 
as they once did because of the negative 
associations about bad breath and smelly 
rooms, not anything about the quality of 
cigars as cigars. Beer can’t widen its mar- 
ket because it is tagged with the label of 
being a lower-class product which not 
even the principals of the breweries or 
their agencies drink for lunch or dinner. 
All the superlatives in the world about 
springs and engines aren’t going to help 
Hudson cars until the product image is 
changed, the cloud of associations which 
are almost entirely subjective. 


Style Is Primary Function 

Economists point out that style rather 
than utility has become the primary func- 
tion of goods in our economy. This can 
mean style in food or drinks just as well 
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imMPACT—Just as there is mood music, this 
is a mood piece which sales research in- 
dicates is doing a tremendous impact job 
on the consumer, sans bargains, sans bolts. 


as in clothing, automobiles, housing, and 
furniture. The amount of money spent per 
family for food in the Chicago Tribune 
Consumer Panel is virtually unchanged in 
eight years, yet tastes have changed con- 
siderably in many categories. King-size 
and filter cigarets, gin-and-tonic, casual 
clothes, two-tone and sporty model cars 
such as station wagons and convertibles; 
all of these are facets of style changes that 
have nothing to do with economic motives. 
This is why I say almost the primary job 
of advertising in this day when brands 
are far more similar than dissimilar, is 
one of building psychological overtones 
which will infuse many rich meanings into 
the product beside its bare functional qual- 
ities. I asked a chain food executive re- 
cently about their interest in house brands. 
He pointed to the brands of soda crackers 
they carried and explained that here was 
one after another identical in quality, 
packaging, and price with no singularity 
in the housewife’s mind. The brand which 
has no other meanings to the consumer but 
its use-meanings is dull and static. The 
brand which is building its advertising on 
product claims which are non-existent or 
unimportant is writing in the sand. 


® Economic motives are powerful, but 
they are far from being the only motives. 
We are experiencing the greatest era of 
mass hedonism in world history, when 
people want far, far more from life than 
just bare subsistence. The automobile in- 
dustry has been running away with the 
consumer dollar because it offers new ad- 
ventures in color, in style, in models. 
Thunderbird, El Dorado, Safari, Starfire, 
Holiday—these are brimming with affec- 
tive associations, and the worst thing that 
could be done would be to reduce them to 
economic denominators. 

Just as there are many powerful motive 
areas which can never be appealed to 
openly, so the most vivid meanings which 
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of scissors and a paste pot. 


For the next several months, advertising men can be expected to look with 
more than idle curiosity for evidence justifying the momentous account shifts 
that have rocked the business for the past several months. (It is to be assumed, 
of course, that advertisers change agencies chiefly to obtain more resulftul 
service.) 


First results of the Calvert shift are now beginning to appear. They indicate, 
generally, a more lavish use of white space and a larger name display—< 
tainly nothing new or startling. The copy approaches could have been lifted 
from any one of a number of undistinguished campaigns that have appeared 
for numerous whisky brands since Repeal first created whisky advertising. In 
fact, a lot of the phrases and adjectives have become so commonplace in whis- 
ky advertising that one wonders if these ads were not put together with a, ‘*r 


“Nothing finer...good things...genuine heartiness...kind of whisky ~ 
guests notice—and appreciate ...great tradition.” These phrases are grim 
evidence of the sparkling originality Calvert obtained through its shift. Now 
let’s try Carstairs—starting with Phil Lennen’s slogan, “The man who cares 
says Carstairs,” which has had the word “yes” injected into it. The copy 
sparkles with such phrases as, “When quality counts... great since 1788... 
the best yet ... you’re all set for pure enjoyment.” 


It is possible, of course, that this is no reflection on the agencies—entirely, 
anyway. After all, the client says yes or no before the stuff appears. Bg if 
these ads are representative of what an agency change brings about, adver- 
tisers on the verge of changing may well decide, seeing these, to stay put. 
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can be attached to a product will probably 
come from the non-rational symbols. 
Smirnoff has been extremely successful 
through its bizarre art treatments and 
sophisticated tone. Winston cigarets spurt- 
ed far ahead of its predecessors in 
the filter field who are still extolling 
the number of filter-traps. Dodge cars 
have been infusing some much-needed 
elements of smartness into the car per- 
sonality with unusual photographic effects 
and sophistication of atmosphere. Chevro- 
let right now is adding many associations 
of excitement and youthfulness to its 
product character by word imagery and 
tone of writing. 


® The feeling-tone and affective values 
attached in association to ideas, persons, 
acts, and situations much more than 
thinking or reason motivate our daily 
lives. I don’t have the slightest idea why I 
buy Schweppes tonic water, and I don’t 
care so long as it has some unconscious 
meanings that are satisfying to me. Over 
and over again in advertising we talk 
about the greater importance of creativity. 
We know it isn’t sufficient to buy so much 
advertising like sausage, so many claims 
per dollar. The content of our ideas and 
how they are conveyed—these are the all- 
important factors. 

The creative person is proceeding from 
entirely different sources than is the ra- 
tional mind. His creativity comes from his 


impulses, from his emotional récervoirs 
far below any levels of intellect. He van 
never explain in precise words the mean- 
ings of his symbols from space aesthetics, 
from word tonalities, because languag 
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a very inadequate instrument for gras, -: 


ing the nuances of human feeling. He 
“knows” they are true because he feels 
within himself that they are true. And it 
should be realized that in addition to in- 
tellectual facts, there also are “facts” of 
feeling and intuition. 


The Place of Research 


When we speak of emotion, the in- 
sensitive somehow seem to equate this 
with sex. Emotionality is a quality in 
their minds associated with femininity. 
Which is sheer utter nonsense. The long, 
long list of human emotions includes hu- 
mor, curiosity, pride in my work, friend- 
ship, status-striving, scorn, faith, wander- 
lust, thrill, modesty, ambition, boredom, 
anger, fear, pity and a thousand other 
forces. I choose my friends, my recrea- 
tions, the colors in my clothes because 
of feeling. The emotional life of any hu- 
man is the apple itself. The rational life 
is a thin outer skin. And when we attempt 
to persuade any individual through ad- 
vertising, the crucial factors are his feel- 
ings and self-conceptions. The logical ar- 
guments through our product claims 
about technical advantages are just the 
superstructure on the process of advertis- 
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HOME SERVICE 
MAGAZINES 


EXCLUSIVE 
STORE-PAID 
HOME FURNISHING 
NEWSPAPER ADS 


TOTAL 
CIRCULATION 


House & Garden... . . 
ee 
Better Homes & Gardens 
House Beautiful. .... 
American Home 


1,586 
940 
607 
601 

10 


139,856,900 
44,687,800 
36,278,000 
39,163,000 

1,605,100 


(SOURCE: ADVERTIGING CHECKING BUREAU) 
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Year after year House & Garden has led all magazines in the home service field in 
exclusive newspaper tie-ins featuring home furnishings by retailers. And again in 


1955, HaG leads in store influence — by a wide margin. 


Why do stores across the country feature HaG in newspaper ads they pay for 
themselves? The reasons are simple. HaG is authoritative; H&G sets style trends 
and has practical, usable ideas for both consumer and stores. Retailers can — and 


do — translate H&G tie-ins into sales. 


Yes, House & Garden sells at all levels — it can do the same for your product, be it 
home furnishings or hardware—appliances or automobiles. Join the big move to 
HaG, today’s best advertising buy in the quality home service field. 


This April cover features what is sure to be the start of two tremendous trends — 


House x Garden A CONDE NAST PUBLICATION - 420 LEXINGTON AVENUE + NEW YORK 17, NEW YORK 
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ing persuasion. 

While I have been making a case for 
creativity, I do think it is important to 
establish some lines of communication 
with the audiencé. Creativity without 
some failure is unthinkable. This is where 
I think research can be tremendously im- 
portant as a guide to the creative people. 
It can indicate which motive areas are 
most fruitful for any product. Research 
most certainly is never going to produce 
the creative work. But it can ascertain 
within rough dimensions, or at least it 
should work this way, to see how fruitful 
are the creator’s efforts. I don’t think we 
have even scratched the surface yet of 
understanding the impact of symbolic 
communications, particularly in such 
modes of communication as aesthetics, 
but I think this very definitely is an in- 
dicated area for research to probe. 


® Those creative people who scorn any 
research are looking at the world only 
from their own eyes. In one study after 
another, we see tremendous differences 
cropping up between the viewpoints of 
men and women, the young and the old, 
between social classes, personality types, 
racial groups, and various other dimen- 
sions. This is the very essence of sampling 
in research, making certain that you are 
aware of many viewpoints. Only an ig- 
norant man would assert that he can 
know the feelings and the life-goals and 
the motive forces of every person on 
earth. 

I seriously would think that if my ad- 
vertising were completely satisfying to 
some old-time “expert,” then there prob- 
ably is something wrong with it, in the 
sense that his eyes are those of an old 
man. If my advertising merits such ad- 
jectives as dignified, serious, dedicated, 
sober, logical, then it probably is old- 
fashioned and stodgy and it certainly 
won't be very effective with a mass au- 
dience more than half of which is under 
30. This is precisely the problem with the 
railroads. They are dedicated to service 
and dependability and being old-fash- 
ioned and so every year they pile up big- 
ger deficits in their passenger operations 
because those aren’t the primary values 
that people want today. 


® But now that even some of the most 
stubborn resistors to these ideas talk 
glibly about product image, let me say 
it is worse than silly to suppose that any- 
one can look at a piece of copy and say 
exactly what kind of an image is being 
created. Since most of the meanings are 
being infused by non-rational symbols, 
by the style and the music and the art 
and the bric-a-brac, it is impossible to 
say superficially how well these are com- 
municating. 


A Pox on the Critical 

Criticism in the arts is healthy and con- 
structive, the intellectual guidance of pro- 
found minds who help the artist to fresh 
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DREAM—This is a sales manager’s dream 

ad. Benefits! Words! Muscle! But does it 

establish a rich product personality set- 
ting it off from every competitor? 


insights into his creativity. But in con- 
trast to this stimulation, what we get in 
advertising is mostly a ridiculing of any 
departures from the sacred rules of the 
past. There are no rules to creativity. The 
final word in advertising has not been 
written, any more than it has in physics 
or medicine or literature. 

The Twentieth Century Fund, Fortune, 
such books as “The Big Change” have 
all documented how in the past two dec- 
ades we have witnessed greater social 
changes than in the previous 2,000 years 
of Western history. Our style of living has 
changed profoundly. The values we want 
from life are new values, such emphases 
as casual living, modernity, youthfulness, 
color, self-expression, leisure activities. 
Our creativity not only has to search for 
the eternal wells of human motivation, 
but it has to reckon with the currents of 
a rapidly-changing society. 


® The gist of all my remarks has been 
that, instead of trying to hamstring the 
creative people with dead hands from 
the past, we should give them new free- 
doms to create. Social and psychological 
research should be helpful as new tools 
of understanding. But I also think we 
need new articulations of the component 
elements of advertising itself. Advertis- 
ing is far more than a glue of words that 
falls apart when one looks at it. Adver- 
tising is a fusion of many modes of com- 
munication. The aesthetic elements we 
use are not just side-show effects. In 
many cases they are by far the most im- 
portant channels for the meanings we 
wish to give our products and institutions. 
More than all else today advertising 
needs stimulators and originators with 
fresh imagination and new insights. 


Looking at Radio and Television... 


The Inquisitors 


By the Eye and Ear Man 


A lot of investigating is going on in 
Washington to try to discover what is 
wrong with television today. If the grand- 
standers and headline hunters are sorted 
out, the hullabaloo can be boiled down to 
a few complaints being heaped on sena- 
tors and representatives by their constitu- 
ents. Here are the primary squawks: 

1. Inadequate coverage in many areas. 

No matter how small the community, 


it is yelling for a choice of programs. 
They are not satisfied with one-station 
or two-station markets. They will not lis- 
ten to excuses. Sooner or later the FCC 
will be pressured into expediting new 
stations. Boston, New Orleans, Louisville, 
St. Louis, Pittsburgh, and various lesser 
areas are the noisiest. The problem in 
these key areas is generally legal fights 
over limited licenses with the have-nots 
using every legal trick in the book to oust 
the haves from valuable franchises. 


2. Mixed vhf and uhf channels in given 
areas. 

This has been a mess due to television 
growing up faster than sound engineer- 
ing could make room for it on limited 
space in the atmosphere. The adding of a 
uhf station to a vhf area did nothing to 
relieve the congestion in most areas. On 
the contrary, it caused a whole set of new 
problems. Conversion was slow unless 
either NBC or CBS programmed exclu- 
sively on a uhf—and even that was no 
guarantee. Stations went broke and their 
bitter owners petitioned Congress to do 
something about it. Areas like Pittsburgh, 
where uhf is having tough going, bred 
bitter legal fights when a new vhf 
was authorized. The uhf owners would not 
tolerate unequal competition. 

3. Over-commercialization. 

Particularly in multi-station areas with 
a fourth station, viewers—including the 
solons of Washington—have expressed 
shock at pitch men, deals, marginal me- 
dicinal products, and the cramming of the 
air with shabby overselling. To the legit- 
imate advertiser, who values his 10% of 
show time devoted to selling, this seems 
incomprehensible. But the ones who abuse 
the privilege damage all others. 


= Despite the lack of experience in the 
electronic fields on the part of many of 
the commissioners, the problems are be- 
ing clarified by the probing that is now 
going on. As time passes, more of the 
examiners are becoming more familiar 
with the problems of advertisers and 
station owners and applicants. The 
three basic answers are probably com- 
ing out this way: 

1. Adequate coverage in marginal 
areas can be achieved economically by 
Satellite stations. This technique avoids 
the problem of conversion and pushes 
a signal into areas that cannot support 
a local station. Community antennae 
are another partial solution, but not 
as satisfactory as satellites. This solution 
is particularly applicable to the present 
voids in the Northwest and Southwest 
and mountain areas. 

2. Mixed channels will sooner or later 
be solved by complete conversion and all- 
channel sets sold in mixed areas. Con- 
version can be forced by good program- 
ming on uhf stations, but the owner is 
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likely to go broke before that happens. 
Conversion is the No. 1 job to any owner 
getting a uhf franchise in a vhf area. But 
the die is already cast. Uhf owners must 
somehow be subsidized until adequate 
service is achieved or converters must be 
financed in quantity in areas where pri- 
vate capital cannot maintain a uhf fran- 
chise in any other way. 


® One other drastic step in solving this 
dilemma is to cut down the range of vhf 
stations or to take the channels in the v 
range now allocated to fm, the Army and 
communications. Unfortunately, the latter 
solution would raise all kinds of howls 
and also require conversion. One thing is 
sure. In five more years there won't be 
any problem. Drop-in channels and facil- 
itated conversion will take care of it. 
Meanwhile, this is the knottiest problem 
the FCC has ever faced. 

3. Over-commercialization could be 
licked by the act of refusing to renew. 
licenses of station owners allowing the 
practice of pitching misleading advertis- 
ing or cramming in too much commercial 
time. A look at the promises they made 
when they applied for a license would 
be grounds enough. The practice of dou- 
ble spotting or allowing more than 10% 
of commercial time in toto per unit of 
entertainment, including spots, could be 
outlawed by making the 10% rule a con- 
dition of getting a license to operate. Be- 
cause of the sacrosanct nature of the cap- 
italistic philosophy, this legislation will 
probably not the forthcoming. But the 
threat of this action will go a long way 
toward forcing self discipline. 

Advertisers can do little about the first 
two problems. The ultimate solution must 
come from engineering tests and deci- 
sions by the FCC with consideration of 
the greatest good for the greatest num- 
ber. The advertiser can only hope that 
multi-station competition in every major 
market will be soon coming. 

The advertiser can do much, however, 
to apply the strictest standards to the 
commercials. Seli hard, but never mis- 
represent or mislead. Abide by the rules 
and never cheat a little by taking a little 
more time. Follow the rules and condemn 
those who abuse them. The good adver- 
tiser needs to police vigilantly the minor- 
ity that gives advertising a bad name. 


Just Looking... 


GUADALAJARA. Mexican Notes: It is 
the cocktail hour, and in the bougain- 
villea-scented dusk the mariachis sham- 
ble up to strum their guitars and sing 
their plaintive songs. 

What is that plaintive song they are 
singing now, senor? What else but The 
Ballad of Davy Crockett—who turns 
out, by the way, to be a local character 
name of Pancho Lopez. 


# And in Navojoa a filling station at- 
tendant expresses a polite interest in 
our license plates. 

“Connecticut,” we tell him. 

“Ah, si!” His eyes light up. “Hart- 
ford—the home of Willie Hoppe.” 

Thus, in curious ways and places, the 
influence of the gringo seeps to the 
surface of Mexican life. 

It has left its mark on Mexican ad- 
vertising too, of course. But where it 
hasn’t, the style of the native copywrit- 
er is still simple, 6exy, and refreshingly 
direct. Por ejemplo: 


By Walter O’Meara 


“Drink Tequila Cuervo and feel hap- 
py.” 

What could be more to the point? 
Why can’t we write liquor advertising 
as simple and honest as that? 


® Doctors are great advertisers down 
here. One in Tepic proclaims himself, 
on a big sign on the main street, as a 
“Doctor of skin diseases and syphilis.” 

The politicians seem to be among the 
greatest users of paint. They don’t hesi- 
tate to cover the high walls of a ceme- 
tery with their campaign posters. 

But then, the sacred and the profane 
mingle oddly in Mexico. I saw a senor- 
ita in a dress shop pick up the candle 
before a little shrine to the Virgin and 
light her cigaret from it. 

Mexico is an enchanting land of song 
and flowers, of charming people, and 
lovely scenery and fascinating sights, 
and what I want to know is why can’t 
we get beer at home like they have 
down here? 
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Salesense in Advertising... 


The Fanatical Cult of Creativity 


By James D. Woolf 
Advertising Consultant 


The primary meaning of create, accord- 
ing to the Websterian definition, means 
“To bring into action; to cause to exist.” 
Thus if a school child were to produce a 
doggerel rhyme, or design and construct 
a kite, or put together 
a homemade sled, he 
will have performed an 
act of creativity. 

Thus, too, if you 
were to plan and write 
a page for a Sears cata- 
log, you have been 
creative. In the sense 
that you have brought 
that page into being, it 
may be said of you that 
you are a creative copywriter. 

What you have done is simple enough. 
You have illustrated and described, fac- 
tually and credibly, in clear pictures and 
clear English, what your product is, how 
it will benefit the reader, how much it 
costs, and why it is worth what it costs. It 
also turns out, when the final returns have 
been totted up, that you have produced an 
effective instrument of salesmanship in 
print. 


James D. Woolf 


® But don’t preen yourself: you will be 
rewarded few kudos by the new Cult of 
Creativity. True enough, you did create 
this page, every word of it, but you 
haven’t produced a brilliantly imaginative 
piece of work. 

Today, when the Cult asks whether this 
or that admaker is creative, it is not talk- 
ing about his ability to produce salesman- 
ship in print. It is talking about some- 
thing which, for lack of a better epithet, 
I shall call his knack for “cleverness.” 

Under the Cult system of worship, you 
are not creative if, customarily, you are 
a producer of conventional advertising. 
By “conventional advertising” I refer to 
such advertisements as the four pages 
shown here. 


® None of these pages is notable for its 
“cleverness.” 

None reveals extraordinary power of 
invention by a person of transcendent 
talent. 

None is an epic work of English diction 
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that, like Cadillac’s immortal essay, “The 
Penalty of Leadership,” will hang forever 
in Adland’s Hall of Fame. 

None is “gimmicky.” 

None is cute, coy, or cunning; none will 
entertain you. 

None will be talked about reverently by 
the brotherhood around the bars along 
Madison Avenue and Michigan Avenue. 

None is likely to result in invitations to 
its producer to make speeches at adclub 
and association shindigs. 

None will win an award for its producer 
as the outstanding “creative brain” of 
1956. 


® No, none of these ads qualifies on any 
of these counts. But in my book they are 
exceedingly competent advertisements. I 
like them, and you will, too—unless you 
are a member of the Cult. 

Now don’t misunderstand me. Goodness 
knows, I haven’t anything against the ad- 
maker with a lively and tireless imagina- 
tion; on the contrary, I even wrote a book 
about imagination and the wonders it per- 
forms; and it is with profit that I have 


Phireat ran and Strahefy p 
- 


M the first sign of 2 Cold w Sore Throat— 
LISTERINE ANTISEPTIC—Quick! 


SALESMANSHIP—Nowhere in this page do 
I find a single spark of creative brilliance. 
Plain and uninspired as an old shoe, it 
conforms to advertising fundamentals 


that have been selling merchandise ef- 
fectively for at least 100 years. 


219-pound husband and 106-pound wife sleep together in separate comfort on BEAUTYRES[ 
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campaign, is, im my book, an excellent example of real salesmanship-in-print. The 
person who conceived and wrote it is obviously a master of his craft, but he’ll never 
win any blue ribbons for his “cleverness.” 


TRIED-AND-TRUE—If you are a devotee of 
the Fanatical Cult of Creativity, you'll 
think this Campbell’s color page is pretty 
dull stuff. Admittedly, it wasn’t produced 
by a “genius,” but somehow Campbell’s 
advertising, of which this page is typical, 
has contrived to attain and maintain sales 
leadership in a highly competitive field. 


read Alex Osborn’s stimulating volumes 
on the art of thinking up ideas. 

I am strong for advertisements that are 
fresh and different and artfully contrived 
and written; depending on the product and 
the objective, I see nothing wrong with 
such bizarre devices as eye patches and 


Employe Communications... 
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GENERAL @® Evectarc 


REASON-WHY—This General Electric color 
page is a fine example of reason-why 
salesmanship in copy. But I see in it no 
evidence that its producer is a “terrific 
creative man.” He’s just an old-fashioned 
copywriter, poor fellow, who has had 
the good sense not to lose sight of the 
sound principles that have made adver- 
tising the great business-building force 
that it is. 


tattooed hands and elegant gentlemen diz- 
zily astride noble white steeds. What I am 
fearful of is this business of making such 
a fanatical cult of “cleverness” that its de- 
votees lose sight of the sound principles 
which have made advertising such a 
potent business-building force. 


Reason May Prevail in Negotiations 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


The more hopeful members of manage- 
ment are extracting sunshine from the re- 
ports that the AFL-CIO merger is having 
trouble getting under way. It is reliably 
but unofficially suggested that the battle 
for power among the labor titans is divert- 
ing organized labor’s attention from such 
matters as membership expansion and 
political action. In these troubled and un- 
certain seas the optimists of management 
have decided to rest on their oars. 

The situation was described recently 
with clarity and common sense by John 
E. Gagnon, director of personnel for Olin 
Mathieson Chemical Corp. Speaking be- 
fore the midwinter personnel conference 
of the American Management Assn., the 
realistic Mr. Gagnon pointed out that rea- 
son rather than rashness may be expected 
to prevail at the union-management bar- 
gaining tables this year. 


® Both management and labor are assum- 
ing a more responsible attitude toward the 
public and each other, he said. They re- 
alize that each has a stake in keeping the 
wheels of industry turning. From a prac- 
tical point of view, business wants labor 
peace this year because of fierce competi- 
tion and to avoid swinging votes away 
from the present Washington administra- 
tion. Thus the newly-merged union group 
doesn’t want to start a downward econom- 
ic spiral. It needs labor peace for the or- 
ganizational drive on which it plans 
ultimately to concentrate its efforts. 


The joint organizing committee, Mr. 
Gagnon told his listeners, “is out to double 
the present size of the combined member- 
ship, which is estimated to be in excess 
of 15 million. That means that, of the 20 
million man-pool of unorganized workers, 
the unions hope to organize about three 
out of every four.” 

Nowhere in Mr. Gagnon’s talk—or in 
the talk of any other competent personnel 
official—is there the suggestion that man- 
agement may now relax. There is no evi- 
dence that the storm has passed; on the 
contrary, there is ample evidence that the 
storm has yet to hit. The organizing drives 
are certain to affect many segments of 
American industry. The chemical workers 
are a group, and unorganized textile 
workers are a target. The white collar 
worker, caught in the economic squeeze, 
is on the docket. Engineers, according to 
Mr. Gagnon, “have become more vulner- 
able to unionization in recent years.” The 
small business man, who has felt himself 
reasonably free of union organizing pres- 
sures, may find that the labor group has 
grown a little impatient with him. 


® In the face of the possibilities, the alert 
management isn’t permitting its powder 
to get damp. The employe communica- 
tions program today needs revitalization 
on many fronts. In the minds of many 
people in personnel administration, the 
general relationships between company 
and supervision needs tremendous firm- 
ing. In too many concerns, the informa- 
tional flow from top management to the 
shop has dried up, or slowed to a trickle. 
Management needs somebody on the job 
to get the valves open. 
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“Ad Age is the effective link” 


Say: B. D. Adams George E. Bounds 
President Director of Advertising 
Burke Dowling Adams, Inc. Delta Air Lines, Inc. 
B. D. Adams 


Mr. Adams is president of Burke Dowling Adams, Inc. (Atlanta 
and New York), which has been Delta’s agency for nearly a 
decade. A pilot who flies his own plane, Mr. Adams is a veteran 
in handling aviation accounts, such as Delta, Scandinavian Air- 
line Systems, Curtiss-Wright and others. Delta credits his effec- 
tive use of newspapers, TV, outdoor space and printed matter 
as contributing greatly to Delta’s growth and the position it now 
occupies in the air transport industry. 


impottiuit to impottouit people 


() 
p 


“Advertising Age is the effective link 
between client and agency. Through it 
we reach a common understanding of 
important news developments and cur- 
rent promotions of leading advertising 
accounts. Our only source of weekly 
news coverage of the industry, Adver- 
tising Age keeps us posted on both 
advertiser and agency activities. We 
look for our copies from week to week.” 


( 


George E. Bounds 


Director of advertising for the fifth largest domestic airline, Mr. 
Bounds is a veteran among the nation’s transportation advertis- 
ing men. His company’s routes extend into 16 states, serving 58 
cities in 7 countries. He has been in aviation for 27 years and has 
been a subscriber to Advertising Age for nearly 20. Delta’s ad- 
vertising budget currently exceeds $1,600,000. During 1954, 
Delta’s advertising won the Socrates Award for consistent excel- 
lence in newspaper advertising. 
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On the Merchandising Front... 


Advertising Presentations to Major Outlets 


By E. B. Weiss 

There are few functions in which adver- 
tising is weaker thar in its techniques for 
presenting advertising to the retail trade, 
particularly to major outlets such as the 
large chains in all fields. Actually, there 
have been few major 
changes in advertising 
presentations to im- 
portant chain buyers, 
merchandise execu- 
tives, etc., since the 
early advertising port- 
folios were pasted to- 
gether. But there have 
been vast changes in 
the attitudes of the 
“audience” for these 
trade presentations of national advertis- 
ing. That’s why so many presentations fall 
flat on their handsome spiral-bound faces. 

Let’s take an up-to-date squint at these 
buyers, merchandise executives, adver- 
tising executives, etc.,.in chains and in 
department stores, too. Let’s get a clear 
understanding of their present-day atti- 
tude toward national advertising. 

1. A manufacturer’s advertising pro- 
gram per se is seldom “news” to them. 
In some instances, all the merchandise 
they buy is nationally advertised. They 
expect their suppliers—in the majority of 
instances—to be advertisers. 

2. They know more about national ad- 
vertising than do: (a) many salesmen 
who call on them; (b) the home office 
executives of some of their suppliers; (c) 
and they can stand right up, in knowledge 
of advertising, with a goodly number of 
advertising agency men! These store peo- 
ple have been shown hundreds, thousands 
of advertising programs. They’ve received 
an intense education in the art. They 
“buy” advertising at least as often as they 
“buy” merchandise. It’s smart, therefore, 
to consider them advertising buyers as 
well as merchandise buyers. 


E. B. Weiss 


a 3. The time that they can—or will— 
give to most presentations of national 
advertising is limited—extremely limited 
—maybe a total of two, three or five min- 
utes. Indeed, if the salesman can win a 
total of 10 or 15 minutes on some of his 
calls, he’s doing pretty well—and after 
all he must do some straight merchandise 
selling! A 15-minute advertising presenta- 
tion to these people is aiming for the 
moon, with only rare exceptions. Even 
10 minutes for this purpose is more than 
most salesmen could possibly hope for on 
most chain store calls. 

4. Frequently, the physical limitations 
of the buyer’s offices or buying rooms 
make it impossible to show some of the 
more elaborate advertising presentations. 
Sometimes there isn’t even desk room for 
a broadside. Projected slides requiring a 
number of feet for projection may be out 
of the question. 

5. National circulation or readership 
statistics, particularly those 150,000,000- 
impression figures, make somewhat less 
of a dent on their consciousness than an 
extra per cent-—to put it gently! 

6. They know the top newspapers and 
local radic-television stations pretty ex- 
pertly; they know the great magazines; 
they know the great networks; and some 
of them can discuss broadcast talent and 
programs pretty ably. They have a pretty 
good idea of how much advertising is 
needed to make a dent in their markets. 


s Actually, the large majority of adver- 
tising presentations are suitable only for 
smaller retaiiers. 

Is there a solution? No. But here are 
some specific suggestions that may allevi- 
ate the problem: 

1. Adapt the presentation to the partic- 
ular interests of each major outlet. Even 


if only a page is changed, it is worth the 
effort. These are big customers. They 
expect individual attention. 

2. In adapting the presentation to each 
major outlet, the statistics and the whole 
slant must be concentrated on the trading 
area of that outlet, its store locations, the 
type of store or store units, the basic 
merchandising strategy of the chain, type 
of customers, etc., etc. 

3. Compile figures on the number of 
shoppers entering a typical store who are 
reached by the advertising. 

4. You had good reasons for picking 
the star, or the network, or the program, 
or the publication advertising concept. 
Explain that reasoning—in a few words. 

5. Use just cue words throughout the 
presentation. These people dislike canned 
talks as much as do competent salesmen. 

6. Check into new techniques of com- 
munication—it doesn’t have to be a port- 
folio. Some of the table-top small-size 
slide-sound devices that require little 
space have merit. 


s 7. There may be sound reason for con- 
sidering the use of closed-circuit televi- 
sion. Several advertisers have been thor- 
oughly successful in getting chain buyers, 
merchandise managers, sales managers, 
advertising managers, etc., to broadcast 
studios for this type of presentation. And 
color tv for this purpose, now available 
only on a limited basis, will soon be more 
widely available. If cost limitations are 
not too severe, it is even possible, through 
the use of mobile facilities, to arrange to 
bring a closed-circuit tv presentation right 
into the offices of a large chain. 

8. Because advertising, merchandising, 
selling, promotion are properly considered 
by large retailers to be a single unit, it is 
probable that, in some instances, it is 
better to include the advertising presenta- 
tion in a complete presentation covering 
the entire story. This will, of course, be 
applicable only under certain circum-. 
stances. But generally speaking, the 
straight-out advertising presentation plays 
a somewhat smaller role in the total 
process of selling to major outlets. 

9. One of the reactions that must be 
guarded against is the very natural reac- 
tion of anyone who has been more or less 
compelled to sit through hundreds of 
advertising presentations; most of them 
dismally and discouragingly the same. 
That reaction typically is: “Ye gods-- 
don’t tell me I must sit through another 
of the usual type of advertising presenta- 
tion.” It is important, therefore, to make 
certain that the first page or two, or 
the first slide or two, immediately hold 
out promise of an informative content that 
is important to the (partially) captive 
audience. 

10. It is not generally realized that these 
chain store people—and some department 
store people, too—have actually been ex- 
posed to a larger number and greater 
variety of advertising campaigns than 
have most advertising agency people. That 
point was made before. It is brought up 
again because it suggests still another 
conclusion—namely, that most of them 
ean definitely be counted upon to show 
a fine appreciation for truly brilliant ad- 
vertising concept and strategy. Most of 
what they see is so dismayingly alike, 
that advertising that is smartly and prac- 
tically different can almost always be 
counted upon to bring an exclamation of 
relief from this audience. (I will say that 
this applies much more to chain-store 
buyers than to department store buyers.) 

11. And, finally, here are some miscel- 
laneous suggestions involving points to 
be put over in this kind of presentation: 

a. Total advertising investment by the 
advertiser over the years. 

b. The total number of times each adult 


in that dealer’s area has been exposed to 
this advertising in his adult life. 

c. The total number of homes in that 
area now using the item—and emphasize 
how people read the advertising of prod- 
ucts they already own. 

d. The total secondary advertising the 
brand has received over the years in store 
display, in home display and use, etc. 

e. The cunsistency of this advertising— 
if it is consistent. 

f. How the advertising in that dealer’s 
area compares with his own advertising 
of a comparable store brand that he may 
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be featuring—a very interesting compari- 
son, 

g. A breakdown of typical store traffic 
in his outlets in a week—and the adver- 
tising coverage of that traffic. 

Perhaps the best way to sum up the 
situation is to observe that the very term 
“advertising presentation” is passe. It is 
no longer sufficient merely to present 
advertising to major outlets. Advertising 
must be sold to major outlets; this must 
be a sales presentation of the advertising 
program. Every tool of salesmanship must 
be used—intelligently. 


Tips for the Production Man... 


Production Man‘s Miscellany 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, III.) 


The giving of engrossed awards and 
plaques has become quite an activity in 
company personnel relations, and among 
organizations. It is a good idea for pro- 
duction men to be familiar with special- 
ized supply sources for this work. This is 
done in fine style in a new folder issued 
by Beaux Arts Engrossers, 30 N. La Salle 
St., Chicago 2, Ill. Pictured and described 
are hand-lettered and colored plaque 
awards, book awards, and certificates of 
all kinds. The list even includes color 
etched metal plaque awards. All this, 
plus personalized name inscribing serv- 
ice. Every production man should have 
this folder in his file. 


A new model of the Typro photo letter- 
ing machine has been exhibited, with a 
functional cabinet base which includes 
built-in darkroom and storage. This ma- 
chine composes, on paper or film, type 
faces from 6 point up to 144 point in a 
wide range of regular type faces as well 
as hand-lettered styles. The device per- 
mits curving or scrambling the letters 
and other novel effects. The machine 
is available for 30 day trial. Manu- 
facturer is Halber Corp., 4151 Montrose 
Ave., Chicago 41. 


. 

We wonder how our several inventors 
are coming along on their new ideas for 
paper clips which can be used for photos 
without damage to the pictures? We re- 
ceived and printed a number of sugges- 


G. D. Crain Jr. Says... 


tions, and now James T. Cunningham, To- 
ledo adman, wonders if the flat metal 
clips, if changed to fiberboard instead of 
metal, would not do the trick. He may 
have something there. Plastic might also 
fill the bill. If any stationers supply com- 
panies are listening, they might try their 
hand at this. I still insist there is a big 
market for a photoclip that will not dam- 
age the picture, yet is as easy to use as a 
paper clip. 
% a a 

Every production man has used, at one 
time or other, flat tint plates either solid 
or screened. There are interesting patterns 
in background tint designs that are avail- 
able in film positive or negative. From 
these, plates could be made where print- 
ing is done by letterpress. Eugene Olson, 
133 Laurel St., Hartford, Conn., offers 
proof sheets of a couple of dozen interest- 
ing pantograph patterns which he offers 
in film. If I understand the pricing struc- 
ture clearly, they are not inexpensive, but 
considering the long-time repeat use, it 
might not be too rich for one’s budget. At 
any rate, you can get sample proof sheets 
and judge for yourself. 


New use for photocopying machines: 
copies of letters or memos as enclosures 
with a letter, where there is a small, select 
list. Looks more individualized, chummier, 
than printed copies of enclosures. 


Pamphlets frequently can be pasted 
on the folder, instead of stitching, to save 
the cost of one operation. Preferable if 
grain of paper runs with the binding side 
of the booklet. Not practical for short 
runs, due to the setup cost. 


What's Wrong with Lobbying? 


All of the excitement over the lobbying 
investigation by Congress, occasioned 
when a supporter of the natural gas bill 
offered to contribute $2,500 to the cam- 
paign fund of a senator favorable to the 
bill, is likely to give the public the idea 
that “lobbyist” is a dirty word. 

While it is true that any effort to in- 
fluence legislative or executive action by 
bribes or other improper considerations 
is as reprehensible as it has always been, 
it doesn’t follow that lobbying in general 
is conducted through methods of this kind. 

As a matter of fact, lobbying is ab- 
solutely necessary for most minority 
groups, whether schoolteachers, medical 
men, farmers, labor unions or business 
men, if they hope to have their points of 
view understood and considered when the 
enactment of legisiation is before na- 


tional or state legislative bodies. 


s Many of the leading national associa- 
tions, representing labor, professional 
and business interests, have their head- 
quarters in Washington, and it is fair to 
assume that they are there for the pur- 
pose of having representatives on the 
ground to express their ideas to members 
of the Congress. This is lobbying, and it 
is entirely legitimate. If it weren’t done, 
these associations would be remiss in 
failing to protect the interests of their 
members. 

When the Roosevelt and Truman 
administrations attempted to have a na- 
tional health program enacted by Con- 
gress, they offered legislation which pro- 
vided what the American Medical Assn, 
called “socialized medicine.” The AMA 
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Another 


General Outdoor Advertising 
racks up another big first in see- 
power for sales power! Now every 
poster in a Manhattan showing 


Now! Every poster in 


ANHATTAN 


works a night shift ! 


General Outdoor Adver isi 


is illuminated. Now your Man- 
hattan posters work for you day 
and night! 

A poster showing in Manhattan 
gives you tremendous circulation! 
Because so many people from the 
entire New York erea travel to 
work every day in Manhattan, 
strategically placed boards de- 
liver powerful repetition. Because 
a vast number of people who work 
in Manhattan live in Manhattan 
—and form a singularly pedes- 


General Outdoor Advertising Co. 


trian population—they are an 
ideal target. 

Because so much traffic travel- 
ing from one part of the New York 
metropolitan area to another 
must cross Manhattan, more 
than 800,000 vehicles a day de- 
liver another outdoor audience. 

Today your outdoor selling 
power in Manhattan is on a 
stronger, more effective night 
shift! Put it to work for your 
product—your service. 


515 S. Loomis St., Chicago 7, Illinois 
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advertised its point of view, and lobbied 
aggressively, continuously and expertly 
against the proposed measures. Both the 
public and the members of Congress ap- 
parently agreed with the association, for 
the bills were never enacted into law. 

Right now the Magazine Publishers’ 
Assn. and other publisher groups are 
fighting to prevent the adoption of con- 
fiscatory second-class postal rates. With 
the administration and the Postmaster 
General pressing for the adoption of a 
bill carrying much higher rates, includ- 
ing a 4¢ first-class rate, what chance 
would mail users have if they did not use 
lobbyists to carry their story to Congress? 
Users of third- and fourth-class mail 
services are represented in the same way 
by the National Assn. of Business Mail 
Users. This is lobbying, and there’s noth- 
ing wrong with it. 


® The big unions, whose treasure chests 
are bulging with millions accumulated 
through the encouragement of labor or- 
ganizations during the past 23 years, are 
probably the most powerful single lobby- 
ing influence in Washington. They refer 
constantly to the lobbying activities of 
the National Assn. of Manufacturers and 
the U. S. Chamber cf Commerce, the lat- 
ter of which is also domiciled in the na- 
tion’s capital, but when the funds avail- 
able to the unions for lobbying activities 
are compared with those used by these 


top business organizations, the latter look 
very puny, indeed. 

Every controversial issue before Con- 
gress has both proponents and opponents. 
Take the tariff, for instance. When re- 
duced tariff rates injure workers in the 
bicycle, chinaware, textile and other im- 
portant American industries, their lobby- 
ists, usually working through their trade 
associations, protest, as they have a con- 
stitutional right to do. 

While the lobbyist representing a small 
and relatively unimportant voting group 
often fails to prevent the enactment of 
legislation harmful to his industry and 
its workers, he at least has the satisfac- 
tion of registering a protest and carrying 
the story to the public through the news 
vehicles readily available in Washington. 

The main trouble with an investigation 
of lobbying, headlined by charges of un- 
ethical or illegal conduct, is that the pub- 
lic will conclude that all lobbyists are 
secretly planning to violate the law. Ac- 
tually, I would guess that lobbying, like 
Ivory soap, is at least 99.44% pure, and 
that the 0.56% who turn up in connec- 
tion with improper efforts to influence 
the actions of legislators are completely 
untypical. 

Unfortunately, their actions, like those 
of the small minority of bad actors among 
advertisers, cause plenty of trouble and 
bring about investigations like the one 
now under way. 


Gus and the Distressed Merchandiser 


By James F. Derby 

Mr. Derby, a copy editor of the 
Chicago Tribune, has been a news- 
paper man for more than 30 years. 
This commentary on radio com- 
mercials, which appeared in the 
Feb. 19 Chicago Sunday Tribune, 
is reprinted here by special per- 
mission, 

Two months ago I visited an old friend 
of mine and his family in New York and 
learned that he had made a startling dis- 
covery. Instead of going to the kitchen for 
a sandwich and beer during a radio com- 
mercial one night last fall, he sat and lis- 
tened to the announcer. A few hours later 
he dispatched the following letter to the 
president of the New York company whose 
wares were plugged by the program: 

“Dear Sir: I have just heard about the 
horribie tragedy that has befallen you and 
I wish to offer you my deepest sympathy. 
It seems to me that you should appeal to 
the federal emergency disaster commis- 
sion or to the International Red Cross, 

“Surely in this humanitarian age there 
is some agency that looks out for such 
things. Because of the sleet storms, snow, 
rain, and other unpleasant elements of this 
season, every single item of merchandise 
will be ruined if your big sale fails to go 
over and you are forced to dump 98 car- 
loads of furniture into the streets of New 
York, 


® “I know that these must be anguishing 
hours for you and I hesitate to write you 
a long letter. However, I know of your 
great philanthropies. I know of the pluck 
and sagacity which enabled ycu to pile up 
a huge fortune. I don’t want to see you 
lose your wealth, and I wonder if it has 
ever occurred to you that you might be 
surrounded by incompetent men. 

“My brother-in-law Gus informs me 
that he has heard your announcer mention 
your loss of 10 warehouse leases in New 
York within the last year. Despite that, 
one of your trusted employes seems to be 
wandering around the country ordering 
trainioad after trainload of furniture when 
you don’t have any space to store it in. 

“The upshot is that you virtually have 


to give away everything you have on hand. 

“Macy’s and Gimbel’s don’t make such 
bobbles. Why do you let your underlings 
make you look like a chump? 

“Gus majored in business administra- 
tion at Harvard and would be glad to 
come in and straighten things out for you. 
His last regular job was with the WPA in 
1934-35. He has a personal letter, warmly 
recommending him, from the late Mr. 
Harry Hopkins. You can reach him by 
phone at my home or if there is no answer, 
ring Bill Navarro’s poolroom on lower 
Broadway and ask for Gus.” 


® As time went on, my New York friend 
grew fascinated with his research and sent 
out scores of letters. The statistics which 
the announcers cited were truly appalling. 
One night alone the advertisers on a single 
New York station confessed they were 
stuck with the following mountains of 
merchandise 10,000 golf clubs, 8,000 shot- 
guns, 131 carloads of furniture, a gigantic 
floor full of dresses, 5,000 fur coats, and 
16,088 automobiles. 

My friend’s chief objective in life for 
the last 21 years has been to get Gus a job 
and thus get Gus out of his house. With 
this in mind, he wrote the following letter 
to Henry A. Wallace: 

“Dear Sir: Once again the nation needs 
a great planner, a man of vision. 

“I remember how sanely you approached 
the farm problem in the 1930s. I remember 
how you paid a bounty for the ears of 
every slaughtered pig, and how this sen- 
sible program put an end to surpluses and 
wiped out hunger throughout the world. 


® “Now almost every business man, at 
least in New York, seems to be on the 
brink of ruin because of overordering. 
I’m sure if you were President the govern- 
ment would begin paying handsome sums 
to these merchants for burning every stick 
of surplus furniture, and destroying every 
auto, every shotgun, every brand new item 
which they can’t get into their overcrowd- 
ed warehouses. 

“Incidentally, if you do run for Presi- 
dent, you should have a conservative on 
your ticket. My brother-in-law Gus has 


always been far to the right. In his Har- 
vard days he wrote a tract entitled: ‘Cal- 
vin Coolidge: Portrait of a Radical.’ 

“Kindly phone Navarro’s poolroom on 
lower Broadway the next time you are in 
New York and ask for Gus.” 


® So far neither Mr. Wallace nor any New 
York business man has answered my 
friend’s letters. But he is confident that 
eventually there will be a revolutionary 
reaction among the advertisers. As a re- 
sult he has played his cards close to his 
vest. He has been sending out the follow- 
ing letter to all New York radio an- 
nouncers: 

“Are you tired of screaming hysterical- 
ly about the stupidity of your employer, 
who is always goofing things up by order- 
ing too much and is forever forced to sell 
at a loss? 

“Would you like to have a calm, dispas- 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

Some of the most elementary sounding 
rules in advertising are the most sinned 
against. One of my elementary rules is: 
“Make it fit life and living.” 

If a young student of advertising once 
grasps the import of this simple sounding 
rule, and clings to it doggedly, his employ- 
ers will avoid the loss of much money in 
later years. Yet—many an old timer in the 
business, who turns out professional ap- 
pearing ads, and who scorns anything like 
“rules” as guidance, continually turns out 
ads that simply can’t do a normal amount 
of work in the world. Their ads don’t fit 
into the man-and-woman affairs of life 
and living. Readers generally will not take 
time to make all the adjustments neces- 
sary to fit the ads into their preoccupied, 
busy, harried lives. So advertisers lose. 

This ad (right) is neither better nor 
worse than many that might illustrate the 
point. 


® At first glance I think this is an appeal- 
ing and attractive ad. It’s good from the 
standpoint of an ad person’s quick ap- 
praisal. 

It is good to look at—professional in ap- 
pearance. Good art instantly tells a story, 
and a headline speaks a message without 
equivocation. So much, anyone gets from 
a quick glance. 

But now stop being an ad person, and 
suppose you are interested in better light- 
ing as a prospect. 

One of three things prevails in your 
case: (a) You are either about to build a 
home (or are building one); (b) You have 
a home and don’t expect to build a new 
one; or (c) You rent—you are a tenant, 
but you want better light. 


® Suppose you are the man at (a). You 
read the copy. It is a nice little essay on 
lighting. But the entire block makes no 
suggestion beyond “Arrange all-over gen- 
eral lighting...”, and “Delight in the at- 
mosphere of good lighting...” 

Suppose that’s what you want. What do 
you do next? You read the headline and 
you were intrigued. You read the big block 
of copy and you haven’t been told one en- 
lightening word the headline led you to 
expect. 

So now you glance at the booklet. “See 
your home in a new light.” Yes, that’s what 
you’re thinking about and trying to do. 

So you read the caption under the book. 
It says: “Suggestions and recipes for good 
lighting are available to you, absolutely 
free. Just send or call for the free booklet 
‘See Your Home in a New Light’....at 
your nearest HHHHHH Lighting & Power 
Company office.” 

Well, that probably doesn’t satisfy you. 
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sionate script to read in which you could 
explain that your employer is a sane and 
solid American, thoroughly honest, of the 
finest integrity, but out to make a buck? 

“There is a man—a Harvard man, for- 
merly in federal service—who can pro- 
vide you with such scripts at a modest fee. 

“Don’t delay. Phone Navarro’s pool hall 
on lower Broadway and ask for Gus.” 


® There is a possibility, remote though it 
may seem, that the radio commercials my 
friend has been listening to in New York 
are absolutely true. If so, it is obvious that 
the economy is on its last legs; it simply 
can’t totter along much longer if every- 
thing is being sold at a loss. 

Even so, if a depression should envelop 
us, my friend won’t be too badly off. 

Gus had a splendid record in 1934-35. 
He could easily get back on WPA. 
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You still wonder if there is information 
for a man who’s building a house. Or is it 
all about fixing up old houses? What about 
this “Custom Tailoring” idea? 


= If you haven’t abandoned the ad, or 
have simply resolved on getting the book- 
let first time you get a chance, maybe you 
begin to wonder: “Is there a model house 
I play with to get lighting correct? Do I 
go through what this fellow on the floor 
is doing? 

“Do I have to start all this before any 
wiring is done? Or what?” 

If you own your home already and are 
the man at (b), you can see you have very 
much the same problems from a different 
viewpoint. Ditto (c). 

The really good ad is projected before 
its creation into the homes of the likely 
prospects, or groups of prospects. Then it 
is envisaged functioning as the messenger 
of the advertiser. It takes the prospect by 
the hand and leads him or her simply and 
directly through the story, from HIS or HER 
own veiwpoint. 


= Any real student of advertising, taking 
this same excellent start, would make this 
ad wind up as a very different creation. 
And this, despite any hindering or ham- 
pering restrictions having to do with what 
a public utility can or can’t say, what elec- 
tricians will think and how they will re- 
act, and so on. 
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What 
are you doing 


Sunday ? 


From left: Lester Markel, John Desmond, Francis Brown, Daniel Schwarz, Lewis Bergman. Photo by Arnold Newman. 


Chances are, come Sunday, you stretch out for a leisurely day of “catching up” 
with things. It’s a great American tradition. ae 


Chances are good, too, that you “catch up” by reading The New York Times. 
For more than a million and a quarter families over the country, 
the Sunday Times is a great family tradition. 


That’s easy to understand. We Americans dearly love a bargain. There are few 
bargains in reading so rewarding as the Sunday Times. You simply get more 
in it of the information you want to keep up with this puzzling, fascinating 
world we live in. , 


You see here a group of men who help make the Sunday Times such a welcome 

member of the family. They are men who know no Sunday. For them every day 

is Sunday, and vice versa. They are men dedicated to the ideal of answering 

every “why” you ask about what’s going on in the world around us. - 


Putting themselves in your place, these men know that in this complex and rf 
confusing world the bare facts of the news are too often meaningless. So they 
fill in what you need to know to understand the news. 


They see to it that in The New York Times Magazine and in the Review of the = 
Week you get informed and reliable background and interpretation—a picture = 
of the world and its people that has dimension and perspective, meaning and 
significance. In the Book Review and Drama sections and in special supplements 
you discover what is happening in literature and the arts and all other 
non-working-time activities. 


Sunday Editor Lester Markel and his staff are part of a team of hundreds of 
reporters, editors and correspondents working for you all over the world. Not = 
only on Sunday, but every day of the week they produce a newspaper that is 

alert, vigorous, interesting, informing, different from any other. They put more 
into The Times. You get more out of The Times. So do advertisers. 


Che New fork Gimes 


“ALL THE NEWS THAT'S FIT TO PRINT” 
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Advertising Age, March 26, 1956 


Admiral” SHEARS say A. D. Curran, formerly Detroit! to Washington Service 
Be « genius «« ad illusuavion and | divisional manager, has been ap-| National Frozen Food Locker In- : a 
wre money (oo by ws ok. | pointed national advertising and| stitute, Elizabethtown, Pa., has| i ' i Tt 
Aeenily anante fee the beet ese | sales promotion manager of Apex | sold Western Locker, printed by ; . aM oe 
Brochure to agencies and Na. | Home Appliances, a division of! Trulan Inc., Portland, Ore., to ‘ * 4 we 
Ad Mgrs STIVERS Stuoto Apex Electrical Mfg. Co., Cleve-| Washington Service & Reporting, 4 
land. | Washington, which publishes 
“Market Traders Reports,” “Pre- 
servers Reports,” and “Quick Fro- 
zen Food Market Reports,” and 
serves as reporter of weather, crop 
and market analyses for several 
business publications. 

National Frozen Food Locker In- 
stitute bought Western Locker re- 
cently from J. M. Lansinger, pres- 
ident of Trulan Inc. (AA, Feb. 20), 
but decided not to publish the Lowitz Redfield Kearns Taranton 
|magazine. A combined January-| HISTORIC CAMPAIGN—Talking over Dromedary’s current “Treasured 
February issue of the magazine has| Historic Recipes” campaign are William F. Redfield, president, 

been published. The March issue} Dromedary Co. division of National Biscuit Co., and Ted Bates 

El Paso Herald-Post will be published in Portland, and| g& Co, officials: William H. Kearns, president; Alman J. Taranton, 
a vaca’ > emanates cota root Roe som te, Wake. senior vp; and Anson C. Lowitz, vp and account supervisor. The 
campaign promotes a new angel food cake mix along with Drome- 


ington in April. No change in cur- ‘ as s ‘ 
cane elistntbiine rates ~ $120 al dary’s other mixes, over ABC-Radio’s “When a Girl Marries,” 


page is contemplated at present,| spot tv and radio, plus approximately eight consumer magazines, 
AA was told. 100 newspapers, and 20 Sunday supplements 


GENIY SSHIR Pbidalit’kJ| Apex Promotes Curran '‘Western Locker’ Sold | — 7 nt aay 


THE FABULOUS SOUTHWEST 


is the Biggest Hunk 
of the United States 
that 30¢ per line 
will buy — anywhere 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


a Hardware & House- 
wares, Hardware Age, Hardware 


Coffeematic Gets 
2 | Retailer, Hardware World, House- 
Print Push, Plus wares Review, Jewelers’ Circular- 


‘ Keystone, Mart, NARDA News 
Salesmen’‘s Contest and New England Appliance & 


New Britain, Conn., March 20—| Television News. 
Landers, Frary & Clark has sched- 
uled 94 insertions in 26 mag-/@# Sales promotion material in- 
azines to promote the Universal|cludes a 16-page brochure for 


i gal. ? 
ADWAY Mardel 


A 
wanarson towt pueric 


IN RETAIL 


FOOD LINAGE 


During the year of 1955, Seattle's 
big retail food stores placed 
exactly 61%* more linage in The 
Post-Intelligencer than they did 


Cofieematic during 1956. Endorse- 
ments by Amy Vanderbilt will be 
|featured in color spreads and full 
‘and half pages. 

| Eleven ads of 650 lines each 
| also will appear in 35 newspapers 
across the country. For the trade, 
100 pages are slated for Retailing 
Daily, plus 170 pages in 11 other 
business papers. 

The consumer media list in- 
‘cludes Better Homes & Gardens, 
Better Living, Bride’s Magazine, 
Collier’s, Family Circle, Farm 
Journal, Forecast for Home Eco- 
jnomists, Good Housekeeping, 
Guide for the Bride, Holiday, 
| House Beautiful, House & Garden, 
| Ladies’ Home Journal, Life, Look, 
McCall’s, Modern Bride, The New 
| Yorker, Progressive Farmer, The 
|Saturday Evening Post, Sunset 
|Magazine, Time, True _ Story, 
What’s New in Home Economics, 
|Woman’s Day and Woman’s Home 
Companion. 

On the trade schedule are 
| Electrical Dealer, Electrical Mer- 


distributors and retailers, a cat- 
alog page and a consumer folder, 
all in four colors. A new seven- 
color lithographed Coffeematic 
display unit has a recessed shadow 
box to display three models. 

Also available is a sales train- 
ing film, “Sizzle Your Way to 
Sales,” and every month, dis- 
tributors and retailers will re- 
ceive “Sizzlegrams” suggesting 
ways to increase sales. A $50 
prize will be awarded monthly to 
the salesman with the best sug- 
gestion, and a $500 grand prize 
will go to the salesman with the 
year’s best idea. 

Goold & Tierney, New York, is 
the agency. 


Terrell to Film Producer 

Phil Terrell, who was formerly 
on the advertising staff of News- 
week and Nation’s Business, has 
joined the sales staff of Animatic 
Productions, New York, producer 
of film presentations and tv com- 
mercials. 


during previous twelve months. 
Here is dramatic proof that local 
grocers are turning to the result- 
ful MORNING field . because 
they know that people who buy 
read the P-I! Join with them in 
Be Thifiig_. SHOP presenting your food products to 


RIFTWAY this big, prosperous reader audi- 


BIG BEAR: STORES 


Where better ¢ foods cost less 


*Figures From Media Records 
These Major Food Stores Advertise 
Regularly in The Post-Intelligencer 


P-| Retail Food Linage 
In 1955, 813,960 LINES! 
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RC A’s Folsom Sees 'Purex Corp. Reorganizes Ad den, formerly ; sales promotion| AMA Plans Chicago Move made necessary “by the rapid ex- 
Department; Adds Three manager of Pacific Tube Co. Also| The American Marketing Assn./pansion in the membership of 
Electronics Industry Purex Corp., South Gate, Cal.,|Serving under Mr. Northrup as|has announced plans to move its|AMA.” Membership now is more 

. has reorganized and augmented its| market analyst will be James Wil-| national headquarters in Chicago | than 5,600; in 1941 it was less than 

Hit $18 Billion by ‘64 advertising department as part of|liams, formerly market research to larger offices at 27 E. Monroe |2,000, and in 1951, it was less than 
its product expansion program. director of Walter McCreery Ad- St. early in April. The move was | 4,000. 

oe oon a ae — Jack Northrup and Leslie C. Bruce | vertising. | 
years, the electronics industry will| jy formerly assistant advertisin Mr. Bruce will direct advertisin 
be an $18 billion business, Frank} managers, pl now brand adwarttes| for Trend, light duty detergent, ary| Ss as cos E STR a 2 E 4 
M. Folsom, president of Radio| ing managers. Mr. Northrup, in ad- and liquid; News, heavy duty de-| Manufacturers of fishing tackle and related lines 
Corp. of America, predicted here| dition to directing all advertising| tergent; and Old Dutch Cleanser. can’t miss getting bigger strikes from advertising 
last week in an address before the/for Purex bleaches (liquid and| He will be assisted by Cloyde How-| i" FTTN—the top specialized book covering 
“en Feud ity ~_ Sts ea dry), will be in charge of market- | ard, who has been in the Purex| 12:47 selected top tackle dealers and jobbers. 

r. Folsom said this growth—|; rands. | advertisin rtment - WIL 
he described the estimate as con-| (af Tesenrch fon all Tans Dwarnltmee sa ees FISHING TACKLE TRADE NEWS WItMErE 
servative—would be more than 
double the anticipated percentage 
gain of the entire national econo- 
my between now and 1964. 

He pointed out that the elec- 
tronics industry grossed $11 bil- 
lion in 1955. Big gains can be 
expected in the years ahead from 
a long list of new products and 
services, including color television, 
he added. 

Mr. Folsom revealed that 80% 
of RCA’s 1955 volume of $1,055,- 


ITS HERE: 
sage pe giant pel ' Apupar Colossal Atiattion 


ly developed ten years ago. He 
believes this will be the year when 
color tv becomes a major factor } { 
! 


in the electronics industry, with 
RCA alone planning to make more IN THE WORLD | 
4 y ! 
| 
sn \ pe poate ; . =m 


ILLINOTS 


than 200,000 color sets. 


® “The past year saw color tele- 
vision get off the ground as a new 

service and become commercially 
established,” the RCA executive 
said. 

“The initial steps are behind us. 
With more and more color tv re- 
ceivers being installed in homes 
daily, the entertainment value and 


other advantages of color pictures | = f 
become increasingly apparent. meta N 
These are stimulating the desire of ~~ _ é | 
more people to acquire color sets.” Apal Hager So Sh ONY a | 


Mr. Folsom said the $12,000,000 C | 
color expansion program of RCA’s 7 Le - = Ss a> 
subsidiary, NBC, will be complet- A | 
ed by September. The enlarged te, } 
production facilities will enable DE Sc RIPTION | 


the network to increase its color 


prograrmming from 40 to 80 hours 
a month, he said. 


“Today color is quickening the 
pace of the broadcasting art, snd Why not start at the top? combinations of several stations in smaller 
of industry on all fronts,” Mr. Fol- . rs : 
som continued. “Its challenge ex- Others are tame by comparison. New York has_ markets. One electrical appliance manufacturer, 
tends in various directions. more television families, with more effective for example, started on WCBS-TV and in just a 
# “Scientists seek new inventions ser i : : : on) Wi 
hesnns Giii-auk wl deans buying income and more retail sales, than the next few months increased his sales 70%! With some 
color presents boundless opportun- two markets combined. of his profits from New York he expanded into 
ities for development of new ideas —s 4 : 7 
and industrial expansion. And one television station dwarfs the rest. Philadelphia and Los Angeles before the year was 
“Showmen are challenged to pro- ° " 
duce programs of greater a WCBS-TV has more viewers day and night than up, and into 8 more areas the next season! 
and interest. Manufacturers are : . . _ 
chalisnandl| te Sade cater and any other station. With WCBS-TV alone, youreach It pays to start at the top in television—on the 
develop and design receiving sets more customers than with far more expensive Number One Station in the Number One market. 


at prices which will put color tv 
in many millions of homes.” WCBS TV 
- 


Basic-Witz Triples Ad Budget Channel 2— New York 


Basic-Witz Furniture Industries, 
Waynesboro and Staunton, Va., CBS Owned 
manufacturer of contemporary Represented by CBS Television 
bedroom and dining room furni- Spot Sales 


ture, is tripling its ad budget for 
the first half of 1956. The company 
first used national consumer ad- 
vertising last fall in House Beauti- 
ful and Living for Young Home- 
makers. This spring, with a budget 
of more than $100,000, the com- 
pany is adding Good Housekeep- 
ing, House & Garden, Modern 
Bride and Sunset Magazine. Trade 
journals will also be used and 
dealer helps are available. Ben- 
nett Advertising, High Point, 


N. C., is the agency. WCBS-TV COVERAGE (27 counties) 
Abrams, Alexander Join ASN Seen 


Ted Abrams has been named Pasfiice 6,000,000 
director of public relations and pane rustepea 
advertising for Associated Screen Effective Buying Income $88,168,700,000 
News Ltd., Montreal, succeeding Rfective Buying Income Por Family $8,684 
Ken V. Cooper, who has resigned. 
Mr. Abrams formerly owned an 
agency bearing his name and has 
been associated with both U.S. and 
Canadian agencies. ASN has also 
announced appointment of John 
Alexander as its theater relations 
manager to take charge of all 
trailer sales. 


i zt. 
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Does it actually cost you more 
to get sales in the South? Is it 
really a difficult area for your sales 
organization? Then—is it possible 
that you may have been missing 
the key to the whole problem? 


DECISIVE ELEMENT 


‘Here is an important {actor 
which until recently has been 
overlooked. It’s the size and pur- 
chasing power of the Negro mar- 
ket. For instance 40 percent of the 
Memphis trading area is Negro. It 
had never been directly reached 
until our radio station WDIA be- 
came the first to program exclu- 
sively for this “Golden Market.” 


CUSTOMER CONCENTRATION 


In cur WDIA coverage area are 
1,230,724 Negroes—more than in 
Chicago, more than in Los Ange- 
les, Cleveland or Baltimore—ac- 
tually close to 10 percent of the 
Negro population of America! 
WDIA dominates this area as the 
only 50,000-watt station in Mem- 
phis. It uses only Negro voices and 
music, in an approach these list- 
eners understand, enjoy and re- 
spond to. That’s what put WDIA 
at the top of Hooper and Pulse 
ratings in Memphis—and keeps it 
there! 


THEY SPEND 80%, 


Still another consideration is the 
fact that ihese folks spend 80 per- 
cent of their income on consumer 
goods and services. Records show 
that 64.8 percent of all flour sold 
in Memphis is bought by Negroes 
... 56.6 percent of all bleaches .. . 
60 percent of all chest rubs. That 
makes one reason why we have 
success stories by the dozen at 
WDIA! We can tell you about 


Esso, Pet Milk, Budweiser, Max- 
well House, Halo, Ford, Bromo 
Quinine, Lydia Pinkham, Wild- 
root, NU-Maid and Continental 
Trailways. 


But we'd rather tell you about 
proof of performance in your own 
line. Won’t you write and let us 
know what special products you’re 
interested in? We'll promptly send 
you factual information on how 
WDIA’s powerful advantages turn 
problems into profits. 


WDIA is represented nationally 
by the John E. Pearson Company. 


Commercial Manager 


Dulsheen Drive 
Stresses Dream 
(i.e. Straight) Seams 


MINNEAPOLIs, March 20—“Which 
leg wears Dulsheen with the 
dream-seam?” This is the question 
posed in a new series of ads by 
Strutwear, Minneapolis. 


will show models’ legs clad in one «ents = ecsnne| 
Dulsheen stocking—with a straight 
seam—and one anonymous stock- 
ing with a twisted seam. Copy ex- 
plains that the “inside-out” knit- 
ting process perfected by Strutwear 
for Dulsheen keeps seams from 
twisting and offers “seam security” 
for seam-conscious women. 

Strutwear’s agency is Bozell & 
Jacobs, Minneapolis. 

The new national campaign, | charge of sales. 
which will include displays in It is intended, too, he said, to re- 
Charm, Mademoiselle, Seventeen| verse the trend toward bare legs, 
and Vogue, aims “straight at the which he blamed on women’s in- 
heart of fashion,” according to F.|ability to keep stocking seams 
Clifford Johnson, Strutwear vp in’ straight. 


National Nielsen Ranking of Radio Shows 
Two Weeks Ending Feb. 18, 1956 
All figures copyright by A. C. Nielsen Co. 
Nielsen Total Audiencet 


he dently og wit the carnighn sateen. of cane 


a + he + ae 


Current 

Rank Program 

EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 
1 Our Miss Brooks (Toni, CBS) 

Two for the Money (P. Lorillard, CBS) 

Edgor Bergen (20th Century-Fox, CBS) 

Great Gildersleeve (Anahist, NBC) 

People Are Funny (Participating, NBC) 

News & Gene Autry (Wm. Wrigley Jr. Co., CBS) 

You Bet Your Life (DeSoto-Plymouth, NBC) 

Edgor Bergen (CBS Columbie, CBS) 
as ci ssteastinlipsusendinennnchoriecveecesecseee 
Dragnet (Chesterfield, NBC) 


SOWOnO WA WH 


— 


ENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 
One Man’s Family (Participating, NBC) 
News of the World (Miles Labs., NBC) 


EV 
1 
2 
3 Lowell Thomas (Delco Batteries, CBS) 


WEEKDAY (AVERAGE FOR ALL PROGRAMS) 

Arthur Godfrey (Corn Products, 10:45, CBS) 

Helen Trent (Toni, CBS) 

Arthur Godfrey (Lewis Howe Co., 10:15, CBS) 
Guiding Light (Procter & Gamble, CBS) 

Young Dr. Mal (Toni, Tuesday & Thursday, CBS) 
Wendy Warren (Philip Morris, CBS) ” 
Wendy Warren (Hazel Bishop, CBS) 

Wendy Warren (Standard Brands, CBS) 

Ma Perkins (Procter & Gomble, CBS) 

Arthur Godfrey (American Home Products, 10:45, CBS) 


1 
2 
3 
4 
5 
6 
7 
8 
9 
) 


DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) 

1 Woolworth Hour (F. W. Woolworth Co., CBS) 

2 Greatest Story Ever Told (Goodyear Tire & Rubber Co., ABC) 
3 Your Nutrilite Theater (Mytinger & Casselberry, NBC) 


DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) 
1 Gunsmoke (Liggett & Myers, CBS) 

2 True Theater (Sleep-Eze, CBS) 

3 Metropolitan Opera (Texas Co., ABC) 


*Number of Homes reached is based on 46,800,000, the estimated January, 1956 total 
U.S. radio homes. 

tHomes reached during all or any part of the program except for homes listening 
only one to five minutes (formerly designated the “Nielsen-Rating”). For five-minute 
programs, homes listening one minute or more are included. 


Videodex Top Ten Spot TV Shows* 
Feb. 1-7, 1956 


Copyright by Videodex Inc. 


No. of Cities in which program 
Program appears and distributor 

Dr. Hudson’s Secret Journal (105 Cities, MCA-TV) 
| Led Three Lives (128 Cities, Guild Films Co.) 
Liberace (79 Cities, Guild Films Co.) 
Highway Patrol (166 Cities, Ziv Television) 
The Man Called X (36 Cities, Ziv Television) 
Badge 714 (117 Cities, NBC Film Division) 
Eddie Cantor (50 Cities, Ziv Television) 
Mr. District Attorney (104 Cities, Ziv Television) 
Science Fiction Theater (125 Cities, Ziv Television) 
10 Kit Carson (32 Cities, MCA-TV) 
* Programs appearing in a minimum of 20 markets. 
+ Number of homes tuned to the program. 
t Average ratio of the number of homes 
homes in area carrying the program, 


Homes % of 


Rank 


viewing the program to the number of tv 


if 


P 


chandising manager of the Alemite 
lubrication equipment and Stew- 
art-Warner Instrument division 


Alemite Appoints Bond 
George Bond, sales promotion 
manager since 1952, has been 


named to the new position of mer- 
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| Chicagoans Nix Jive Tunes ;market for the first time and in- 
las Music to Buy By itial product will be the Charleston 
| Rock and roll tunes and other | bar. The agency also has been ap- 
|jive notwithstanding, Chicago su- | Pointed to develop and direct ad- 


| permarket shoppers prefer to make | vertising in the western states to 
| the rounds of the food shelves to a| introduce BC Breakfast Cocktail, 


tad of “A Pretty Girl Is|@ new fruit juice blend introduced 
Like a Melody,” “Lovely to Look | in the East last summer. The ini- 
at” and the “Blue Danube Waltz,” tial campaign will be launched in 
according to Functional Music Inc., | California, and will utilize a heavy 
whose “music to buy by” storecast "€wspaper schedule. 
is piped into National Tea Co.’s su-| 
permarkets. _Steinhagen Opens Studio 
| These three modern classics were, R. J. Steinhagen has opened an 
the songs most frequently men- advertising art, package and indus- 
tioned by Chicago shoppers in a trial design studio in Dayton. He 
survey of their music background! was formerly with Merchandise 
tastes. Other tunes rating well Display Inc. and National Cash 
were “I’ll Get By,” “Smoke Gets | Register Co. 
in Your Eyes,” “Side by Side” and 
“Tales from the Vienna Woods.” | 
Wilson, Markey Adds Two | 
Wilson, Markey & England, San 
| Francisco, has been appointed by 
|Chiodo Candy Co., Oakland, to 
{handle promotion and advertising | 
|for a new line of candy bars. The | 
company is entering the bar candy | 


TERRITORIAL ENTERPRyop 
Largest Weekly "Paper Ip 
The Entire American West 


(ABC Audited — Moe Secaricn) 


| ONE WILL DO! 


| 
| Fast-stepping WBNS Radio waltzes away with 
the quality market in Columbus and Central 
Ohio. WBNS delivers the most listeners . . . 
twice as many as the next biggest station. The 
most and also the best. With 28 top Pulse- 
rated shows, WBNS puts push behind your 
sales program. To sell Central Ohio. . . you've 
got to buy WBNS Radio. 


CBS FOR CENTRAL OHIO 
Ask John Blair 


radio 


The number one Pulse station COLUMBUS, OHIO 


covering 1,573,820 people with 
2 Billion Dollars to spend. 


of Stewart-Warner Corp., Chicago. ' 
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Chevrolet Dealers’ 


Ads Attack ‘Phony’ 
Auto Advertising | 


San Francisco, March 20— 


Campbell-Ewald Co., on behalf of Commission approval, William 


the Oakland Zone Chevrolet Deal- | 
ers Assn., composed of Chevrolet 
dealers in 47 counties in Northern | 
California and 11 in Nevada, has 
launched an ‘all-out fight to pro- 
tect the public from false claims) 
and fake discounts in phony auto- | 
mobile advertising.” 

Four ad pages are being sched- 
uled in 55 newspapers throughout 
the area, while 72 radio stations 
will carry more than 5,000 spot an- 
nouncements carrying the Chevro- 
let dealers’ message. 

“We're well aware of the phony | 
deal type of advertising prevalent | 
in various sections of the country,” 
declared King Chase, Stockton, 
president of the association. 

“It’s the kind of advertising that 
puts a reliable dealer in a bad 
light, and we want none of it,” he 
said. “That’s why our association 
has launched this program to ac- | 
quaint every new car buyer with 
methods by which he can avoid 
getting caught in a trap.” 


s Each ad stresses the importance 
of the new car buyer checking the | 
“cash difference”—the amount he 


But before you buy a new car, 
always ask yourself 


“who's kidding whem?” 
Vestemene USE THIS FORMULA 


Compere ond you ll ee you pay less when you buy 
o new. 


Re hm het Bem eae an Cowen in My ae sa ah tae Regs the ay ee, emer 


See your nearest CHEVROLET dealer, right away! 


really pays—before buying a new 
automobile. This “cash difference” 
is the quoted price of a new car, 
minus the trade-in allowance. 

The ads emphasize the statement 
that “the reliable dealer in any 
community has a reputation to 
protect and does not need to resort 
to false claims or fake discounts 
to make deals.” 


Chicago Adclub Fetes 
Rand McNally on Its 
100th Anniversary 


Cuicaco, March 20—The Chica- 
go Federated Advertising Club de- 
voted its meeting last week to 
honoring Rand McNally & Co., now 
in the midst of celebrating its 
hundredth anniversary. 

Dennis O’Shea, vp in charge of 
the educational division, told the 
story of the company’s growth 
since it was established here in 
1856. He also outlined the various 
activities which it undertook in 
celebration of the centennial. 

The Chicago assembly brought 
together leaders of the communi- 
cations, education, banking and 
transportation fields. 

Rand McNally is conducting ex- 
aminations for children of employ- 
es, and will award five $1,000 
college scholarships. In addition, it 
is inviting leaders among college 
teachers of geography and carto- 
graphy to attend special seminars 
at Northwestern University next 
summer, to stimulate interest in 
this field, since it is the largest 
map maker in the world. 

Those who attended the meeting 


113 


received brochures which included | string of five tv and several radio Central and South American coun-, vertising Club, was elected a senior 
a reproduction of a little known stations in major markets across| tries. Mr. Hoagland’s office will| vp of the Advertising Assn. of the 
photograph of Abraham Lincoln,|the country. Mr. Zeckendorf is|be in New York. Mr. Hoagland, a| West last June and will continue 
taken in 1856. | chairman of the board of KBTV;! past president of the Phoenix Ad-| as such until a successor is named. 


Mr. Mullins is president. 


FCC Okays KBTV Purchase 


With Federal Communications Hoagland Moves to New York 


Zeckendorf, president of Webb & 
Knapp, New York, has become a 


as advertising and sales promotion | 
| manager of Arizona Public Serv-| 
half owner of KBTV, Denver, in| ice Co., effective May 1, to become | 
|partnership with John C. Mullins.| director of employe communication | 
|Eventually Mr. Mullins and Mr. activity of American & Foreign | 
Zeckendorf intend to operate a Power Co., which operates in 11! 


You may IMPRINT dealers’ names on your 
edvertising literature — only as required. 
We'll store your dealer 


Jackson Hoagland has resigned 


heips, 
in any quantity and ship «as seeded. 


IMPRINTING — OVERPRINTING 


CHesapeake 3-2050 
17 N. Loomis St. 


Sersen’s IMPRINTING, INC. 


CHICAGO 7 


Sell for you, too 


When you buy advertising in Canada, it pays to 
ask this question: “Does it go everywhere our 
salesmen go?” Because that’s the real key to real 
coverage of your markets. 


For English-speaking Canada, as you know, is 
not one market, but many markets. And the Star 
Weekly covers them all! With its heaviest circu- 
lation in the big cities and rich urban markets 
where most goods are sold—plus unmatched 
coverage in its field of the hundreds of smaller 
centres, right down to the smallest hamlets—the 
Star Weekly paves the way for your salesman, and 
follows him up, everywhere. 


This Canada-wide circulation combines with high 
readership proved by newsstand and carrier boy 
cash sales—and fine-quality printing—to make 
your advertising dollar worth more in the Star 


Weekly. 


WEEKLY 
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Rostock Opens Art Service 


Edward Rostock has resigned as|Madison Ave., 


vertising) to open offices at 244 
New York, as a 


art director of Irving Serwer Ad-/|free lance and consulting art di- 
vertising (now Gore-Serwer Ad- rector. 


he same standard 


of reproduction applies now 


that we have installed 


our new gravure division. 


That standard is: the best that can be done. 


COLLINS, MILLER & HUTCHINGS, INC. 


letterpress 
gravure 


333 West Lake Stiuit; at; Waekwn Drive! - Chicago 6. 
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The Juvenite Mig. Co., Inc. 
327 Meth Flores i 


Sen Antone Tones 
‘ADvEET ING 08rT 


UPSTART ART—The drawings here were made by Diedre Susan, nine- 
year-old daughter of Richard Irwin, Ruthrauff & Ryan account ex- 
ecutive. The young artist’s sketches are used on the cover and 
throughout the spring and summer newspaper ad book of Juvenile 
Mfg. Co., San Antonio manufacturer of children’s clothing. 


‘Most’ Tv Ads Still 


Fail in Eye Appeal, 


Robinson Declares 


Cuicaco, March 20—‘Most tv 
commercials seem to be still in 
the radio script stage of develop- 
ment.” They fail to make maxi-| 
mum use of the medium and fail 
to appeal to the eye as well as 


— saad News 


Heart of California's 


Taxable Retail Sales, $540,000,000 ... Up 28.3% 
Second Biggest Single Gain in State! 


A “High Spot” Retail Area Every Month!*** 
National Leader in Home Building !*** 
1955 Building Permits, $200,000,000 


1955 Advertising Linage... 39,186,150" 
Up 13.6% in One Year 

Sunday Mercury-News, 85,000... Up 18.2% 
“The Nation’s Fastest Growing Sunday Newspaper”* 


*Metropolitan San_ Jose’ (Santa Clara Ci 
**ABC Combined Daily . , antes 


“— tc) A Market... 
and Medium. e« 


450,000 
101,000” 


*Media Records 
***Sales Management 


ttIndiana University, based on ABC Reports, Sept. 30, '54; Sept. 30, 55 
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|the ear, Claude Robinson, presi- 
dent of Gallup & Robinson, Prince- 
| ton, N. J., told marketing men 
| here last week. He spoke at a 
_ meeting jointly sponsored by the 
| Chicago Assn. of Commerce & In- 
{dustry and the American Market- 
ing Assn., Chicago chapter. 

To point up how tv ads neglect 
eye appeal, Mr. Robinson showed 
films of two American Dairy Assn. 
tv cartoon ads with sound tracks 
|omitted. The first told no particu- 
lar story and only at the end did 
a glass of milk appear. The second 
—even without sound—told a de- 
finite, humorous story. And a glass 
of milk appeared near the middle 
of the ad. Even televiewers who 
|tune out the sound during com- 
mercials could be reached by the 
second ad, Mr. Robinson said. 


| 


# Focal point of Mr. Robinson’s 
talk was “consumer benefit” as a 
philosophy of advertising. He 
called this concept, as opposed to 
the “claim and boast” technique, 
an “obvious” idea, as old as Me- 
thuselah but still tremendously ef- 
fective—as borne out in studies of 
ad effectiveness. 

The product demonstration tech- 
nique, he said, is one consumer- 
slanted device that has proven it- 
self extremely forceful. But he 
noted that only about 25% of ad- 
vertisers in all media use this 
technique. 

Another effective way to associ- 
ate the consumer with the product 
in the “consumer benefit” concept, 
he noted, is the use of news in ads. 
For those who claim they have 
no news to feature in their ads, 
Mr. Robinson suggested they de- 
velop more “reportorial sense” 
and recognize the news material 
available to them—new models, 
new manufacturing techniques, 
new production figures, new serv- 
ices, new entertainment being 
sponsored, new prices and newly 
published literature. 

One of the most effective news 
devices used in ads, he said, is 
news of user experience with 
products. 


Paramount Pictures Reports 
1955 Earnings Increase 

Paramount Pictures Corp., New 
York, has reported estimated earn- 
ings of $9,708,000—after income 
taxes—for the year ended Dec. 31, 
1955, for the corporation and its 
share of the profits of consolidated 
domestic and Canadian subsidiar- 
ies. The figure includes profit on 
the sale of film shorts to tv and 
adjustment of an investment in an 
affiliated company of approxi- 
mately $283,000. These earnings 
represent $4.49 per share of out- 
standing stock. 

Comparable consolidated earn- 
ings for 1954 were put at $9,003,- 
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,000, including net profit on sale 
|and adjustment of investments in 
| subsidiary and affiliated companies 


of approximately $832,000. This 
amounted to $4.10 per share of 
outstanding stock. 


Holds Furniture Display 
Contest for Retailers 

U. S. Rubber Co., manufacturer 
of Naugahyde, will hold a contest 
for retail store displays of furni- 
ture upholstered in the vinyl ma- 
terial. To be eligible, a display 
must be in use for at least one 
week of the period between March 
26 and May 25. The three top 
prizes are eight-day, all-expense 
trips for two to Bermuda or Mex- 
ico City or a $1,000 mink stole. 


Eltinge to Oral Hygiene 

William Eltinge has been ap- 
pointed eastern manager of Oral 
Hygiene Publications, Pittsburgh. 
Previously with Bristol-Myers Co., 
Mr. Eltinge will headquarter in 
the company’s New York office. 
He succeeds Stuart Stanley, who 
has retired. 


What's The First 
> {iia - 
Market Research? 


Isn’t it checking available sources 
for the latest data compiled and 
published? Thus the researcher 
knows where he must start to pin- 
point the type of information 
which is needed for a particular 
marketing program. 


Because the 556-page Annual 
Market Data & Directory Num- 
ber of Industrial Marketing is 
saving so much time and energy 
for so many marketing men, we 
suggest it can be exceptionally 
helpful to you, too. 


It contains basic data about every 
important industry and trade in 
the U.S. and Canada. The infor- 
mation is based not only on gov- 
ernment statistical services, but 
also on market research published 
by trade associations, business 
publications, etc. 

It also gives you basic data about 
business papers that reach any 
given market. Covers over 2,500 
business papers. Indexes them by 
field served. Gives ad rates, cir- 
culation, page size, name of the 
editor, etc. 


It’s really an amazing book—the 
only one of its kind in the world. 
If you are at all interested in ad- 
vertising and selling to business 
and industry, you definitely 
should try the Industrial Market- 
ing service which includes a 
monthly copy of IM plus the 
556-page Annual Market Data & 
Directory Number, June 25th — 
all for only $3. 


Mail Coupon Today 


INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11 
Enter my year's trial for $3. 
My money back any time I’m 
not satisfied. 


NAME 


COMPANY. 


STREET 


CITY. 
STATE 
© $3 enclosed [) Bill firm 


DC Bill me 
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Toy Men See 
56 as Record 
Ad, Sales Year 


New York, March 20—“What 
are you advertising this year?” 
was among the more frequent 
buyers’ greetings to manufacturers 
last week at the 53rd annual Amer-| 
ican Toy Fair. 
| With some 1,400 manufacturers 
| occupying the better part of two! 
major hotels, spilling over into 
surrounding office buildings and 
exhibiting well over 100,000 items, 
the annual greeting of “What’s 
new?” has become purely an aca- 
demic question at the toy fest, 
sponsored by the Toy Manufac- 
turers of the U.S.A. Inc. 

But over the last several years, 
especially due to the increasing 
emphasis being placed on televi- 
sion promotion, many buyers have 
learned to check advertising budg- 
ets with almost as much attention 
as they give to the item itself. This 
could mean a squeeze coming up 
on the smaller manufacturer who, 
since he sells less, will have less to 
spend for advertising. 


® For the most part, however, | 
1956 seems destined to set new 
records in sales of toys as well as 
depth of advertising and promo- 
tion budgets. Most exhibitors at 
the fair left with an optimistic 
feeling about the future. Buying 
was reported to be 10% to 15% 
ahead of last year, despite the fact 
that some manufacturers felt that 
attendance at the fair this year fell 
short of the expected 14,000. 

This feeling of optimism per- 
vading the exhibitors is no longer 
newsworthy; it’s annual. And 
generally, for the last ten years or 
so, the final figures have proved 
the early forecasts correct. Within 
the last five years, the retail toy 
business has grown more than half 
a billion dollars. In 1955, retail 
sales approached the $1.25 bil- 
lion mark. 


® Gilbert G. Southwick, president 
of the Toy Manufacturers of the 
U.S.A., summed up most manufac- 
turers’ feelings about 1956 when 
he said, “I feel certain that 1956 
will eclipse all previous years in 
quality, originality and design. 
From all present indications, it 
should be another record year in 
sales.” 

Increased realism in the pro- 
ducts (like gasoline-powered ve- 
hicles), greater emphasis on color- 
ful and reusable packaging, an 
ever-growing interest in brand 
name or advertised toys and more 
and more merchandising charac- 
ters were among the significant 
characteristics of this year’s ex- 
hibit. 


@ There are now literally thou- 
sands of merchandising items 
available, with much thanks to 
television, and they range from 
the simplest; inexpensive Mickey 
Mouse items (this pioneer mer- 
chandising character is doing ex- 
ceptionally well) to a new Revion 
doll, introduced by Ideal Toy 
Corp., one of the fair’s big sellers, 
at $15-$25 retail. Besides its price, 
the doll—named Kissing Pink, 
Queen of Diamonds or Cherries a 
la Mode, after Revlon shades—is 
further distinguished because of 
what is described discreetly as its 
“full-blown” (or to put it more 
accurately, “Marilyn Monroe”) 
figure. 

Several of the networks staged 
courting parties for major buyers, 
telling of their television lures in 
the way of character merchandis- 


ing. 

One exhibitor, Harett-Gilmar 
Co., got right into the advertising 
business by introducing a game in- 


outdoor advertising and featuring ~ 
24 brand names. = 
Brown & Williamson Buys r 
MBS Multi-Message Shows 

Brown & Williamson Tobacco | 
Corp., Louisville, has bought par- 
ticipations on five Mutual shows | 
under the network’s multi-mes- | 
sage plan. Kool and Viceroy cig-| 
arets are the featured products. | 
Ted Bates & Co. services this ac- 
count. 

Coincidentally, J. B. Williams) 
| Co. has increased its participating | 
sponsorship of “Standby with Bob 
& Ray,” from three to five days a 
| week on MBS. J. Walter Thomp- | 
son Co. is the agency. 


avoid physical strain, mental and nercous aggravation *— 


Buy a SENSATION Mower 


ABC Adds Three Members 

Two advertising agencies and | 
a business publication have be-| 
come members of the Audit Bu- 
reau of Circulations. They are} 


SENSATION 


|ANGLE—Sensation Mower, Ralston, 
Campbell-Mithun, Minneapolis, | Neb., is using the health approach 
Guild, Bascom & Bonfigli, San|‘” this two-color page to appear in 


Francisco, and the Practical Law-|the April Flower Grower, Bozell 
yer, Philadelphia. & Jacobs, Omaha, is the agency. 


Kodak Exhibits Prize Photos 


|from March 26 to April 16. The 


| phers, shared $6,000 in prizes. First 
| prize was $500. 


115 


different 


because it is a 


Winning photographs in the 21st 
annual William Randolph Hearst 
photographic prize competition will 
be on exhibit at the Kodak Photo- 
graphic Information Center in 
Grand Central Station, New York, 


prize winners, all Hearst or In- 
ternational News Photo photogra- 


LOOK WHAT 
$15.00 WILL 
“— AT ; 


A TV FILM SPOT 
with ACTION ... 
for almost the same price 
as inanimate slides! 


The REED'S packogs Zooms Up. Photo 
of girl pops on. “& Delicious Flavors” 
wipes on, and “4” flashes on and off. 


FILMACK STUDIOS | 


CHICAGO NEW YORK 
1323 S. aaaniee 341 W. 44th St. 


DELICIOUS 
FLAVORS / 


volving the buying and selling of 


ror an 


$374 million is the yearly grocery budget of the 
in the Syracuse Newspapers circulation area. 


families 


When you think of Syracuse, think BIG! 


Think of Syracuse PLUS the 14 surrounding 


AMERICA’S 
- 
Geet 
TEST 
MARKET 


Syracuse 


*Sales Management's In 


Audited Survey, June, 1955 


counties . . . a market of 1.3 million 


people spending $1.9 billion a year. 


There's a single, economical way to SELL SYRACUSE 


AND THE REST of Central New York. The 
Newspapers deliver 100% SATURATION 


of the metropolitan area . . . and EFFECTIVE 


coverage in the 14 other counties. 
this great market, no other combination of 


media can do a comparable job at a comparable cost. 


Represented Nationally by MOLONEY, REGAN & SCHMITT 


the SYRACUSE NEWSPAPERS 
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Along the Media Path 


Seventy department stores across 
the nation are tying in with Seven- 
teen’s April fashion promotion, 
“Let’s Go Dutch.” The promotion 
features a collection of Holland- 
inspired dresses, separates and ac- 
cessories specially created for 
Seventeen by 32 American manu- 
facturers. 


® Spring fashions were starred in 
a special 24-page section of the 
March 7 Post-Crescent, Appleton, 
Wis. Extra ad impetus was given 


the section by featuring different 
| makes of cars in the fashion illus- 
trations, thus gaining the good 
will of car dealers. 

® Modern Office Procedure, 
Cleveland, was launched with a 
36-page March issue. Initial dis- 
tribution was 101,356 copies with 
100,000 circulation guaranteed. The 
11%x11%” magazine carries ar- 
ticles on modern office methods, 
machines and other equipment. 


® Look will give a series of “Com- 


WSJS-TV 


316,000 WATTS 


AFFILIATE FOR 
WINSTON-SALEM 
GREENSBORO 
HIGH POINT 


CALL 
HEADLEY-REED 
REPRESENTATIVES 


munity Home Achievement 
Awards” as an incentive to com- 
munities to take active steps now 
to keep residential areas from de- 
teriorating. Awards will be given 
for progress made in developing 
and improving residential areas} 
during 1956. To be eligible, com- 
munities must be able to show cit-| 
izen participation—with or without | 
backing by local, state or federal 
government—in the improvement | 
of residential areas. 


® Scientific American has pre- 
pared a 1956 supplement to its 
“Facts and Figures about Scientific 
American.” The 24-page conden- 
sation of the original fact book 
gives facts and figures on the mag- 
azine’s advertising and circulation. 
Copies are available on request 
from Martin M. Davidson, adver- 
tising manager, Scientific Ameri- 
can, 2 W. 45th St., New York 36. 


® Harold G. Pyle, associate editor 
of the Houston Chronicle, has re- 
ceived a Christopher Award for 
his Dec. 24 editorial on Christmas. 
The awards are given to Catholics 
and non-Catholics “for restoration 
of Christian principles” in the 
fields of education, labor relations, 
literature, entertainment and gov- 
ernment. 


e In an expansion move, the Daily 
Mail, Charleston, W. Va., has ac- 
quired two buildings immediately 
to the south of its publishing plant. 
The Daily Mail will have a total) 


® Effective April 1, commercial 
classified advertisers in the Des 
Moines Sunday Register will be of- 
fered zone rates. The advertiser 
will have the option of either the 
entire statewide circulation or a 
compact circulation area consisting 
of about nine counties around Des 
Moines proper. Statewide adver- 
tising will be offered at a lower 
rate. The smaller circulation will 
be increased 3¢ per line. 


PLAYGIRL—Janet 
Pilgrim, who has 
been Playboy 
Magazine’s_ girl- 
of-the-month as 
well as working 
in the magazine’s 
circulation de- 
partment, here 
poses with point 
of purchase ma- 
terial designed to 
help Playboy 
clothing adver- 
tisers and men’s 
wear retailers get 
together. 


papers operated by Consumer Mer- 
chandising Corp., Rochester, Minn., 
has been appearing in the Roches- 
ter Post Bulletin. The feature ties 
in interesting bits of news of 
science, fashion, etc. with the mes- 
sages of local advertisers. The serv- 
ice is being made available to 
| newspapers in other markets of the 
|Upper Midwest. The service in- 
|cludes a radio adaptation of the 
| feature to help promote it in the 
newspaper plus a “Best of Life” 


of 33,440 sq. ft. in the two build-|® “The Best of Life,” a new ad- Club. 


ings. | 


Gately 


SWISS SPECIALA—Henry de Torrente, 


de Torrente 


vertising-news feature for news- 


Sweeterman 


Swiss minister to the U.S., ex- 


amines a copy of the Washington Post & Times Herald’s special 


“Switzerland Speaks” section, out 


March 11, with Thomas F. Gate- 


ly, chairman of the world trade committee of the Washington Board 

of Trade. John W. Sweeterman, vp and general manager of the 

Washington Post Co., looks on. The 20-page section was the fourth 

in a series of international sections. France, Germany and Austria 
were covered in the previous sections. 


® The May issue of Industry & 
Welding will feature complete cov- 
erage of the fourth annual All. 
Welding Show which will be held 
this year in Buffalo, May 7-11. 


® A new type of consumer show, 
“Family Fair,” will be presented 
in Cleveland’s Public Hall, Oct. 21- 
28. The new exposition, sponsored 
by the Cleveland Press, will pre- 
sent products, equipment, crafts 
and services that make family 
living more abundant. Incorpo- 
rated into the exposition will be a 
special section, “The Family Works 
land Plays” and the “Do-It-Your- 
|self, Hobby and Photo Show,” 
‘which raised over $50,000 on its 
own during °54 and ’55 for the 
Helping Hand Christmas Fund. 


j 


® “The Modern Living Home & 
Garden” section of the Chicago 
Daily News will be published April 
6. It is timed for the opening of 
the 1956 show of the same title 
sponsored by the Chicago Metro- 
politan Home Builders Assn., April 
7-15. 


@ Sunset Magazine, Menlo Park, 
Cal., and House & Home, New 
York, will cooperate with the 
American Institute of Architects 
in conducting the first “Homes for 


* Service 


More than 80% of all R.O.P. Color has been 
reproduced from Lake Shore Patented 
Bista mats since their inception 


ELECTROTYPE DIVISION 
1224 W. Van Buren St. - Chicago 4 


* Quality 


x Guaranteed satisfaction 


—— 
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Better Living” competition with 
entries limited to homes built dur- 
ing the past three years in the West 
and Hawaii. Awards will be an- 
nounced at the AIA convention in 
Los Angeles, May 15-18. 


® Holiday sent out hard-bound 
copies of its 10th anniversary issue 
to agency and publishing execu- 
tives. 


® WGR Corp., Buffalo, has pur- 
chased the building at 184 Barton 
St., which had been leased for 
WGR-TV studios and offices since 
June, 1954. 


® Good Housekeeping ran an ad in 
newspapers. It was an unusual ad. 
It was in Gregg shorthand. Also, 
Good Housekeeping ran a transla- 
tion with the ad. But, in order to 
check readership of the ad, it made 
a deliberate mistake in the transla- 
tion, reading “on sale now” instead 
of “on newsstands now.” The mis- 
take paid. Secretaries informed 
their bosses, as well as Good 
Housekeeping, of the mistake. 


® WMRY, New Orleans all-Negro 
programmed station, has moved to 
2906 Tulane Ave. 


® The Bureau of Advertising has 
issued an eight-page brochure on 
the Detroit newspaper strike en- 
titled “The Lights Are on Again.” 
It is composed of excerpts from 
news and feature stories that ap- 
peared in the Detroit Free Press, 
News and Times the day these 
newspapers resumed publication 
after the six-week strike. 


® Nearly 2,000 chain supermar- 
kets will be tied in with Every- 
woman’s Magazine’s spring festi- 
val promotion this month. 


® “Oh No! Not You Too?” is a 
14-page folder on the air condi- 


, tioning market issued by Fuel Oil 


& Oil Heat, New York. The point 
made by the study is that fuel oil 
and oil heating dealers, now serv- 
ing 8,200,000 oil heating customers, 
may use these customer contacts 
to sell comfort cooling. 


® WCAU-TV, Philadelphia, 


started a five-week search for “Su-| 
as a prelimi-| 


sie, the Secretary,” 


Dunlap 


Springer Hunter Rogers 


CONTEST WINNERS—Harry Dunlap, Good Housekeeping publisher, and 
Willie Mae Rogers, head of the Good Housekeeping Institute, con- 
gratulate two winners of a Pittsburgh contest co-sponsored by the 
magazine and the Pittsburgh Sun-Telegraph, one of many contests 
held throughout the country during Good Housekeeping Week. 
Mrs. Albert Springer, Hiller, Pa., and Mrs. Georgia Hunter, Ruffs- 


has | 


nary promotion to its new “Susie” 
show, starring Ann Sothern. The 
contest is open to all female sec- 
retaries over 21 in the general 
Philadelphia area. 


® Crowell-Collier is erecting a 
| new building in the Los Angeles 
area. The three-story building, now 
nearing completion, is located at 
8701 Wilshire Blvd. 


® When KTNT-TV, Seattle, 
stepped out to observe its third 
birthday, it put on a promotion at 
the Seattle and Tacoma stores of 
the Bon Marche that was topped 
with an 1l-layer (for Channel 11) 
cake. Viewers were invited to 
either store for a piece of birthday 
cake, a free orchid and a birthday 
celebration complete with music. 


® Business Week with its issue of 
¢| March 24 will inaugurate several 
| important format changes to en- 
lable readers to get information 
| faster. The editorial index will be 
’| moved to Page 1. “Figures of the 

week” will be moved to Page 2. 
The front-of-the-book news sec- 
tion will be expanded to 10 
consecutive editorial pages. The 
special feature pages will be per- 
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ELECTROTYPE DIVISION 
1224 W. VAN BUREN ST. - CHICAGO 4 


PHONE Seley 8-1010 


dale, Pa., both receive expense-free air trips to Europe. 


forated along their inside margins 
so that they can be torn out easily 
and filed. 


® American Home wanted media 
buyers to help it celebrate the fact 
that its April issue hit an alltime 
high in ad linage (20.5% over 
April, 1955). So it sent them and 
trade publications a small bottle 
of Piper Heidsieck champagne. It 
was very good, too. 


® American Aviation will publish 
its seventh annual “Air Transport 
Progress” issue on April 23. 


® Det Bedste fra Reader’s Digest, 
the Danish issue of Reader’s Digest, 
celebrates its 10th anniversary in 
June this year. 


® One of the brightest of sales 
presentations now touring the 
country is a fast-punching strip 
film which Grit premiered in 
Chicago two weeks ago. Done in a 
UPA style by Gray & Rogers, 
Philadelphia, the film is all about 
one “Media Man Magee,” a hard- 
working guy on Madison Ave. 
whose “media recommendations 
were works of art.” What he 
didn’t know, though (and subse- 
quently learned), was that “Grit 
sells small towners.” 


® The February issue of Variety 
Store Merchandiser includes a 
complete handbook on display. 
This special section covers all sal- 
ient features of display from basic 
equipment, i.e. staplers, crepe pa- 
per, window diagramming, etc., to 
a thorough analysis of shelf con- 
trol. The handbook has been re- 
printed and single copies are avail- 
able upon request to the magazine 
at 192 Lexington Ave. New 
York 16. 


® Department of New Laurels: 

Harper’s Magazine and Atlantic 
Monthly had a combined gain of 
51% in advertising billings for the 
first three months of 1956 over 
the same period last year. 

Life will close the first quarter 
of 1956 with an estimated $28,565,- 
000 in gross advertising revenue 
and 975 total advertising pages— 
both new records for the period. 

The Military Market’s April 
“Christmas Buying” issue is the 
largest single issue, in pages of 
advertising, in its two years of 
publication. 

Advertising revenue in the April, 
1956, issue of Outdoor Life totaled 
$318,429, the largest dollar volume 
of any issue published in the 59- 
year history of the magazine. 

The April issue of Good House- 
keeping shows a continuation of 
linage gains and largest billing in 
the history of the magazine by 
more than $200,000. 

TV Guide advertising revenue 
for the magazine’s first nine issues 
of 1956 (Jan. 7 through March 3) 
shows a 59% increase over the 
same issues of 1955. 

Fortune has a 37% ad page in- 
crease for the first quarter of 1956. 

House Beautiful’s ad revenue for 


| the first quarter of 1956 amounted 
to $1,144,427, a 13% gain over the 
same period of 1955 and the high- 
lest in its 59-year history. 

| Modern Materials Handling had 
'the biggest April issue in its his- 
tory, 154 pages, up 29% over 1955, 
and the biggest four-month period, | 
525 pages, up 22% over 1955. 

The March Practical Builder 
|carried more pages of advertising 
—265—than any regular issue in 
its history. This issue toppled the 
advertising page record for regu- 
lar issues set by the magazine’s 
January, 1956, number—234 pages. 

Motor Boating’s advertising dol- 
lar volume for the first quarter 
of 1956 is 25% greater than the 
same period last year. 

Forbes Magazine for March 15 is 
its largest regular issue in adver- 
tising in the last 26 years. 

Look’s gross ad revenue for the 
first quarter of 1956 will total more 
than the gross advertising revenue 
of the magazine for the entire year 
of 1946, the first postwar year, 
and is the biggest first quarter in 
its history. 

For the first quarter of 1956, 
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Parents’ Magazine reports an all- 
time high both in number of ad- 
vertising pages and in advertising 
revenue. 

Harper’s Bazaar reports a 14% 
gain in ad linage for the first quar- 
ter of 1956 over the same period 
in 1955 and a 25% linage gain for 
March over the March, 1955, issue. 

The March issue of Progressive 
Architecture carries the largest 
linage of any issue in the maga- 
zine’s 35-year history. 

The advertising volume in 
Transportation Supply News the 
first three months of 1956 is up 
33.4% compared to ad volume in 
the like period of 1955. Ad volume 
in Jobber Product News in the 
same period approximates the ad- 
vertising carried in all of the seven 
issues of the magazine published 
in 1955. Both are Stanley publica- 
tions. 


Masonite Corp. Boosts Silk 
Donald F. Silk has been pro- 
moted to assistant advertising 
manager of Masonite Corp., Chi- 
cago. He joined the company’s 
advertising department in 1954. 


18.3% 


lation in the 


Oklahoma City, Dallas, 


JACKSON, MISS. 
State Times 


(EVENING AND SUNDAY) 


Delivers 


dealer and carrier circu- 


zone than any other eve- 
ning newspaper. 


(Based on information taken from A.B.C. 
publishers statements for the 6 months 
ending September 30, 1955.) 

° e e e - 


In the short space of one year, the State Times— 
the Newspaper Owned by the People—has con- 
vincingly demonstrated the greater value it offers 
to advertisers. Look at these additional facts: 


38% more department store lineage... 
74% more food lineage... 

30% more automobile lineage... 
107% more appliance lineage... 
More total display advertising... 


More total classified advertising 


since the State Times started publication than 
any other Jackson evening newspaper. 


Represented by 


BURKE, KUIPERS & MAHONEY, INC. 
New York, Chicago, Detroit, Kansos City, Atlanta, 


More 


Jackson city 


(Lineage data based on 
media records statistics.) 


Charlotte, San Francisco 
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PR Man Sees 50% 
Growth of Britain’s 
Ad Industr Y by ‘59 on great pain and labor,” he| 


New York, March 20—Total| explained, “we have somehow sep-| 
British advertising may hit £350,-|@@ted the spot from sponsorship. | 
000,000 by 1958 or 1959. And 25% |I am not sure it was worth all the | 
of this total is likely to be in tel-| ‘rouble. It doesn’t seem to be! 
evishen. pleasing anybody very much. 

This rosy vista—current British # “On the other hand, as a purely | 
advertising is believed to run be- technical performance, the 
tween £200,000,000 and £250,-| achievement of getting this new) 
000,000—was held out here by) service off the ground inside the 
Alan Campbell-Johnson, London past eight months has been re-| 


| which is now eight months old in| 
| Britain. He expressed doubt that} 
|Americans would recognize com-| 
‘mercial tv in its unique British | 


pr man, who spoke before a New 


York chapter meeting of the Pub-| 


lic Relations Society of America. 
(The British pound is equal to 
$2.80.) 
Mr. Campbell-Johnson said this 


estimate gives some inkling of the | 


expected impact of commercial tv, 


| ting, television has attracted a 
very wide and competitive aud- 


ience to the British Broadcasting 


Corp.” 


| press media, Mr. Campbell-John- 


* © + o's 


WET PRO 


GENUINELY WET * 


OFS THAT ARE 


* Every set of 
plates intended for four 
color wet edition printing is 


both fiatted and final 


on modern four color ‘wet’ 


proofing presses. 


Cngravers, Inc. 


Beautiful Color Work + Outstanding Black & White 
600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 


proofed 


markable,” he said. “Even in the 
limited areas in which it is opera-| 


Reporting on developments in| 


|from the presentation of news”) need at all times to be alert to 


Campbell-Johnson Darrow Hollander Griswold Selvage 
VIEW FROM ALBION—Alan Campbell-Johnson, head of Campbell- 
Johnson Ltd., London, tells New York pr people how it’s done in 
Britain. Listening at the head table are Richard W. Darrow, exec 
vp, Hill & Knowlton; Frans Hollander, F. E. Hollander & Partners, 
The Hague; Denny Griswold, publisher of Public Relations News, 
and James P. Selvage, senior partner, Selvage & Lee. The Campbell- 
Johnson and Hollander companies are European associates of 

Hill & Knowlton. 


son said Britain’s mass circulation; ferent words have different mean- 
papers “are moving rapidly away|ings for different people, and we 
and “are becoming, in fact, a| that.” 
means of escaping from public Mr. Campbell-Johnson, head of 
news into the whole area of per-|a pr organization bearing his 
sonal relations and human interest! name, is visiting here to consult 
stories.” | with clients and with officials of 

He said one effect of this change} Hill & Knowlton, with which his 
has been a great growth in insti-| company is associated. 
tutional advertising, with com-)| 


panies presenting messages “that | Frito Increases Shares 


aM Gampball Johneon, who is|, Stockholders of Frito Co., Dallas, 


president-elect of the British In-| have approved an increase in au- 
stitute of Public Relations, told his|‘orized capital stock from 600,- 
American pr brethren that their 000 shares to 1,000,000. The com- 
breed is proliferating in Britain, | P@"Y 5S common stock has also been 
too. He reported that the British eclassified from no par value to 
pr institute, which was formed in $5 _ value. According to C. E. 
1948, now has more than 800 Doolin, president, ed plans have 
snensbers | been made for the immediate use 

; jof the increased capitalization. 
Currently there are 450,000 shares 


. " i 
Mr. Campbell-Johnson pointed of camman Gack eatcendiin. 


out that the British pr man has | 
special problems because “we live | 
in a mixed economy, where the na- | Westinghouse Boosts Fichier 
tionalized industry lives side by | Robert M. Fichter, formerly ad- 
side with private competitive in-|vertising manager of the tv-radio 
dustry.” He added: \division of Westinghouse Electric 
“Many of the words that you|Corp., Metuchen, N. J., has been 
might use, many of the battle cries| appointed manager of the com- 
that you might wish to raise can,|pany’s product development de- 
in a mixed economy, get you into) partment. Russell W. Johnson has 
unexpected difficulty. Public re-|been named advertising manager 
lations continues to involve quite|of the tv-radio division (AA, 


a close study of semantics. Dif- | March 5). 


Metropolitan 


-PEORIA( 


Sys 5 1s ce 


SALES GAINS (’54 Census 


Metropolitan Areas -Retall Sales Gain | Food Sales Gain [Drug Sales Gain | Automotive Gain |Gas Stations Gain 
($1,000) ($1,000) ($1,000) ($1,000) ($1,000) 
1, PEORIA......... .. $297,035 =9+23% | $65,887 +23% | $8,723 +40% | $56,225 +46% | $1859 +50% 
2. Dav.,* R.I., Moline. $290,541: +18% | $64,219 +239% | $9,571 +259% | $50890 +199% | $18,862 +H4% 
3. Rockford........... $204,591 +25% | $41,975 +11% | $6,265 +32% | $36,003 +52% | $12,217 +51% 
4. Springfield......... $179,013 +17% | $35,180 +19% | $6537 +279% | $28,172 +10%/| $12629 +57% 
South Bend, ind... $247,145 +139 | $54,225 +19% | $7,971 +26% | $42,492 +15% | $16,334 +40% 
Ft. Wayne, Ind...... $239,671 +24% $39,998 —1% | $7,244 +14%| $47,970 +55%| $15,401 +4% 
a ee ee i cd im having han Yeas. 2h 0K eam permieaen 


TO SERVE YOU BETTER... 
A New Modern Plant With Goss 8-Unit HEAD- 


LINER PRESS, Hurletron 
Colortrol 


FINEST ROP FULL COLOR REPRODUCTION EVERY DAY 


Electric Eye and Goss 


in RETAIL SALES. 


vs. ’°48) FAVOR PEORIA MARKET! 


-+.in Illinois (Except Chicago) 


Peoria Journal Star 
Daily net paid 100,000 plus 


Represented Nationally by WARD-GRIFFITH CO., Inc. 
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Trebled Growth of 
‘Canada Economy by 
‘66 Seen by Johnson 


Toronto, March 20—Arno John- 
son, vp and research director of 
J. Walter Thompson Co., took his 
“Advertise and you shall prosper” 
crusade to Canada last week. 

Speaking before the Advertising 
& Sales Club of Toronto, the op- 
timistic Mr. Johnson said it is 
quite possible for Canada to reach 
an annual production level of $50 
billion by 1966. He pointed out 
that this would mean an increase 
in personal consumption of goods 
and services from the current level 
of $16.4 billion to $32 billion. 

This 95% expansion in goods 
and services can be achieved, he 
explained, if the power of adver- 
tising and selling is used to change 
the habits, desires, motives and 
ideas of consumers. 

“We must learn to encourage, 
rather than hinder, the higher 
levels of consumer purchasing that 
go along with higher standards of 
living,” Mr. Johnson said. 


= The JWT executive said histori- 
cal evidence shows that both Can- 
ada and the U.S. can increase 
productivity per capita at a rate 
in excess of 3% a year. 

Pointing out that Canadian pop- 
ulation is growing at the rate of 
400,000 per year, Mr. Johnson said 
it is up to marketers to make long- 
range plans now to meet and “to 
anticipate or guide the trends in 
consumer demand.” 


Marketing Plans 
PAY OFF BETTER 
when you use the 


MARKET DATA & 
DIRECTORY NUMBER 


This amazing 556-page An- 
nual Number, June 25th, 
serves as a quick, easy guide 
for investigating any indus- 
trial market. Gives you basic 
information about every 
major trade and industry. 
Gives you authentic facts 
upon which to shape your 
initial marketing program. 
Yours with a year’s trial of 
Industrial Marketing (one 
copy each month plus the an- 
nual MD&DN) for only $3. 


Mail Coupon Today 
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INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11 
Enter my year’s trial for $3. 
My money back any time I’m 
not satisfied. 
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Westinghouse, Its 
Strike Over, Leaps 
Back into Ad Fray 


(Continued from Page 1) 
distribution methods. 

2. It will make more intelligent 
use of its money available for ad- 
vertising. 

Mr. Witting emphasized that the 
projected campaign expenditures 
are in addition to the planned ex- 
penditures at year end, before the 
length and magnitude of the strike 
was known. 


® Westinghouse has continued 
“Studio One” on CBS during the 
strike, although it soft-pedaled 
product promotion, and it looks 
confidently forward to its sponsor- 
ship of the conventions this sum- 
mer. 

In the meantime, it will concen- 
trate on the “local level.” Mr. Wit- 
ting conceded that in the past 
Westinghouse promotion had been 
rightly criticized as too national in 
character, with local promotion 
neglected. He said the new drive 
will alter this situation. 

Also he noted that Westing- 
house dealer loyalty had been ex- 
cellent during the strike; that 
dealers are now crying for produc- 
tion; and that the three-week lee- 
way for the campaign is dictated 
in part by the production situation 
in various Westinghouse plants. He 
mentioned the fact that some 
plants have a maintenance prob- 
lem; others are in full production 
now. In Mansfield, O., the West- 
inghouse plant is signing up 1,000 
people to work a six-day week. 
These production details have to be 
accounted for before the promotion 
can begin. 

McCann-Erickson is Westing- 
house’s agency for consumer prod- 
ucts. 


Ad Execs Elect Giles 

Ray Giles, business development 
director, Pacific Coast Engineering 
Co., Alameda, has been elected 
president of the Advertising Ex- 
ecutives Club of Oakland. Other 
new officers include Josephine 
Brown, publicity director, Country 
Club Center, Sacramento, vp; 
Jack deMello, sales manager, 
KROW, Oakland, secretary, and 
Al Horn, advertising director, 


Berkeley Gazette, treasurer. 


| 
| 


Philip Zach 


Philip Zach Elected 
New President of 
Capper Publications 


Topeka, March 20—Philip Zach, 
vp and advertising director of Cap- 
per Publications Inc., has been 
elected president of the company 
to fill the vacancy created by the 
death of Henry S. Blake March 10 
(AA, March 19). 

Mr. Zach, who joined Capper in 
1919 two days after he was grad- 
uated from Harvard University, 
|became manager of the New York 
‘branch office in 1924, a director in 
1937, director of advertising two 
years later and a vp in 1941. As 
president, he moves from the New 
York office to headquarters here. 

Appointments to a vacancy on 
|Capper’s five-man board of direc- 
|tors, created by Mr. Blake’s death, 


and to the post of advertising di- 
|rector, to succeed Mr. Zach, have 
|not yet been made. Other appoint- 
ments to replace Mr. Blake as an 
officer in several subsidiary com- 
panies also are still to be made. 
The Capper publishing empire, 
founded by the late Sen. Arthur C. 
Capper, includes two daily news- 
papers, two national monthly mag- 
azines, several farm publications, 
two radio stations and a tv station. 


|Needles Names Jansen; Adds I 

James R. Needles Advertising, 
San Francisco, has appointed Joyce 
|Jansen, formerly with Weiner, 
|Ohleyer, Reynolds & Baker, media 
director and a copywriter. The 
agency has been named to handle 
|advertising for Allied Enterprises, 
|San Francisco, maker of Ridd and 
| Pet-Eez, pet products. 


The Post Office Is a Public Service, 
Rate Hike Opponents Tell Congress 


(Continued from Page 1) 

| that it hopes the rate bill will in- 
clude a preamble determining 
| whether the Post Office is a busi- 
|mess or a public utility. 

| “We feel there is a great deal 
jof misunderstanding of the mis- 
|sion of the Post Office, and as long 
las this exists it will be awfully 
|hard to come up with a sensible 
postal bill,” he said. 


= Most witnesses were asked by 
Rep. John E. Moss Jr. (D., Cal.) 
whether they felt a basic policy 
decision ought to be made before 
rates are changed. “Once we de- 
termine the subsidy,” he asked 
George Hecht, publisher of Par- 
ents’ Magazine, “do we assess it 
against other users of mail, or is 
it a public service which should 
be assessed generally against the 
taxpayers?” 

Mr. Hecht was cool to the sug- 
gestion that Congress adopt “a 
publisher’s postal parity” formula, 
but he insisted Congress should 
adopt a policy specifying that low 
second-class rates are to be con- 
tinued in recognition of the benefit 
rendered by publications. 


the postal network is probably 
more responsible than any other 
department of the government for 
the growth of our country. 


® Mr. Haire testified for ABP that | 


to be coming up year after year 
represents a great waste of time 
and talent for folks at the Post 
Office, folks in Congress, and folks 
in the publishing business.” 


® Other witnesses were less opti- 
mistic about their ability to absorb 
rate increases. Mr. Hecht estimated 
the increases, including the pro- 
posed 4¢ letter rate and 2¢ rate on 
bulk third class, would add $235,- 
000 to the postal costs of the five 
magazines published by his com- 
panies. He pointed out this 
equalled 65% of combined profits | 
of the publications before taxes in 
1955, and that subscription and 
advertising rates had already been | 
increased to the limit practical at 
this time. 

Among the many users of third 
class who appeared this week was) 
L. P. Lathem Jr., general manager | 
of Lathem Time Recorder Co., At- 
lanta. He asserted the increase in 
rates for bulk third class would 
be a hardship to thousands of small 
businesses that depend on the mails 
as a tool for doing business. “The 
only advantage this bill has to 
us,” he said, “is that we will have 
less taxes to pay because we won’t 
make enough profits to have to 
| worry about taxes.” Mr. Maginnis 
|insisted the existing rate of 3¢ an 
‘ounce is already “unconscionable” 
for letters weighing more than an 


the postal service, not just the | 1945, he said $2 billion of the $4.6 
existence of a fine service, that| billion was caused by publishers’ 
creates and maintains our dynamic | Second class mail. The fact that 
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deficit. The Congress cannot legis- 
late intelligently on a postal rate 
bill until all subsidies have been 


acknowledged and the true deficit - 


determined.” 

Seeking to dispel charges that 
third class is a burden on the de- 
partment, Mr. Maginnis pointed 
out the bulk rate had been in- 
creased from l1¢ to 1%¢ in 1952, 


bringing in $64,000,000 a year, 
“which is more than the total 
amount brought in by second 
class.” 


8 At one point, Rep. Joel T. Broy- 
hill (R., Va.) interrupted to ob- 
serve that third class users have 
a serious public reiations problem. 
Tabulations of a survey covering 
20,000 of his constitutents show 
strong support for rate increases, 
Rep. Broyhill said, and in many 
cases people have pencilled in 
remarks “please do something 
about junk mail.” 

Other subsidies mentioned by 
Mr. Maginnis included a $35,800,- 
000 annual loss on postcards, $150,- 
000,000 annual loss on RFD, plus 
losses from 1945 to 1954 on air 
mail subsidies and government 
mail. 

“If $406,000,000 is raised through 
this bill,” he said, “the deficit will 
be but $94,000,000. Since all the 
free services and subsidized serv- 
ices I have mentioned total well 
over $300,000,000 a year, the users 
of first-class will be picking up 
the tab for the others.” 


® Lawrence Bell, partner in J. K. 
Lasser Co., New York, one of three 


“It must be remembered, ounce, witnesses for the smaller maga- 
though,” he said, “that it is the| In his analysis of the Post Of-| zines postal committee, said that 
information that is distributed by fice Department’s deficit since| the 30% increase for magazines 


should be spread over a six-year 
period, so that the increases would 
be in line with other increases in 


American economy. While we busi- 
ness publications, for instance, 
could not exist without the postal 
service, the economy of America 
would be far less dynamic without 
our publications.” 

Mr. Haire said he was not rep- 
resenting that the two successive 
annual 15% increases in second- 
class rates proposed at this time 
would put business papers out of 
business. 

“We would be in a very pre- 
carious business if that were so. 
We do feel that for this vexing 
and highly complicated problem 


there is a second class subsidy does 
not detract from the validity of the 
policy which permits distribution 
|of the printed word to all Ameri- 
‘cans at low postage rates, he added. 


® “But who is to pick up the check 
for the $230,000,000 second class 
deficit that would still remain 
even after the increases proposed 
in this bill are effective? The first 
class users of the mail? Third class 
users? I know of no logical reasons 
why thai should be so. 

“Let’s earmark it as a subsidy 


and remove it from the postal 


publishing costs. 

Mr. Bell, while accepting the 
attenuated rate increase, suggested 
that Congress cut the second-class 
deficit $60,000,000 by removing 
publications issued by non-profit 
organizations from second-class 
and placing them in a proposed 
fifth class. He urged approval of 
H. R. 311, which would estabiish 
this new class. 

The committee also pointed out 
that their acceptance of a second- 
class increase is contingent on 
similar increases being granted in 
first-class and third-class rates. 


Beard Hart 


AS ADVERTISERS MEET—Dave Beard of Reynolds Metals Co. chats with Bill Hart of the 
Advertising Research Foundation at the Assn. of National Advertisers’ annual meeting 
in Hot Springs, Va. Talking over their coffee are Paul Vollmer of Blaw-Knox Inc., 


Vollmer Shine 


Murphy 


Staley 


Ebel West 


George Shine of Avon Products and Bill Murphy of Shell Oil. At the right Stu Watson 
of S. C. Johnson & Son talks things over with Gene Staley of A. E. Staley Mfg. Co., 
while Paul West, ANA president, has an attentive listener in Ed Ebel of General Foods. 


Budd Farrell 


Piggott 


Kolb 


Bagley 


Fusek 


COFFEE BREAK—Members of the Assn. of National Advertisers who gathered for the Co.; Fran Smawley of Schlitz Brewing; Frank Kolb of Standard Oil (Ohio); Alan 


traditional coffee break during the morning sessions included Rex Budd of Campbell 


Brown of Pharmaco Inc.; Linton Bagley of J. A. Folger & Co.; John Fusek of Dewey & 


Soup Co.; W. R. Farrell of Monsanto Chemical Co.; Robert Piggott of Ralston Purina Almy Chemical Co., and Walt Boone of Dow Chemical Co. 
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Advertising Age, March 26, 1956 


100 Top Magazine and Broadcast Advertisers in 1955 Top 100 Advertisers Spent Nearly 


Based on figures compiled by Leading National Advertisers Inc. 


These figures are based on 


measurements of 84 
general magazines or groups, six farm publications, 
national television networks, and First 3 Markets 


Total Magazines Newspaper f Network 
COMPANY Expenditure — Farm Total | Seetion | Television 
1. General Motors Corp. ............... $44,459,367 | $23,918,557 $2,095,498 | $26,014,055 4,367,739 14,077,573 
2. Procter & Gamble Co. ............... 42,192,313 7,134,040 99,800 7,233,840 1,136,245 33,822,228 
3. General Foods Corp. ................ 30,236,642 11,149,886 822,382 11,972,268 4,425,163 13,839,211 
BP Sadie c eke cccceeesese 27,794,038 8,981,261 383,883: 9,365,144 1,156,125 17,272,769 
5. Colgate-Palmolive Co. ............4.. 25,507,021 3,846,482 181,770 | 4,028,252 2,780,451 18,698,318 
6. General Electric Co. ................ 19,866,586 10,909,408 512,460 11,421,868 1,042,136 7,402,582 
DRA. 6 dele bude ddick ss ctceced 19,073,085 2,517,057 71,442 | 2,588,499 744,340 15,740,246 
SIDE OUR an tbne vidoes be nccce dia 18,615,968 8,073,403 806,390 | 8,879,793 1,087,375 8,648,800 
9. American Tobacco Co. .............. 17,318,843 4,792,863 211,730 5,004,593 1,610,425 10,703,825 
10. R. J. Reynolds Tobacco Co. ........... 15,254,201 2,677,615 345,920 3 aa 12,230,666 
Bel EE EE GIR eds aceedicraiccees 14,487,142 1,482,829 148,686 | 1,631,515 3,410,875 9,444,752 
12. Generc! Mill, Inc. ...........eceeees 14,321,807 3,577,528 334,770 3,912,298 953,250 9,456,259 
13. American Home Products Corp. ....... 11,914,669 2,084,315 172,976 | 2,257,291 408,324 9,249,054 
14. Campbell Soup Co. ................. 10,643,850 6,299,390 43,800 6,343,190 415,275 3,885,385 
15. National Dairy Products Corp. ........ 10,012,631 3,005,438 36,640 3,042,078 1,052,554 5,917,999 
ok SP ererererer 9,865,382 3,519,560 96,493 3,616,053 1,226,194 5,023,135 
17. Liggett & Myers Tobacco Co. ........ 9,358,157 0 SO Dre 7,430,797 
Ee rer eer 9,073,973 «ae ce (ea 6,446,082 
19. Distiflers Corp.-Seagrams, Ltd. ........ 8,039,124 0 : Ea 7,656,469 nh - <sckweme 
20. Pillsbury Mills, Inc. .............005. 7,729,511 2,155,914 33,573 2,189,487 248,700 5,291,324 
21. Goodyear Tire & Rubber Co. .......... 7,304,332 4,768,411 316,710 5,085,121 23,800 2,195,411 
22. American Telephone & Telegraph Co. .. 7,057,170 6,761,443 257,528 | 7,018,971 , panansos 
ST MRT, Fevusenciasnetardcoceas 6,530,844 1,403,519 198,596 | 1,602,115 1,018,515 3,910,214 
24 a Seabed wate éilneulhin de eiv-dd 6,443,576 2,081,670 TORE) EE cn tccnce 4,255,206 
SEED Wis Sehkndbabe on.60 se 0 6,416,384 1,255,373 52,884 | 1,308,257 438,258 4,669,869 
26. Westinghouse Electric Corp. ......... 6,389,597 1,708,032 43,500 | 1,751,532 245,195 4,392,870 
27. Radio Corp. of America ............. 6,349,987 4,111,067 115,100 4,226,167 389,364 1,734,456 
28. E. 1. du Pont de Nemours & Co., inc. ... 6,349,687 5,169,056 109,614 5,278,670 280,408 790,609 
29. S. C. Johnson & Son, Inc. ............ 5,657,231 Lo a=. 1,564,766 568,015 3,524,450 
SR Geteey GIRS Go ccc iceccccsccccs 5,629,446 2,446,699 215,410 2,662,109 1,293,233 1,674,104 
31. Standard Brands, Inc. .............. 5,570,036 3,573,312 116,564 3,689,876 329,144 1,551,016 
el errr er 5,330,817 Co! l= 1,761,375 557,080 3,012,362 
33. Johnson & Johnson ................ 5,240,564 3,214,680 191,425 3,406,105 | 700,552 1,133,907 
34. National Distillers Products Corp. ..... 5,239,759 RE 5,227,958 | DRM s &. dohamas . 
IE, TE Savas dakbs.ceqcunand 5,194,408 SS ire 1,548,509 . 72,895 3,573,004 
See PIE, HID: o's caspececesescces 5,149,104 | 2,146,111 68,580 2,214,691 1,678,163 | 1,256,250 
37. American Motors Corp. ............. 5,086,044 1,978,261 22,600 2,000,861 54,930 3,030,253 
Bee SHRED GNU, BIBS ccc cc ccvcccceosss 4,860,010 1,982,704 129,231 2,111,935 1,333,462 1,414,613 
Be PE WIL oo ch wecs se cccedecocnus 4,713,816 : 1,462,271 77,398 1,539,669 1,564,773 1,609,374 
40. Eastman Kodak Co. ...............- 4,713,315 RR re 2,557,892 99,276 2,056,147 
GN Nb bke dents eccctavwcces 4,665,080 2,263,644 152,913 2,416,557 498,595 1,749,928 
42. National Biscuit Co. .............+-- 4,467,330 Se” ¢ctcoves 420,158 1,498,850 2,548,322 
43. Helene Curtis Industries, Inc. ......... 4,414,962 4 GR 1,178,269 1,107,496 2,129,197 
44. International Cellucotton Products Co. . 4,364,365 a 3,052,955 | 396,762 914,648 
45. Studebaker-Packard Corp. ........... 4,331,765 2,566,086 179,910 2,745,996 | 37,915 1,547,854 
EE UL Beds isaeidecesecescecs 4,139,046 2,157,313 1 (eres 1,777,203 
MRIS, tic ccbsectapeseccsccees 4,117,649 | arr 4,252 253,327 3,860,070 
RK NEE Sererrrre 4,116,048 1,729,189 12,425 1,741,614 614,160 1,760,274 
49. Warner-Lambert Pharmaceutical Co. ... 4,058,123 SMT” «= ‘soneecss 1,774,568 | 180,965 2,102,590 
50. Sperry Rand Corp. .............+.+- 3,959,909 1,821,423 183,129 2,004,552 44,400 1,910,957 
51. Revion Products Corp. .............. 3,943,899 882,726 8,250 890,976 168,098 2,884,825 
Se NE WE sees chs Ke ecccdewecs 3,921,333 722,268 12,382 734,650 147,243 3,039,440 
53. Firestone Tire & Rubber Co. .......... 3,852,962 2,019,432 271,780 _ | {yee 1,561,750 
SA Uh A eine Ga cic. cccese kink ovbied 3,675,901 SEE... veteeens 1,480,302 97,030 2,098,569 
55. Avco Manufacturing Corp. ........... 3,562,904 1,500,792 165,872 1,666,664 313,820 1,582,420 
56. Schenley Industries, Inc. ............ 3,545,505 | a 3,523,550 | 3 eee 
BE, PR CINE: occ cccnccccccveses 3,442,652 717,600 92,474 810,074 90,386 2,542,192 
58. Joseph Schlitz Brewing Co. ........... 3,348,831 | aoe 0 A ar 2,272,776 
59. Sylvania Electric Products, inc. ....... 3,335,204 794,914 40,800 835,714 357,040 2,142,450 
CE SE arden sscds cccccccased 3,263,497 1,456,232 48,310 | J! 6 eee 1,758,955 
OE UNE UD ok vnceccccccccscces 3,254,489 1,129,711 324,338 | SE!) nneen vas 1,800,440 
62. British-American Tobacco Co., itd. .... 3,252,806 931,740 9,700 | 941,440 139,455 2,171,911 
63. Armstrong Cork Co. ............+05- 3,220,355 1,752,382 56,988 | 1,809,370 36,430 1,374,555 
ae reer rrr rer 3,072,109 888,507 69,715 | 958,222 452,971 1,660,916 
65. Andrew Jergens Co. ..........--.4-- 3,016,677 1,347,887 120,900 1,468,787 285,995 1,261,895 
GE, Te TE GI cn ccvccccctcccecced 2,840,865 1,977,664 372,480 2,350,144 | 447,437 43,284 
67. Aluminum Co. of America ........... 2,832,621 928,391 78,486 1,006,877 | 78,814 1,746,930 
68. Corn Products Refining Co. .......... 2,795,054 1,371.091 5% 1,575,687 425,390 793,977 
69. Lehn & Fink Products Corp. .......... 2,787,975 642,378 34,178 ET. cb avecsya | 2:111,419 
70. Reynolds Metals Co. ............--5. i 2,764,911 888,471 53,020 941,491 | 17,811 | 1,805,609 
Ti. DB. F. GaetteR Ge. 2. cc ccccccccccces 2,749,418 1,627,724 154,791 Be 4 «Cuber cree 966,903 
72. Hazel Bishop, Inc. ...........-++++- rn -) shliethcc ik estcaten E-. - KtRG ess ua 2,733,680 
STOR. cs 0ccieksoylecesess 2,694,338 ee 179,275 | 334,605 | 2° 180,458 
74. Chesebrough-Pond’s, Inc. ..........-- 2,687,716 i | Beerrrers c 1,314,206 | 187,145 1,186,365 
75. American Dairy Ass'n ..........-+++- 2,631,972 897,185 1,085 _. . § Bee 1,733,702 
"TEs Bee GARE, WE. ei etecee se ccccees 2,624,454 * A aoe 2,061,119 | 8 8 ee eae 
77. Sunbeam Corp. ..........00+0eeeees 2,607,642 1,189,180 29,321 | CO 2 ae 1,389,141 
Tk: CME GRO. bos ceontivesd secencecs 2,559,503 359,046 37,872 a 2,162,585 
79. W. A. Sheaffer Pen Co. ...........-.. 2,531,270 EE. e<vosews 234,230 12,458 2,284,582 
80. Cluett, Peabody & Co., Inc. .......... 2,453,116 ee 2,080,809 156,104 216,203 
81. Greot Atlantic & Pacific Tea Co. 
SEE. cievcnddutebeanieh oosn 2,436,497 n- ~ asvexeen 932,257 ae 
OP. Admiral Corp. ........cccceceeeeeee 2,410,503 1,006,514) = ........ | 1,006,514] ........ 1,403,989 
83. California Packing Corp. ............ 2,407,698 1,938,694 7,600 | 1,946,294 69,750 391,654 
G4. Pepsi-Cola Co. ... 2... sccceceeeeeees 2,381,776 oo“, Ee 898,690 964,311 518,775 
85. Columbia Broadcasting System, Inc. ... 2,368,010 638,947 1,200 640,147 9,336 1,718,527 
86. Hiram Walker-Gooderham & Worts, Ltd. 2,358,725 se? 2,355,042 gg ee 
87. Olin Mathieson Chemical Corp. ....... 2,310,486 1,547,267 158,608 ED Gb ovcce 604,611 
BONE thc cc vcvctedeccrcs cues 2,286,905 TE.” ceginiging nk Yd eee 1,694,843 
89. Stanley Warner Corp. .............-- 2,151,734 -  )| ae 1,266,855 aren 
90. Prudential Insurance Co. of America ... 2,119,630 ee | eecestes 9,845 747,953 1,361,832 
ON vas Je ecacecracstyesou 2,084,619 ne) “xenaeens SS ee 2,081,475 
92. Doubleday & Co., Inc. .......-...-0 0s 2,033,609 | (a 774,400 — i hl 
93. Safeway Stores, Inc. ...........+0+- 2,030,288 2,027,453 2,835 sk ae Fe Ree 
94. Monsento Chemical Co. ...........-- 1,988,440 1,281,690 101,025 1,382,715 115,831 489,894 
95. Borg-Worner Corp. ....... 6-0-0 eeee 1,931,079 1,773,304 104,585 1,877,889 4 Le 
PR INO, oc cess ccvcccccccecess 1,920,733 1,182,063 82,500 1,264,563 334,000 322,170 
97. Atlontis Soles Corp. ............05+5 1,891,824 Cl lL arr 937,859 427,640 526,325 
98. Singer Manufacturing Co. ........... 1,858,911 574,156 83,480 | 9 i 7 1,201,275 
99. New York Life Insurance Co. ......... 1,838,674 1,672,274 146,850 1,819,124 eee oe 
WH HID, ccc ccccccccccccceccesa 1,818,464 302,584 | EE sevcenes 1,472,680 


$2 Billion in 1955, 


(Continued from Page 1) 


Group, New York Mirror Magazine, New York| compared with $20,560,238 spent 
Times Magazine, plus The American Weekly, Fam- | in 1954. Its tv expenditure in 1955 
ily Weekly, Parade and This Week Magazine. 


|was $14,077,573, compared with) 
| $10,304,242 in 1954. 


= Procter & Gamble’s expenditure 
for 1955 was $42,192,313, compared | 
'with $44,151,220 in 1954. Quite! 
conceivably, this figure could be) 
more than $10,000,000 greater if 
/network radio were included. Its! 
expenditure in radio in 1954 was) 
$12,339,668 (GM’s was $3,780,932). 
Also, in 1955, P&G increased its 
spending in network television by 
|}more than $10,000,000. In 1955 it 
| spent $33,822,228 in net tv as com- 
}pared with $23,201,228 in 1954. 
|Magazine advertising was in- 
creased slightly also. $7,233,840 
|was spent in magazines in 1955 
| by P&G, compared with $6,543,905 
lin 1954. 

Newspaper sections spending 
dropped slightly, from $1,566,419 
'in 1954 to $1,136,245 in 1955. 
| 


'® Elimination of network radio’ 
figures this year has also shaken | 
up completely the relative posi- 
tions of the other top advertisers. 

For example, both Ford Motor 


PIB Reports 


,and American Tobacco moved up 


into the ranks of the top ten, dis- 
placing Lever Bros. and General 
Mills. However, both Lever and 
General Mills spent large sums in 
radio in 1954—$4,471,376 and $3,- 
724,388, respectively—and this is 
apparently reflected as a drop in 
the 1955 PIB figures. Lever’s total 
expenditure for 1955 was $14,487,- 
142, compared with $17,771,633 in 
1954. General Mills’ total was $14,- 
321,807, compared with $16,120,255 
in 1954. 


s Another advertiser shaken down 
by the deletion of network radio 
figures in the PIB report is Col- 
gate-Palmolive Co. This company 
had held third place for the past 
several years. In 1955 it dropped 
to fifth place; its radio investment 
in 1954 had been $4,813,770. In 
1955 Colgate had increased its net- 
work television spending from 
$14,089,737 in 1954 to $18,698,318. 
Magazine expenditure was in- 
creased from $3,713,779 to $4,- 
028,252. 

Spending in newspaper sections 
had been cut down somewhat, 
from $4,190,771 to $2,780,451. 

General Foods, which also had 


1951-1955 Totals 


Listed below are 1955’s top 100 


for 100 Leaders 


Source: Leading National Advertisers Inc. 


advertisers, showing the amount 


each company spent for time and space in the past five years in 
general magazines, farm magazines, newspaper supplements and 
network tv (no talent costs are included for tv). These totals do not 


up to 1955.) 
oe i se veer 81 
Genero: theron -. - | $19,761,966 $14,162,348 
Procter & Gombte | 44151220 | 37,522.507 3573, 35.859,156 
Generel Foods Corp... | 953 72,263,148 nen 
Guysier Corp... 13.063, )83 $203,911 7.255.499 
Colgate-Palmalive Co. | 26,727,087 26 71.855.408 16,904,406 
General Gectric Co... | esos 15,267,261 Vasant 12,426,483 
Sa asccysesneseonce 19,499,770 13,785,167 10.118.Se2 7487136 
Ford Mater CR cece eenee 15418383 | =—(12.261403 0.757.571 6547 409 
American Toboces Co. ....... 15,997,237 15,767,207 13,098.88) 11,483,002 
R 1 Reynolds Tebecee Co. 16,706. 162 ’ wna VL 1Se.808 
Pay Co. os WIN 43 W1S7473 «7, 9.906 13617873 
Malis ine ies 14,120,255 14 564.970 97.99 
Amerson Home Pragucts Corp. 1978904 ; 4.318.555 193747 
Campbell Soup Co. .......... 11,068,864 10.572.912 0.924.381 9.268, 
Notional Dowy Products Corp 10,327,232 anion | 7as7.” ernyse 
Bristol-Myers Co. ...... 7590.29 ry en 6.299.955 
Liggett & Myers Tebecce Co 123, | 12aeee 12,110,431 11,208,298 
| eee 12752,170 | 10954286 7931409 1.612.366 
Dvsriliers Corp. —Seegrams. Ltd. sess | OST | 5,955,996 
Pilbstbury Mulls me 7.882.017 7.485.170 ry 7060,988 
Goodyear Tire & Rubber Co 47o99 =| = (6357209 4734140 5.304472 
American Telephone & Telegraph 6335379 4.782.911 4485,178 3.978.992 
Swift & Co. bass comes 67a O8D EB 6,986.49" 
Borden Co. 4.089.694 246%509 | = (2551353 2648.77" 
ee iittinss disses 4.077.670 anno | rescyry 
Ly ay Bectric Corp. S677 B46 6.597.293 7599.33 5.113.528 
Roadie Corp of $088. | $200,278 4.715.066 4067.77 
EL dy Pont de Nemours & Co. inc. amas | 99S. See 1.454.650 
S.C Joheson & Sen, ine. 6.291352 5.630.108 2.897,190 2.158.755 
Queter Oets Co 7, 610427700 | (5495474 $,240,321 
“sanderd Brandy inc 4.912.065 res ee oc 1245,188 
CocoLole Co m ry | 3070067 
Joheson & joheson .... 44623 4678.02 BAT 3.291.059 
Notional Drstillers Products 413.06 3,998.65) 3.454.243 4048, 
Scott Paper Co. ........ 2706.43 eee | 2 S14 136 2186.17) 
Philip Morris. inc. ' 6668206 7 | 7,170,452 oom, 
American Motors Corp. 3,476,992 4,250,101¢ | BS 611¢ 2.992.498; 
Sterling Drug, inc... 7504729 yt eee 10.08) 062 
Armour & Co. 5.150.663 4385385 | 4271075 470,237 
tastmon Kedah Co 1,985,606 1.248.052 2.085.266 1642.03 
(armation Co 4.178.783 2207.6 1,973,829 2.258.178 
Nanona! Bricut Co 4467 2.531699 2.492.123 3,216,095 3.776.981 
Helene Corts Industries inc 4414962 3,517,465 1,998,536 1220.84) 637451 
| Internationa! Cellucetton Products Co. 4 3,873,477 4.055.837 2.516.697 27775 
Studeboker-Pockerd Corp. ... 4,331,765 1627 636 3,521,382 2.491.360 2499. 
Texas Co ‘ 4,199,046 4,030,763 3,674,382 4.665.920 3317483 
Seruten Co. anne 5,106,423 145,373 1 460.104 
Nestle Co. inc. 4,116,068 2,147,357 2416.99 1,291,132 562.568 
Worner Lambert Pharmaceutical Co 4,058,123 3,480,7697 + 2.240,855tt 3,261,228++ A771 Itt 
Sperry Rand Corp. 3,959,909" 2.552. 1.696,042"* cy 100,749" * 
Revion Products Corp. . a 1 1,049,144 602.205 576,413 
tiles Labs. tne. : 3,971,333 7.922.527 6.472.097 0.347.585 4,109,752 
Firestone Tire & Rubber Co 3,852,962 4.194.532 444.904 4,197,339 3.202.325 
HL Heinz Co. ahah 3,675,901 Lama Nas wm 2,128,367 2.020.890 
vce Menutecturing 3.562.904 77 2,940,613 ae 
Schenley industries, _— wh 1.545.505 1.378.600 4,136,969 4.635.960 5.610.230 
Dow Chemica! Co. * 3,442,652 1,087,573 1.019.786 1,110,967 1011226 
Joseph Schlitz Brewing Co. 3.348.831 2.902.489 2,651,739 3,199,467 sins 
Sytvame Electric Products inc. 3,335,204 2,802,726 2.872.895 2.229.001 2,098,515 
Philco Corp. 2,263,497 5.307.296 5,861,707 6,470,956 4.812.940 
U.S. Steet Corp. 3,254,489 2,875,981 2423495 2,480,904 
British-American Tobacco Co. Lid. 3446, 168,74) 768.954 
Armstrong Cork Co 3,220,355 2.718.383 2.645,442 2.441465 2.482.823 
Best Foods, inc. 3,072,109 1,448,297 1,704,850 
Andrew Jergens Co 2.016.677 1,557,862 3.211,073 2682.65) 3,109,649 
Rexall Drug Co 2.840.865 4340, 3.429, 2,933,194 1606777 
Aluminum Co of America 2832.62! 3.082.425 2.317.156 2.198.473 1,261,808 
Corn Products Refining Co 2.795.054 284) 504 2.669.872 © 806 606 114722 
Lehe & Fink Products Corp. 2,787,975 1,108,271 VW 1 1,207,332 1318016 
Reynolds Metois Co 2,764,911 2,493,325 2,197,747 2,038,034 926,537 
BF Goodrich Co L0A8 3,020,268 2,560,475 2.533.008 2.260.056 
Harel Bishop, inc. 2.733.680 2,901,373 2.379.920 1,359,786 809.725 
Samora Co 26%, 2.152.092 1,790,526 352,860 
Chesebrough-Pond’s, inc 2.687.716 2.141088" 3,497,340" 3,973,942" 4,060,030" 
American Dowy Assn 2.631,972 402.658 1,180,618 869.010 731% 
Hunt Foods. im 2624,454 1,255,864 1,783,425 2.305; 2,104,735 
Sunbeom Corp 2.607.642 1.221,208 LOS 1,367,259 1.832.663 
Gulf O8 Corp. 2.559.503 2,027,532 1,996,518 2.586.075 1668548 
W. A. Sheaffer Pen Co. 2.531.270 1,209,246) 2200 908,537 774,906 
Cuett, Peabody & Co, inc. 2.453116 2.475.348 2,185,401 2.072.303 2.017,877 
Great Atlantic & Pacific Teo Co. of America 2496497 1,721,565 74,715 890.891 1,434,267 
Admiral Corp. 2,410,503 2.38),483 2.070.498 2.569.388 2731666 
Colitornie 2.407.698 2,350,199 2459410 2.427.769 1777.6 
Pepsi-Cole Co. 2.381,7% 2,902,121 2313116 1,066,745 928.668 
| 2368010 829, n 807.97 736,857 
Hiram Walker Gooderham & Worts, itd + 2asa72s 1,978,038 1,836,919 1st 2.483.038 
Olin Mathieson Chemical Corp. ........... 2.310,4868 2,015,319 1427, 7708 1,160,4018 386. 97261 
Sichwct, tme | 2,286,905 2,432,960 i; 1,218,452 1,005,360 
Stoniey Worner Corp. }  21S\7M 4 275,778 1614653 1869,322 
Prudential insurance Co of Amenco 2,119,630 042 2.01967) 1,987,901 
Pet Milk Co. 2,084,619 2,906,232 1.643.785 1,901,616 1 666,679 
Doubleday & Co. inc. 2,033,609 209.206 1,960,417 1,778,162 1.887.996 
Soteway Stores. Ine 2.030.288 1,792,273 1,362,440 686.678 
Monsanto Chemo! Co | mB 440+ 1.202.664" 1,38) .2307 1,254, See 862 660+ 
Borg-Warner Corp 19a ore 1.496.497 | 64 908 1,707,143 1.783.006 
Semmens Co 1,920,733 | 886 638 1,562,240 1 1,469,207 
Ationtis Seles Corp. ar ae 1606.316 1sm.a7 1.272.188 1,078.40" 
Sunger Manutacturing Co Vasaent 1379553 ee eee 1,185,143 
New York Lite insurance Co. 1 908,674 1.282.086 Van sie 1 
Maytag Co. 1818464 96,902 ane $99.31) 
ene ot co Pond’s Extract Co merged = |006 ce Gy ine om 1968 
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Detroit Strike Cost Dailies $16,000,000; — tins conan. jonn'B. Camp- 
Ad Expenditures by Industry Retail Sales Fell $35,000,000; Suburbs Gained bell, formerly an associate saat 


Source: Leading National Advertisers Inc. eengees SEP. Lanuser as maRAeRS 


, ; ‘ : : u | (Continued from Page 3) ; All of the communities have editor. 
Figures given here include ad expenditures by industry of all ‘up 58.7%, in Macomb 10.9%, and newspapers; Royal Oak and Mt. 
companies in the PIB Service in general and national farm maga- | jin Oakland 15.7%. |Clemens have dailies. 
zines, Sunday newspaper sections and network tv. Network radio | Only exceptions to the sales DON’T TELL OUR NEIGHBORS! 
expenditures are excluded from 1955, but included for prior years. | losses in December, 1955, compared 2 
i D b 1954 to- Harry W. Graff Adds Cubana | If you have 7 sales story to tell in a 
Industry Class 1955+ 1954 1983 1982 1951 with December, , were auto-| ‘a a b . . , 
Products 175,820,957 181,619,735 160.482.9902 145,375,838 ‘mobiles. Car sales rose 18.5% in|, Cubana Airlines, Havana, Cuba, |! Central Florida area, don't tell it 
» poanthiune 820, . 4 wel | . . . . 
Tellers ond Tedet Goods a 200 aa N73 M838. 1h 274 mst ae |Detroit and 12.1% in.the rest of | has Bo erage rand abd se a to the neighbors in other Florida 
Nee tcneeal ead Sencha nt Setoment ----------- VAI eases Geatias? «© Ssymse 6 aauaees |Wayne County. They climbed |* rhe pense “ agro 2: ‘a Be Cities and expect it to get to Or- P 
peg, beceeyen ems §—NOI2 ANMOTS —G1I17772 SASK | 43 4c, in Macomb County and|S@©S Promotion agency in NeW || lando by the grapevine. : 
Soaps. Cleansers and Polishes , ANY, 856, 55,185416 $2,717,252 43,990,743 ; York. A campaign is now being 3 
Appare!. Footwear ond Accessories 59,190,397 = $6, 143,189 55437828 850, s) 133.9% in Oakland County. . . Florida's Fourth Market is made be 
industrial Materials . 56,469,909 $0,312,038 48,525,255 47,157,155 38,518,140 = scheduled in trade and consumer ; : . " 
Drugs ond Remedies bikscoens 49,804,190 $5,634.48) 4,066,464 «50,167.41 4ae7ee8 «6S Furniture stores showed a 13.9% p : up of five rich (buying power) 
Beer, Wine and Liquor aiid 42,999,762 41,163,959 38,567,680 38444753 40,626.472 : troit dt |travel magazines, New York City A 
Building Materials, Equipment ond Fixtures. - Sale mena Mae ses 27 0887 increase in Detroit, compared to a| newspapers, and in spot radio and Counties around Orlando. Orlan- 
Sony dalien os masizese 71352388 iaeraazs «amos © aeasee =| 24.7% gain recorded in the rest of | mn promote the alrBne’s cerviees do Sentinel-Star has three times 
Oice Equipment Stionry end Wing Sepeten 4 22,683,590 22,041,029 17,842.65 16,753,700 14270087 49 Wayne County, 29.4% in Macomb | And, ae t y — 8, Ge ehatiined chudation of the 
Accessories adie 22,655,512 2.395.659 23,486,379 «19,889,970 19.1988 )3=and 28.7% in Oakland. |¥ ich wi expande Oo New Jacksonville, Tampa, ond Miami 
Insurance 20,746,173 19,585,230 “15,785,913 =: 15,334,220 = 12,860,462 a 4 |York May 15. Hoite Agey Adver- ’ . 
Travel, Hotels & Resorts 20672498 —19,607483 20,549,242 17,972,164 14,949,668 Most of the survey was based on |... . . ae newspapers in these five counties. f 
Confectionery ond Soft Drinks 18,699,904 19071811 19.90447S997ELME 17745005 | oe tax returns tising is the Cubana agency in 
Jewelry, Optical Goods ond Comeras 17,985,108 17,308,916 += 16,375,606 §«=— 13,902,079 12:387,7%06 «896 SALES ta . Miami ORLANDO IS NOW 
Gasoline, Lubricants and Other Fuels 16,231,294 21,950,873 20,873,440 21.511,555 19890.128 ° 
Ping ond Mas inisasst 'sauesn = wamays ‘gsm 'ssa59" | @ While Detroit was absorbing the GVE 108,000 ASC 
Goods 315: 712) 371: 7.370.499 78.833 - CITY ZONE 
pater Lege my ‘yaa. Taras tsas.920 79a $3ams | business loss, the suburbs, includ- | Clauser Named Editor . 
front Indeed & Arcs Development Sime © soenese «Sauk awtaame © datas, (ing Dearborn, Hamtramck and| Henry R. Clauser, managing Orlando Sentinel-Star 
~~ —eheademeenant sooneds = 3.774352 dampsae 5.0850) 528578) | Highland Park and nearby cities editor, has been named editor of MARTIN ANDERSEN ay 
culture 956, 4,794,481 4,673,178 4.044.099 3,564,442 - : | 4 Ad-Writer & Galley Bo 
Political 505,949 6569 3,148,661 'in Macomb and Oakland Counties, | Materials & Methods, New York. Owner, Ad- r & Galley Boy 
Miscelloneous 18,089,519 25,160,171 72,993,105 20,252,612 18,214,158 - z Orlando Florida 
Grond Totel $).144,737,762 $1,122.967,299 $1,064,631,862 $958,672.726 $876.1047277 were experiencing boom condi-|He succeeds T. C. Dumond, who sik: tains Gatin eelean b tbene j 
tions. has resigned to join Gale Benn ‘ 


spent a considerable amount in 
network radio in 1954—$3,300,129 
—moved up from fourth place to 
replace Colgate-Palmolive. Its total 
spending was boosted from $25,- 
256,953 in 1954 to $30,236,642 in 
1955. Increases came primarily in| 
television—from $9,728,567 in 
1954 to $13,839,211 in 1955—and in 
newspaper sections, from $2,190,- 
344 in 1954 to $4,425,163 in 1955. 
Spending in magazines increased 
from $10,037,913 in ’54 to $11,972,- 
268 in °55. 


C&C Names Vinicome A.M.; 
Appoints Three Others 

Cantrell & Cochrane Corp., New 
York, has appointed William F. 
Vinicombe, with the sales depart- 
ment for the past year, advertising 
manager. Mr. 
Vinicombe was 
formerly with 
Edward Miller 
Inc. Other ap- 
pointments with- 
in the company 

\ include George T. 

Herald, to east- 
ern division sales 
manager; Walter 
E. Lipinsky, to 
sales manager in 
charge of metro- William Vinicombe 
politan chain stores. 

Harold Chartow, formerly with 
the Florida Citrus Canners Coop- 


This Salegman 


sales manager of the C&C Super 


Foods division. ove rs the 


Evening Star Co. Will 
Launch TV Log, ‘TeleVue’ 


Y Evening Star Newspaper Co., 


Washington, will enter the televi- e 

| sion guide supplement field this 
uum FOr Worth Trading Area 
TeleVue. The publication, to be in- 


serted in the Washington Sunday 
Star beginning March 25, will cov- 
er complete Sunday-through-Sat- 
urday tv programming in Wash- 
ington. TeleVue also will carry a 
' special index listing program titles 
and day and station on which the 
program appears. 
) The publisher expects. the 
“7x10” size, first in its field, will be 
readily adaptable to home use and 
at the same time will be large 
enough to assure good display ad- 
{ vertising space.” The supplement 
will have a four-color cover print- | 
ed on 60-lb. coated stock with 28 
inside newsprint pages. Advertis- 
ing for each issue will be restricted 
at a ratio still to be determined. 


Wood Opens St. Louis Office 
A. J. Wood & Co., Philadelphia 
market research company, has 
opened a St. Louis office, with Dr. 
J. Robert Hilgert as vp in charge. 
The company recently expanded 
its New York office, and Albert J. 
Wood, president, heads New York 
activities as a result of the reor- 
ganization (AA, March 19). | 


The $3 billion market of 100 Texas 
counties and the Metropolitan Fort 
Worth area can be “your territory” when 
the Fort Worth Star-Telegram goes to 
work for you, in Texas’ largest trading 
area — “Fort Worth and West Texas.” 


CIRCULATION 
Daily (Morning and Evening combined) 
248,823 


Sunday 


228,437 


As filed with the Audit Bureau 
of circulations, subject 
to audit for 6 months’ 

average ending Sep- 

tember 30, 1955 


AMON G. CARTER, JR 


Ber Worrs Sah ae 
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Premium Promotions Are Standard 
Sales Weapons, Premium Admen Told 


(Continued from Page 1) |® If it’s boxtops you want, always 
conference was a feature of the highlight the premium sell—de- 
23rd annual National Premium vote at least two-thirds of the ad 
Buyers Exposition. 'to the premium sell. 

Mr. Cunningham told the con-| 
ference that premium promotions|® Remember that color is more 
“still occupy a somewhat hazy | productive dollar for dollar than 
area in the minds of many impor- black-and-white. 


tant people, in companies as well) 
as among agency personnel. In| a the - ngs = the pees 
many marketing minds a knowl- | “? adequate space for a legible 


edge of the premium field does prema and address. Get it on the 


go beyond self-liquidating boxtop 
deals, gimmicks and cheap gadgets. 
Here,” he said, “you have got a 
big educating job to do. | 


® “Quality and value should be| 


edge of the page, if possible. 


® Use clean copy—avoid clutter. 
Too many premium ads look like 
a typographical rat’s nest com- 
posed by art directors who fling 
their headlines and pictures at the 


wen 


ix +o 
oe . 


FIREMEN—John P. Cunningham (left), president of Cunningham & 
Walsh, and Duncan H. Henderson, sales manager of Powercar Co., 
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U. S. Publishers 
Protest Canada’s 
Magazine Ad Tax 


(Continued from Page 1) 
ing Canadian editions threw hasty 
brakes on their individual projects. 

“Look,” one told AA, “that is ob- 
viously a punitive situation. We 
cannot possibly envisage a Cana- 
dian edition under those circum- 
stances. 

“This is subject to consideration 
next week,” he amended, “but in 
general I would say our whole 
concept has been changed by this 
development.” 

The other publisher had been 
repeatedly urged by Canadian ex- 
ecutives to launch a new dominion 
edition. This project, still in the 
discussion stage, is now apparently 
dead. 


George J. Hecht, publisher of 
Parents’ Magazine, sent a letter to 
Walter Harris, Canada’s minister 


emphasized in all phases of a pre-| drawing board from 30 feet away. 
mium promotion . . . we’re in this | 
premium picture to stay—with| e Use simple, direct “Look what 


Mystic, Conn., look over a Thunderbird Jr. fire engine—a premium 
that was displayed at the National Premium Buyers Exposition. Mr. 


profit, yes—but not without hon- 
or,” he told the conference. 
Choosing the right premium pro- 
gram for the right premium by 
program pre-testing, he said, is 
one formula that Cunningham & 
Walsh follows to assure that the 


PREMIUM FURS—Marion Todd models 

fur stole made for premium use by 

Hy Fishman Inc., New York. The 

furs were displayed at the Nation- 

al Premium Buyers Exposition in 
Chicago. 


consumer gets her money’s worth 
and the dealer gets satisfaction 
from the program. 

“We'd rather have 400,000 re- 
quests for an item and 395,000 cus- 
tomers satisfied than 1,000,000 
returns and have only 200,000 sat- 
isfied,” he said. 


® About premium promotions and 
their relation to advertising and ad 
agencies, Mr. Cunningham had this 
to say: “Some people used to be- 
lieve, and still do, that premium 
promotions are not popular around 
ad agencies because they thought 
the money for them came out of 
the ad budget. I can only say that 
the largest U.S. advertisers are the 
biggest premium users and most of 
them have special promotion budg- 
ets.” 

He noted, however, that “ad 
agencies today are faced with the 
problem of how to be recompensed 
adequately for the ever-increasing 
number of services they are pro- 
viding. The net income of the 
average agency has been steadily 
declining during the last few years. 
It goes without saying that addi- 
tional means of revenue will be 
more than welcome and will result 
in more than a cursory and aca- 
demic acceptance of the promo- 
tional services responsible for it. 

“We have to recognize that one 
of the most important aspects of 
a premium plan is adequate sup- 
port in the form of advertising and 
promotion. Premium promotions 
never have been a substitute for 
advertising and the premiums used 
alone are seldom successful.” 


® He then offered these six sug- 
gestions for developing premium- 
supporting advertising: 


| you get” headlines. Premium sell- 
‘ing is not the place for literary 
| effusion. The premium is the bait, 
not the copywriter. 


® Some trends in use of premiums 
in grocery stores were detailed for 
the conference by Donald M. Mur- 
|phy, director of public relations 
and advertising for the Lucky 
Stores Inc., a California food chain. 
“The trend today in the super- 
| market field,” Mr. Murphy said, 
|“is definitely established in most 
jereas of the country—that trend 
|is trading stamps... “However, he 
| pointed out, “I note that in most 
|}every case where operators are 
employing stamps, they are either 
continuing or augmenting their 
|stamps with premium programs. 
So by and large, the trend is pre- 
miums plus stamps.” 

Mr. Murphy also predicted that 
“during the next few years you 
will see an ever-increasing use of 
premiums as giveaways, but more 
importantly and more heavily em- 
ployed as self liquidators.” 


® Some other trends in premium 
promotions were evident in the 
products displayed at the 350 ex- 
hibit booths in the exposition. 
There were more quality lines of 
merchandise, more major appli- 
ances, fewer novelties and fewer 
low-price gadgets compared with 
earlier premium products exhibi- 
tions. 

Emphasis on reaching people 
who have more and more leisure 
time was indicated by the large 
number of items associated with 
outdoor living—fishing apparatus, 
barbecue equipment, garden sup- 
plies and similar products. 


® The Premium Industry Club 
presented awards in five divisions 
covering uses of premiums at its 
annual citation award banquet. 
Winners of the awards and their 


eer: 


Cunningham—lest anyone forget—displayed a premium of his own, a 
Texaco fireman’s hat. 


divisions were: 

General Motors Products of 
Canada Ltd., sales contests; Gen- 
eral Mills Inc., Minneapolis, dealer 
incentives; Kroger Co., Cincinnati, 
store traffic promotions; Guild 
Films Co., New York, tie-in sales 
premium plan, and Kraft Foods 
Co., Chicago, self-liquidating pre- 
miums. 

A special award was given to the 
Quaker Oats Co., Chicago, for in- 
genuity in devising the plans for 
its “gold rush” premiums. 

Judges in the competition were 
George Keller, John W. Shaw Ad- 
vertising; William Nelson, Adver- 
tising Promotions Inc.; John Ma- 
honey, Robertson-Potter Inc.; 
Dominic Bay, Henri, Hurst & Mc- 
Donald, and Frank Clark, Arthur 
Meyerhoff & Co. 


Taystee Char Seasoning Bows 

Holland House Sales Co., New 
York, maker of Holland House 
cocktail mixes, is introducing Tay- 
stee Char, a new charcoal season- 
ing, in East Coast markets. A news- 
paper campaign breaks this month 
in Washington, and from there will 
move to New York and other east- 
ern cities. Erwin, Wasey & Co., 
New York, is the Holland House 
agency. 


Forshew Elected Senior VP 

Campbell-Ewald Co., Detroit, has 
elected John H. Forshew a direc- 
tor and senior vp. Mr. Forshew 
has been vp and director of client 
services and a member of the ex- 
ecutive committee, to which he 
also has been reelected. 


Philip Klein Moves Office 


Philip Klein Advertising, Phil-| 


adelphia, has moved to larger 
quarters in the Penn Square Bidg. 


new “Birds and Bees” blouse, which will be offered as a premium 

item in a future Dial soap promotion. William F. Cuddy, of Frank 

Lawrence Corp., snaps her picture with a Polaroid land camera, an 
incentive for Armour & Co. salesmen. 


‘Enquirer’ Suit 
Hits Publisher 


| (Continued from Page 1) 
voting trust, which expires Aug. 1, 
1957. 

Charges were (1) that Mr. 
Ferger entered into a “conspiracy” 
with others to get control of the 
paper, (2) that he “misrepresent- 
ed” facts in setting up the voting 
trust “which he dominates,” (3) 
that he failed to keep a promise to 
let employes name three directors 
each year and (4) that a stock 
prospectus he sent through the 
mail “concealed and misrepresent- 
ed vital terms” of the trust agree- 
ment. 

The petition asked that Mr. 
Ferger be removed from the voting 
trust and be enjoined from exer- 
cising any functions of the trust. 
| It also asked that the annual share- 
|holders election last January be 
declared void. 


® The plaintiffs, all mechanical 
department employes, are Robert 
H. Boehmker, Theodore Flaigle 
and James McCance. 

They seek $10,000 in compensa- 
tory damages from Mr. Ferger, 
$10,000 in punitive damages and an 
injunction to bar Mr. Ferger from 
exercising power as a_ voting 
trustee. 

The suit alleged Mr. Ferger 
falsely claimed that Halsey, Stuart 
& Co. had insisted in Mr. Ferger 
having control of the voting trust 
as a condition for loaning the paper 
$6,000,000. 

Mr. Ferger has 20 days in which 
to file an answer. 


SCRIPPS-HOWARD IS 
“ENQUIRER’ BIDDER 
CINCINNATI, March 22—The 
Scripps-Howard newspaper chain 
this week moved to the fore as 
the strongest bidder for the Cin- 
cinnati Enquirer. Since the an- 


Co., Chicago, that it would sell 
$1,500,000 worth of Enquirer con- 
vertible debentures, representing 
36.5% of the voting stock, some 25 
newspapers have voiced an inter- 
est in acquiring the Enquirer. 

J. R. Howard, president and 
general manager of E. W. Scripps 
Co., owner of the Cincinnati Post, 
wrote to directors of the Enquirer 
offering ‘“‘a substantial profit” over 
the 1952 issue price for shares and 
voting debentures. 

Mr. Stuart purchased the deben- 
tures in 1952 when employes 
bought the newspaper from the es- 
tate of John R. McLean. At that 
time, before employes bought the 
paper, it seemed likely that the 
Times-Star, Taft-owned competitor 
of the Enquirer, would gain control. 


nouncement by Halsey, Stuart &| 


of finance, protesting the tax 
move. He said a Canadian section 
is included in 75,000 copies of 
Parents’ Magazine “as a service to 
our Canadian subscribers and ad- 
vertisers.” He told the minister 
that this section “just about 
breaks even.” 


@ Full text of Mr. Hecht’s letter 
follows: 

I have read with much amaze- 
ment and disappointment the 
news that you would levy a 20% 
tax on all advertising revenue in 
the Canadian editions of U. S. 
magazines. 

May I urge you to reconsider 
this decision. If such a tax is im- 
posed on us, there will be no 
alternative for us but to discon- 
tinue our Canadian section, which 
is included in more than 75,000 
copies of Parents’ Magazine sent 
to Canadian subscribers. We can- 
not raise our subscription price in 
Canada, nor do we feel we can 
increase our advertising rates in 
order to permit us to pay this 
20% tax. 

Our Canadian section just about 
breaks even. We have been con- 
tinuing it as a service to our 
Canadian subscribers and adver- 
tisers. Our Canadian section con- 
sists of articles written by promi- 
nent Canadian educators, child 
psychologists, and home econo- 
mists. It contains features on Ca- 
nadian fashions, showing the 
products of Canadian children’s 
wear manufacturers. It has food 
recipes featuring the products of 
Canadian food manufacturers. It 
has articles about travel, featuring 
only Canadian resorts. 


® If we would have to pay a 20% 
tax on our advertising, we would 
discontinue the Canadian section 
immediately. The effect of this 
would be to work a great hard- 
ship on our representative, Mr. 
William Austin, a Canadian, who 
has an office and staff in Toronto, 
and on our many Canadian ad- 
vertisers. These Canadian adver- 
tisers benefit not only by reaching 
a concentrated circulation of Ca- 
nadian families with children, but 
also, most of them have for their 
products the Parents’ Magazine 
commendation seal—which reads, 
“Commended by Parents’ Maga- 
zine as advertised therein”—the 
further use of which they would 
immediately be denied if our 
Canadian section were discontin- 
ued because of the enactment of 
this tax. These Canadian adver- 
tisers could not get the seal be- 
cause it would be impractical for 
them to advertise in the U.S. edi- 
tion of our magazine. 

Will you please advise me 
whether you go through with this 
proposed 20% tax on Canadian 
editions and tell me with what 
date it will be effective. 

Very truly yours, 

George J. Hecht 

Publisher. 
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Canada Debates 20% 


Tax on U.S. 


(Continued from Page 1) 
Time Inc.’s international editions, 
called it “discriminatory” and 
comparable to taxing every U. S. 
business in Canada. He added that 
the action hearkens back to 1911, 
when Sir Robert Borden was elect- 
ed prime minister on a “No Truck 
with the Yanks” platform. 


s Walter W. Hitesman, managing 
director of the Reader’s Digest 
Assn. (Canada) Ltd., declared that 
the action of the Canadian govern- 
ment came “as a surprise.” 

“Our magazine,” he said, “is the 
most widely read magazine in Can- 
ada. It is a Canadian magazine, 
printed and published in Canada, 
paying its full share of Canadian 
taxes and providing a livelihood 
for hundreds of Canadian men and 
women. Therefore this action, 
against us, taken without notice, 
and without our having been given 
a hearing, comes as a shock... 

“We feel that the Reader’s Digest 


Magazines 


viously be passed on) may still 
further curtail the investment 
some Canadian advertisers are 
now putting into Canadian maga- 
zines. By a fast bit of economic 
sleight-of-hand, the act that was 
passed to protect Canadian mag- 
azines may end up by penalizing 
them.” 

George Mansfield, manager of 
the Periodical Press Assn. of Can- 
ada, which acts for 130 publica- 
tions, took a different view, call- 
ing the tax a “step in the right di- 
rection.” He said the type of com- 
petition which exists here hasn’t 
a counterpart anywhere else in the 
world. 


= At least three leading Canadian 
newspapers—the Winnipeg Free 
Press, the Vancouver Sun and the 
Toronto Telegram—took exception 
to Mr. Harris’ decision to impose 
the tax, and said so editorially. As 
the Free Press saw it yesterday: 

“The charge against Mr. Harris 


How U.S. Magazines Have Fared in Canada 


Advertising in Canada’s con- 
sumer magazines has doubled in 
the past 12 years and this gain has 
been paced by the Canadian edi- 
tions of Time and Reader’s Digest. 

Time began publishing a Cana- 
dian edition in 1943. It is printed 
in the United States. Reader’s Di- 
gest launched its French edition in 
July 1947 and followed with an 
English edition in February 1948. 
They are printed in Montreal by 
a Canadian printer. 

The Magazine Advertising Bu- 
reau of Canada reported last week 
that a total of $17,434,225 was in- 
vested in 13 Canadian magazines 
during 1955, compared to a 1954 
total of $16,098,898 (AA, March 
19). 

For 1955, Time’s Canadian edi- 
tion reported advertising revenue 


of $3,320,755, Reader’s Digest re- 
ported $3,096,543. Their combined 
total, then, was $6,417,298—or a 
37% slice of total consumer maga- 
zine advertising in Canada. 

From a space standpoint, the 
Canadian editions of Time and 
Reader’s Digest accounted for 45% 
of the magazine ad pages in 1955 
and 30% of the linage. 

The following table charts the 
1950-to-1955 advertising revenue 
record of the Canadian editions of 
Time and Reader’s Digest: 


Reader’s 

Time Digest 

1950 .. $902,017 $1,557,612 
1951 .. 1,524,300 1,905,356 
1952 .. 1,942,000 2,977,247 
1953 .. 2,678,602 2,792,995 
1954 .. 2,896,236 2,848,290 
1955 .. 3,320,755 3,096,543 


is performing an important mission 
in Canada,” he continued, “and I, 
for one, would not attempt 
to improve on Prime Min-| 
ister St. Lauren’t own state-| 
ment in this connection when he! 
said about our magazine and its| 
various editions around the world: 

‘We cannot have too much of this 
free exchange of information if the 
peoples of the world are to achieve 
a measure of mutual trust and un- 
derstanding.’”’ 


= Mr. Hitesman said the represen- 
tation by Finance Minister Harris | 
that the circulation of magazines | 
such as the Digest in Canada had} 
damaged other Canadian publica- 
tions “seems to be based on inac- 
curate information.” 

“The facts do not support this,” 
he said. “Canadian magazines and 
other publications have flourished 
as never before since we set up in 
business here a decade ago...” 

Mr. Hitesman concluded by ex- 
pressing confidence that “Canada’s 
taxation policy will always be such 
as to permit us to do business in 
this country.” 


# Irv Title of Canadian Advertis- 
ing Ltd. gave an indication of the 
agency reaction by stating that 
“every Canadian business man is 
bound to sympathize with intent 
of the new tax,” but then pointing 
out that “reading habits and pref- 
erences can’t be legislated out of 
existence. 

“If increasing numbers of Ca- 
nadians continue reading Canadian 
editions of American magazines, 
Canadian advertisers can’t afford 
to ignore them,” Mr. Title con- 
tinued. “This new demand on in- 
elastic advertising budgets (a ma- 
jor portion of the impost will ob- 


in this matter is not that he is a 
nationalist. It is that he apparently 
has so little faith in our national- 
ism. He thinks that the Canadian 
public is not proof against the al- 
lurements of the U.S. view of the 
world presented in U.S.-produced 
magazines...” 

The same day, the Vancouver 
Sun went further, calling the tax a 
“threat to democracy.” 

“This government is not content 
to dominate the field of radio and 
television communication,” it com- 
plained. “Last night it reached out, 
in the new budget, to put its hand 
on the printing press. ..The threat 
of removing or reducing the pro- 
tection could have a _ powerful 
taming influence on publications 
which fall from government favor. 
The magazines will exist not on 
merit alone nor on public accept- 
ance, but under a subtle form of 
government patronage...” 


= And today a Toronto Telegram 
editorial labeled the tax “vicious” 
and suggested that it was worth 
the attention of Mr. Harris’ col- 
league, Secretary of State Lester 
B. Pearson. 

“At the present time,” it said, 
“several states of the Union are 
attempting by special legislation 
to halt the sale of Canadian beer 
within their boundaries. So far 
this has not been successful. The 
U.S. State Department inter- 
vened, showing that this type of 
legis!ation was contrary to USS. 
practice, and harmful to Cana- 
dian-U:S. relations. Will Mr. Pear- 
son remain silent while his col- 
league acts in an _ irresponsible 
way?” 

Furthermore, said the Telegram, 
there is no assurance that the tax 
will help Canadian magazines. 


Last Minute News Flashes 


Chesebrough-Pond's Sifts Agencies for New Products 


New York, March 23—Chesebrough-Pond’s expects to name an 
agency in a week or so to handle several new products that will be 
competitive with some now handled by J. Walter Thompson Co. and 
McCann-Erickson. Agencies still in the running are Compton Adver- 
tising, Needham, Louis & Brorby and Norman, Craig, & Kummel. JWT 
and McCann also are being considered despite the product conflicts. 


Zenith Hits CBS With Breach of Contract Suit 


New York, March 23—Zenith Radio Corp., Chicago, has filed a $213,- 
749 breach of contract suit against Columbia Broadcasting System in 
U.S. district court. The suit charges that CBS failed to pay rebates to 
Zenith for four “Omnibus” shows in March, 1955, and alleges that CBS 
breached its contract by refusing to carry a Zenith institutional com- 
mercial for pay tv. 


Union News, S-M Settle Dispute 


New York, March 23—The Union News Co. squabble with S-M News 
Co. has been settled, thanks to “minor adjustments by both parties, 
making possible a new agreement.” Thus ends a disagreement dating 
to Jan. 27, when 17 weekly and monthly magazines were barred from 
1,127 Union stands in railroad and air terminals. About 185,000 copies 
of the magazines are sold via Union stands. Magazines involved include 
Better Homes & Gardens, Life, McCall’s, Reader’s Digest and Time. 
The disagreement centered on markups. 


Lever Broadens Market for Imperial Margarine 

New York, March 23—Lever Bros. Co. will move its premium-priced 
Imperial margarine, introduced last summer, into Chicago, Toledo, 
| Wichita, Kansas City, Providence, Washington, Baltimore and Scran- 
ton on April 2. Advertising will include television, radio, newspapers, 
and Sunday supplements. The theme: “The taste that’s been missing 
|in margarine.” Priced 6¢ to 10¢ over advertised brands, Imperial is 
“unconditionally guaranteed to taste like the high-priced spread.” Foote, 
Cone & Belding is the agency. 


Walter Tookey Will Leave R&R to Join D’Arcy 


Cuicaco, March 23—Walter B. Tookey Jr., an account executive with 
Ruthrauff & Ryan for the last five years, will join D’Arcy Advertising 
April 9. He will work on the Standard Oil Co. (Indiana) account. 


‘True’ Hikes Guarantee, Rates Oct. 1 


New York, March 23—True will raise its guarantee and rates on Oct. 
1. The guarantee goes up 100,000 to 1,900,000, and b&w pages advance 
from $5,850 to $6,650. 


William Hausberg Is New Jergens Ad VP 

CINCINNATI, March 23—William Hausberg has been appointed vp 
in charge of advertising of the Andrew Jergens Co., effective April 30. 
He has been with Lehn & Fink Products Corp. since 1936 and is cur- 
rently advertising manager in charge of the company’s proprietary 
products and Tussy cosmetics divisions. 


La Cross Manicure Line to Kastor, Farrell 


New York, March 23—Ar. Winarick Inc. has appointed Kastor, Far- 
rell, Chesley & Clifford to handle advertising for its recently acquired 
La Cross line of manicure implements. The agency already handles 
the other Winarick products: Jeris hair tonics, Dura-Gloss nail polish 
and Dr. Ellis’ wave set. Halsted-Van Vechten, Red Bank, N. J., former- 
ly handled the La Cross account. 


Libby Pushes Corn Creole; Other Late News 


e Libby, McNeill & Libby, Chicago, is advertising a new product, Corn 
Creole, in the Chicago Daily News, Chicago American and in newspa- 
pers in other selected markets. Libby is paying 25¢ to each user who 
mails the company two labels from Corn Creole cans. J. Walter Thomp- 
son Co. is the agency. 


e G. E. Kopald has been named director of advertising of Dad’s Root 
Beer, Chicago, and Joseph W. Tapscott has been appointed national 
merchandising and sales promotion director. Mr. Kopald succeeds Wal- 
ter Sala, who resigned the position three months ago. He formerly was 
assistant advertising and pr director. Mr. Tapscott formerly was ad- 
vertising manager of Numanna Laboratories Corp., Lake Geneva, Wis. 


“Any extra advertising revenue 
made available...may very well 
go into newspapers ...radio, bill- 
boards or television.” 


® For his own part, Finance 
Minister Harris apparently made 
the tax decision with serious mis- 
givings and considerable reluc- 
tance. He went to great lengths 
in his speech to defend the gov- 
ernment’s action. 

“In this field,” he said, “very 
exceptional measures can be jus- 
tified—measures that certainly 
could not be justified in connec- 
tion with any ordinary line of busi- 
ness or commerce.” 

The publication and circulation 
of all-Canadian magazines seems 
“a basic and essential thread in 
the fabric of our national life,” 
Mr. Harris added.“...How could 
we contemplate a situation in 
which purely Canadian magazines 
did not exist?” 

Noting that special editions are 
recent arrivals, Mr. Harris em- 


phasized that they are essentially 
a by-product of some magazines 
published abroad. As a result, 


costs of production are well below 
costs of an all-Canadian magazine. 


® Publishers of the special edi- 
tions use this advantage not only 
to increase their circulation but 
also to sell their advertising serv- 
ices, thus diverting revenue from 
Canadian publishing houses, he 
declared. 

“The government,” Mr. Harris 
said, “would be very reluctant to 
interfere with the normal and 
traditional imports of ordinary 
magazines into our country but 
the special editions constitute a 
very special problem.” 

The government is not directly 
concerned with the editorial con- 
tent of Time or the other maga- 
zines affected, it was said. As a 
matter of fact, Time could con- 
tinue to publish its Canadian edi- 
tion—usually three pages of Cana- 
dian news not contained in other 
editions—and still not be affected 
by the 20% tax. 

But it could not include in that 
edition the advertising, largely 
Canadian, which now appears 
only in the Canadian edition. 
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Build-It Plans 
Are Focus of 
Plywood Drive 


TAcoMA, March 23—Douglas Fir 
Plywood Assn. will use television, 
magazines and Sunday supple- 
ments early this summer in a 
special $435,000 merchandising and 
advertising campaign to move 
fir plywood through lumber yards 
at a time when sales of most oth- 
er building materials begin to sag. 

The announcement was made 
by W. E. Difford, association man- 
aging director and a pioneer in 
promoting the concept of tightly 
integrated promotion programs for 
lumber dealers. 

The breakdown in costs for the 
current campaign is: $150,000 on 
tv time and production, $185,000 
on magazine and Sunday supple- 
ment space, $50,000 on merchan- 
dising and point of purchase 
material and $50,000 on direct 
mail promotion of the campaign, 
trade press advertising and other 
production costs. 


® The use of television will be 
the most extensive ever recorded 
by wood products manufacturers. 
“Now that tv programming is be- 
ginning to respond to people’s in- 
terest in home improvement,” he 
said, “it is creating a new audience 
for advertising of plywood and 
other building materials.” 

The key to the campaign is a 
whole new series of ideas and 
plans for home improvement con- 
tained in dealer merchandising 
kits. The advertising is designed 
to push this material to consumers 
through the nation’s 30,000 retail 
lumber dealers. 


® The association will use a con- 
centrated series of tv participa- 
tions on “Home” (NBC-TV) 
through the last part of May and 
the first part of June. It will back 
up the tv effort with an intensive 
media campaign involving a series 
of full pages in American Home, 
Better Homes & Gardens, Family 
Circle, The Saturday Evening Post, 
Town Journal and Woman’s Day. 
Two-color half pages are sched- 
uled for This Week Magazine, 
American Weekly and Parade. 
John Ritchie, media advertising 
director, and James F. Fowler, 
promotion director, are handling 
the association side of the promo- 
tion. The Condon Co., the associa- 
tion’s agency, is working directly 
with NBC-TV staff in the develop- 
ment of the “Home” participations. 


Brockway of Y&R 
Elected Chairman 
of Ad Council 


New York, March 22—Louis N. 
Brockway, exec vp of Young & 
Rubicam, was elected board chair- 
man of the Advertising Council 
at its annual meeting today. He 
succeeds Stuart Peabody, assistant 
vp of Borden Co., who has served 
for the past two years. Mr. Pea- 
body becomes chairman of the 
board’s planning committee. Mr. 
Brockway has been a director of 
the council since 1944, and has 
been vice-chairman and head of 
the executive committee. 

Lee H. Bristol, president of Bris- 
tol-Myers Co., was elected a vice- 
chairman to succeed Mr. Brock- 
way, and Leo Burnett, chairman, 
Leo Burnett Co., and John C. Ster- 
ling, chairman, This Week Maga- 
zine, were reelected vice-chair- 
men. 


ae OS gig ae Re ng ot - lr, 5s * , SB rears sy Pe * eae ee a a ig a4 SaaS Sa, eae «Site o uaa © see 
de ur : eae <o* e cS -, a Bei Nem ts See em Ee ae ee ae: gi eee aoe. Py 
~ Qe CTO er oo ; ae me di OS Se a a ge et ee a eS ae a Gee & Ta 
: — I po ML Le eae i ae. ae kee og 
. . e A .< 2) See 70. Sane ce aa 
. ete 
“aa 
ee = 
ee : 
+ 
eee | 
_ ee : 
: 
a ee | 
ee 
be 
W 
: 
ee a 
ee a 
i 
ee . 
ae 
aS 
” 
} 
_ 
| 5 
ee 
% 
_ 
ee 2. 
| ‘ 
Ne : 
s 
a 
ei 
& 
; 
Pay 
. 
a r : ie ‘ Yo Pa) 5 hc teas 
. ys 9% 5 samianlanaate as ee ee en ee ‘ ‘aes et eee ae Tig = ae oe ed ie oa ; ee re ag Paneer tS aie. ~S 
* ET SS a pane eS wi Pah eee: ee ti Be: io) eee Poe: eee ek fd oe fe Be Mia 
~ a, ae ergs Peed ee ie ei ue Se ; 4° ee a sist ee oe ot la ‘oi ee! Ae : vie 
= Pe Se OEE LE eee: . ky, iS i eee Se See ae le i ee en eee Se | Sr é. ate ks. 


Advertising Age, March 26, 1956 


HELP WANTED POSITIONS WANTED | POSITIONS WANTED 


T HE ADVE R T j GENERAL ADVERTISING SALESMAN High-type, experienced sales & market- After more than 3 years agency experience 
- L. Ban up. = handle mares —_~ a —_ *~ - == 47 leads in Metro-| in copy, contact and as production man- 
. . P , ‘ vertising classifications. e want the politan Philadelphia. rite P. S. Keiser, | ager, | want to put my creative ability to 
Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap | kind of man who is anxious and able to| 1729 Ridgeway Rd., Havertown, Pa. | work as an eacistomt =. I can be a good 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per | move into a position of greater responsi- FOOD MARKETING - ADVERTISING | Ne. 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday bilities. Preference given to a man pre-| successful sales and advertising manage-| Write Box 8297, ADVERTISING AGE, 
noon 5 days preceding publication date. Display classified takes card rate of —_— aves as smaller ee ment background with large national food | _480 Lexington Ave., New York 17, N.Y. 
$15.50 per column inch, and card discounts, size and frequency apply. eupnetentitns Tene Se ei a Pa yg me advertisers, heavy on consumer package | ACCOUNT EXECUTIVE 
future is before him. All applications held goods. Interested in Chicago manufacturer | Excellent background of 20 years experi- 
ESSAI A OY A EPEAT a CR MORIN ONES SD COREE CEN HE NE A NR confidential. Write or wire Louis D.|°° #Sency- ; }ence with leading drug house, most of 
— ' Young, Advertising Director, The Indiana- Box 8290, ADVERTISING AGE |them as top level advertising manager. 
HELP WANTED HELP WANTED polis Times, A Serippe-Howard Newspaper 200 E. Illinois St., Chicago 11, Illinois | Thorough knowledge of marketing, mer- 
ADVERTISING REPRESENTATIVE Public Relations Assistant—Woman. In BARNA — — a —— -| SALES AND ADVERTISING MANAGER | Chandising, copy and package design. 
Popular Mechanics Foreign Editions seek- small Chicago office of large restaurant- CON BD's — NATIONWIDE | Desiring change, as sales and advertising | Would like opportunity as account exec- 
ing young, aggressive advertising salesman | hotel organization. Initiative, willingness | Adv ONFIDENTIAL LISTING , manager, or executive assistant, with large | Utive with agency. Will furnish resume 
to take charge of new Cleveland office. to work, ability and experience in writing “fp Art Publ’g Research | 5, regional brewery. Managed large de-| #4 willing to relocate. 
Excellent territory and future related to | promotion and public relations determine Wa _2-2306 202 S. State Chicago | partment for ten years. Will relocate. Re- Box 8298, ADVERTISING AGE 
increased international trade. Send com- | scope and possibilities of job. Prefer pub- Advertising Art and |sume and best of references on request. 200 E. Illinois St., Chicago 11, Illinois 
plete background: education, age, experi- lic relations background. Some travel ___ Photography Salesmen Box 8291, ADVERTISING AGE VERSATIVE YOUNG ARTIST 
ence and salary requirements, preparatory necessary | Desiring to be an administrative execu- 480 Lexington Ave., New York 17, N.Y. sires - a aaa ons 
for aeaveieen. the renege Rene mearperated gatna ste-| g : : Desires relocate South-Southwest. Layout, 
et ~~: Box 8288, ADVERTISING AGE bong, 7 eee *""* | Interested in position with scope and chal- | finish, production know-how 
Po Pt, 200 E. Illinois St., Chicago 11, Illinois | dio. 8053 ~~ ae Ill. lenge. Tailor made as ad manager or Box 8299, ADVERTISING AGE > 
200 East Ontarte St. Chicage 11, Ilinois ARTISTS ABVERVISING COPY WAITER prtating buyer. Strong technical back- | __200 E. Illinois St., Chicago 11, Illinois 
: round for selling intangibles, strong on aia TT - 
COPYWRITERS MALS 68 VEMALS A leading manufacturer of women’s in-| ideas. " . . BUSINESS OPPORTUNITIES 
Frank Lavelle provides service for em-| Permanent staff position open for layout|timate apparel has an opening for an Box 8292, ADVE SING AGE INTEREST IN BUSINESS WITHOUT IN- 
. RTI 
ployers and applicants in the field of Ad- | artist. Should be capable of good finished | experienced woman to write copy for 200 E. Illinois St., Chicago 11, Illinois VESTMENT IS OFFERED TO TOP Art 
vertising. He’s at Cornell Personnel, Inc. | !ayout for magazine ads for national ac-| dealer ads and special promotion. Good | TIP ’s woul —— oat h = lied | Salesman who has definite New York City 
14 E. Jackson, Chicago Wabash 2-8550 a aa eo, = pasteup | opportunity in a successful business for a| 7." public cuheadhanal giteies aa — local accounts. 
_— pe artist. Salaries in line w oing studio | career minded woman to earn up to $400/ - 4 _— Box 8300, ADVERTISING AGE 
pt I a Bl a ll pn rates. Write: Mrs. F. Bennett c/o Connor | per month. Please submit complete resume | Million dollar brand name firm, the best! 480 Lexington Ave., New York 17, N.Y. 
me . ae ¥ | Associates, Inc., 121 Hill Avenue, Aurora,| stating age, marital status, educational |" this industry. I earned my way to a = 
in all phases of television feature film Mlinois Sanit ey a * a oe degree firing furnaces and have been fired AGENCY MERGER 
production. Also wanted—free lance ex- - re, ag ee RTISING AGE |UP ever since. At 34 my background in-|Completely staffed successful Chicago 
perienced TV film program writers. ADVERTISING MANAGER Box 8289, ADVERTISING AGE cludes newspaper editorial, freelance writ- | Agency with full recognition and excellent 
Box 8286, ADVERTISING AGE Young man with agency experience for 200 E. Illinois St.. Chicago 11, Iilinois ing, retail selling, sales promotion, adver- | credit rating interested in discussing mer- 
200 E. Illinois St., Chicago 11, Illinois __| Advertising Manager by a canned food ADVERTISING & PUBLISHING tising and merchandising as well as p.r. | 8€r possibilities. 
Moan, 30-40, for challenging combination manufacturer. Excellent opportunity to FOR ALL TYPES OF PLAC EMENTS Box 8293, ADVERTISING AGE Box 8301, ADVERTISING AGE > 
publishing, public relations and advertis- | #dvance for the right party. Give full par- GEORGE WILLIAMS - PLACEMENTS 200 E. Illinois St., Chicago 11, Illinois 200 E. Illinois St., Chicago 11, Illinois 
ing apet. We ore leaning Sor 0 qrentive| Meiers i tent ete = ee Se ee CREATIVE ARTIST MISCELLANEOUS 
self-starter to take over as publicity di- | Otoe Food Products Co.. Nebr. City, Nebr. 18 yrs. exp. in layout, illustration, lettering | WATLING LIST - 35,000 names, active list 
—. ge to gg <. — — | and production, agency, studio and news- registered and commercial cattle owners 
tional trade magazines, and advertising | paper exp. References. 4 pate - an . ‘eneeiaelibe 
copy writer. Background or training in SEASONED PRINTING WANTED Box 8294, ADVERTISING AGE = d a be Fee Your — 
utility, agriculture and/or food fields most We are equipped and in a position 200 E. Illinois St., Chicago 11, Illinois pong Rap ong 60 per thou- 
helpful. Opportunity for Me 4 rapid ad- ACCOUNT to print one more medium sized || ADVERTISING MANAGER Box 203, Twin B Publishing Co. 
pan pee aad ne eBay magne Lang a EXECUTIVE monthly publication. Also cata- || Seeking change as advertising manager or | 6305 Brookside Plaza, Kansas City 13, Mo. 
E. Ht. Scholl, Ros H. Park, Inc., Box 488, ‘ logs, books, ete. Good workman- executive assistant with food, agg Ns = For your inquiry trend at a glance graph 
Ithaca, N. Y. _ With Management Potential ship and service, including mail- || ¢r consumer, ——s eee fon mere | YOur results on our monthly 7x22” 
ACCOUNT EXECUTIVE. Established small|| Opportunity for top-calibre man ing. Prices right. It will pay you || Mee eats eae id and cules produc, | &TaPhs. Records insertions & expenditures 
. in’ hit an fifteen years. Soild and sales-p' too. Sample $1. SP-Box 411, Charleston, 


Advertising Agency with own production is thirties, capable and will- jndhg ate. wig m4 ublish- ing background in marketing, merchandis- | }), 
department has opening for alert account ing to assume responsibilities in 1 o., averly, iowa. ing, copy, package design, budgets and — - 
cuseusivs. yo Be meen but help- well-established equuey in which graphic arts. Will relocate. Resume on re- i ~ ae ong a Sa 
ful. Replies confidentia alt : , quest. or =conomy. © sizes. typical Frice: 
Box 8287, ADVERTISING AGE principal ‘Srhis ist at — Box 8295, ADVERTISING AGE pads 3'2”x5” printed your copy ONLY 
retirement. his is an immediate 200 F. Illinois St., Chicago 11, Illinois | $36.50 FOB Chicago. Samples available. 


200 E. Illinois St., Chicago 11, Illinois 

Write. PRINT-CRAFT of Houston, 6713 
Kassarine, Houston 21, Texas. 

STOCK PICTURES IN COLOR 

1. For Advertising. 2. All Subjects. 3. By 
World's Top Photographers. 4. Exclusive 
rights available. 5. Selection by return 
mail. 6. Also ten million black & whites. 
7. Call or wire FPG. est. 1937, 62 W. 45 St., 
N. Y. C. Mu 17-0045 


JOB MARKET 
f 


or 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE An 3 4474 
Bankers Bidg. Chicago 3. 


NEED AN EXCELLENT SALESMAN? 
With outstanding background of accom- 
plished results in the field of sales. Quali- 
fied, after years of experience, to engage 
in top level planning with key personnel 
Can present, and sell, ANY PRODUCT OR 
SERVICE OF MERIT. Potential personal 
income must be somewhere between $12, - 
000 and $20,000 yearly. References of high- 
est charecter relative to my business, and 
moral integrity. available. Write in con- 
fidence to Box 871, ADVERTISING AGE. 
200 E. Tilinois St.. Chicago 11. Tlinois. 


PUBLIC RELATIONS PUBLICITY 
ADVERTISING 


Ten yrs diversified experience. Strong points: 
Planning 


also fair understanding of Market Researc’ 
Age 12—Married—One Child. Will relocate 
Hox 872. ADVERTISING AGE 

480 Lexington Ave., New York 17, N. ¥. 


opening. The man I am looking 
for is probably happy in his — 
ent work, but is seeking a definite 
future opportunity. Industrial and 
consumer advertising experience 
preferred; should be able to take 
over in a short period on account 
handling, contact and new-busi- 
ness work. 

This agency is located in an 
active, prosperous midwestern 
city with an exceptional market 
for its services. Compensation for 
the right man starting in five 
figures and with his future defi- 
nitely spelled out, leading to 
eventual ownership of the agency. 
Should have capital available for 
acquiring agency stock when per- 
formance has been proved. Pres- 
ent employes of the agency know 
about this ad. Interviews can 
quickly arranged. Write fully, in 
complete confidence, as to educa- 
tion, experience and all personal 
factors to Frank G. Japha, Man- 
agement Counsel, 16 Mary Hill, 
St. Louis 24, Missouri. 


Act now! 


AMAZE YOUR ASSOCIATES! 


Automatic telephone-answering-machine answers your phone 
at home or office when you’re out. It answers with your voice 
(on record), instructs party to leave message, records same on 
wire, then hangs up phone. Takes up to 60 messages in a row. 
No wires attach to phone. Since my wife is no longer working, 
she answers our phone and I can do without this machine. Only 
$306 for this fascinating near-human device (don’t flinch—I 
paid $450 for it new). For further details call immediately: 
Richard Trentlage, WHitehall 3-2133. Obey that impulse! 


Package Design 


Director 


Seeking new challenge as director of pack- 
age design and development in food, drug or 
other consumer product line. Twenty years 
experience in field for leading company in- 
cludes supervision of complete re-design of 
all package requirements. Thorough knowl- 
edge of quality control of packaging supplies 
and production costs. Write for résumé. 


Box 847, Advertising Age * 200 E. Illinois St., Chicago 11, Ill. 


CONTACTS 
FOR MEDIA SALES 


If you presently have top level, live 
contact among advertisers of food, 
beverages, cigarettes, and/or health 
and beauty items; if you can help te 
generate billings fast for one of 
America’s newest, most exciting ad- 
vertising media—you can enjoy an 
extremely attractive proposition with 
virtually unlimited earning potential 
that this growing company can offer 
the right man with the right qualifica- 
tions. Write confidentially to president 
detailing your background and will set 
up an early meeting. 


Box 853 ADVERTISING AGE 
480 Lexington Ave., N. Y. 17, N. Y¥. 


Industrial 
Advertising 


Opportunity 
in Southwest 


Internationally-known 
heavy equipment manufac- 
turer has immediate open- 
ing for all-around industrial 
ad man 32-42 to create and 
help supervise space, direct 
mail, literature and other 
advertising activities. 

Must be skilled writer in 
all phases—preferably with 
heavy equipment experi- 
ence. Must be effective or- 
ganizer capable of campaign 
planning, budgeting, and 
directing work of others. 
Has to be fast, thorough and 
competent with working 
knowledge of production 
and agency relations. 

Tell all in first letter, 
include full experience ré- 
sumé, present earnings and 
samples—which will be re- 
turned. All replies confi- 
dential. Address Advertis- 
ing Manager, R. G. LeTour- 
neau, Inc., Longview, Texas. 


FARM MARKET SPECIALIST... 
Wants broader opportunity as ad mgr. or 
ace’t. exec. Top mail order record. Experi- 
enced in all basic products, all media. 
Know fundamentals of market research. 
Have developed new products and markets 

planned and executed highly successful 
campaigns from budget to volume report. 
Farm raised, managed both farm and 
ranch. Age 30, married. 
Box 8296, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Dlinois 


ADVERTISING LAYOUT MAN 


Large midwest metropolitan news- 
paper needs young man to lay out 
newspaper ads, tradepaper ads, di- 
rect-mail pieces. Excellent opper- 
tunity for man with creative ability 
and typographic know-how. Write 
details giving age, experience, salary 
requirements and include samples of 
work, which will be returned. All 
replies will be kept confidential. 


Box 857 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


DRAKE PERSONNEL, INC. 


Confidential Nation-Wide 
Merchandising Manager Open 
Age to 40. P.O.P. adv. 
Marketing Man 
Mk s. elect 


State St. Chicago HA 7-8600 


’'M YOUR MAN 

if you want nine years solid 
public relations and publicity exper- 
ience; broad “know-how” in market- 
ing, merchandising and distribution; 
sound creative ideas, and extensive 
contacts. YOU’RE MY MAN .... if 
you have Chicago opening in “growth” 
position on management level. Age 33. 
College graduate. Resume on request. 

Box 868, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Wonderful Opportunity For 
ACCOUNT EXECUTIVE 
and COPYWRITER 
With Feed Experience 


Unusual future as key member of 
client service team with increas- 
ing earnings in profit sharing 
incentive plan. Must know feeds 
and feed merchandising. Send 
samples, picture and complete 
personal resume. N.A. Winter 
Advertising Agency, 12th Floor, 
Paramount Bldg., Des Moines, 
Iowa. 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 
DEARBORN 2-1062 
187 N. LASALLE. CHICAGO tLLINOIS 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


PUBLIC RELATIONS DIRECTOR 


Veteran PR specialist with broad 
experience in all major public rela- 
tions fields seeks responsible, chal- 
lenging new position. College de- 
gree, versatile writer. Now employed. 
Box 869, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


TECHNICAL COPYWRITER 
We're expanding! 
Our Advertising Department needs 
a young man under 30 who has imag- 
ination and drive coupled with 2 to 
3 years technical copywriting ex- 


>. 

he duties will include a variety of 

copywriting: sales brochures, tech- 

nical bulletins, catalogues and ad- 

vertising copy. 

The man we are looking for will 

have executive potential and be a 

self starting dynamo able to do his 

own technical digging after a 3 

month's training program. 

Please send resume to Personnel 

Director 

The Bastian-Blessing Company 
4201 W. Peterson Avenue 

Chicago 30, Illinois 


“Our 45th Year” 


WE NEED COPYWRITER 
Agy. clients over U.S.A. have staff 
oO wT If you are now earning 
$5,000. 12,000 writing creative copy, 
orward us your abstract in fullest 
confidence. 


GLADER CORPORATION 
“The Agency's Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


cago Advertising 


200 E. Illinois St. 


Creative Copywriter 
Excellent seme | with well known, medium size Chi- 

gency for Creative Writer. This 
agency has many diversified accounts, primarily in the 
durable goods field and offers chance for man 28 to 35 to 
exploit his talents as writer for single ads or complete 
campaigns. This writer must qualify as Assistant Copy 
Chief material. Full employee benefits including bonus 
and profit sharing plans. Write giving personal data, 
complete account of experience and earning record. Re- 
plies will be kept confidential. 

Box 873 ADVERTISING AGE 


Opportunity For 
ADVERTISING 
ARTIST 


Experienced, willing worker can 
grow, gain security as additional 
member of art staff in long estab- 
lished, progressive agency. Must 
be meticulous on key line, paste 
up and finished art; layout, letter- 


Chicago 11, Illinois 


ing and creative ability desirable. 
Send samples of work, detailed 
resume’ to: N. A. Winter Adver- 
tising Agency, 12th Floor Para- 
mount Bldg., Des Moines, Iowa. 
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Advertising Age, March 26, 1956 


Advertising Layout 


Young man for our promotion de- 
partment to lay out our newspaper 
ads, magazine ads and direct mail. 
Some prosy stuff but lots of oppor- 
tunity for imaginative expression. 
We like the off-beat approach. A 
feeling for type desirable. Tell us 
about yourself—age, experience, 
salary requirement. Send along 
samples which will be returned. 


M. A. Little—Room 1419 
Chicago Tribune 


Tribune Tower Chicago 


CHICAGO OFFICE SPACE 
Two individual offices in dignified 
Near North Side town house. Air 
conditioned, automatic elevator, 
tile floors, fluorescent lights. Call 
DElaware 7-3870. National Sport- 
ing Goods Association, 716 North 
Rush St. 


WE NOW NEED 
Copy Chief Food Bkgd. $12,000 


BIRCH 
* Technical Editor $ 8,000 


uti 5 Sales $10,000 
Executive — Ec. $ 7,000 


Placement By appointment cnly 


59 E. MADISON + SUITE 1417 
Counselors CEntral 6-5670 


Salesense 
in 
Advertising 


381 chapters of 


JIM WOOLF’S 
Advertising Age articles 


One of the most widely-read 
features ever to appear in 
Advertising Age, The National 
Newspaper of Marketing, i 
James D. Woolf's column, 
SALESENSE IN ADVERTISING. 
Many agencies and advertis- 
ers have urged us to make his 
articles available in perma- 
nent book form. Says James 
Webb Young, former AAAA 
president and founder of the 
Advertising Council: “You 
will never find Jim Woolf dull. 
He always has something to 
say which is interesting. And 
he hasa gift for saying it pith- 
ily. What is more, he has con- 
victions. And convictions are 
what makes writing vital.” 
Single copy price, $5.95. 
Money-back guarantee. 
Send for your copy of SALES- 
SENSE IN ADVERTISING 

now. Mail coupon below. 
VY 


ADVERTISING AGE 

200 E. Illinois St. 

Chicago, Il. 

Send me a copy of SALESENSE IN 

ADVERTIS at $5.95, including 
tage. If I am not satisfied after 

Baa ays examination, I'll return the 

book and owe you nothi ng. 


My Name 


Company 


Address 


City, State 
Oo $5.95 enclosed [j Bill me later 


Oo Bill my firm later 
Ge came cme comme ce ome as ee se es oe ee ed 


ee , 


GERALD BOYCE, formerly associate 

director of marketing of McCann- 

Erickson, New York, has been 

named director of marketing, a 

new post, of Schulze & Burch Bis- 
cuit Co., Chicago. 


| 
Swift Expands 
Local Tests of 
Frozen Red Meat 


(Continued from Page 3) | 
outlets—grocery stores, chains and 
supermarkets. The company has | 
been distributing directly to these | 
outlets without using wholesale 
distributors. The products are 
shipped in refrigerated trucks that 
maintain temperatures of 0°. 

Among the boneless meat cuts 
in the line are sirloin steaks, beef 
round steaks, lamb legs, pot roasts, | 


|}pork loins, lamb loin chops, pork | 


and veal cutlets, rib roasts and| 
pork chops. Some of the other | 
items are browned fried chicken, | 
pork tenderloins, hamburger pat- 
ties, veal sweetbreads, and chick- | 
en, veal, beef and lamb pies. 

Swift meat pies are an ounce | 
heavier than the 8 oz. packages of | 
other companies. ADVERTISING AGE 
learned that Swift advertising for | 
the meat pies will stress that the 
pies have “twice as much meat” as 
those of competing packers. 


= A company official told AA that 
the tests have been successful to 
date. He said that the company has 
encountered some problems, but 
none of a serious nature. The same 
official emphasized that the new 
line has not hurt the sale of fresh 
meat products in testing markets. 
Probably the most serious prob- 
lem to be faced by any company | 
marketing prepackaged frozen 
meats is with butchers’ unions. Dis- 
cussion of this subject is shunned 
by packers. Reportedly Swift is not | 
distributing its new line in Chicago | 
and St. Louis because retail grocers 
have agreements with butchers’ 
unions not to sell the frozen cuts 
in competition with fresh meat. 
Swift is the first major packer 
to come out with a line of pre- 
packaged frozen meat cuts. How- 
ever, Armour & Co. announced re- 
cently that it would start test 
marketing its line of six basic cuts 
this summer (AA, March 12). 


New York Sales Execs 
Launches Industrial Group 

An industrial marketing council 
has been organized by the Sales 
Executives Club of New York un- 
der the chairmanship of Robert A. 
Tobias, vp in charge of sales of 
American Type Founders Inc. The | 
club-within-a-club was formed to) 
meet the demand for an open_ 
forum on industrial marketing. 

At the council’s initial meeting, | 
all members agreed an industrial | 
salesman can be successful on 
straight commission, but one-third | 
thought commission should be paid 
on top of salary; 35% felt that sal- | 
ary and commission should be tied 
in with a company’s annual quota | 
system, and half of the council | 
agreed that salesmen should re-| 
ceive extra for exceeding sales 
objectives. 


2u9 S. State Ha, 7-1991 Chicago | v 
if you have GUTS.. 
and really want a challenging job in city | 
of 40,000 in the real West, can write solid | 
copy, produce rough layouts and create 
sell advertising for radio, direct mail, 
newspapers, TV, billboards, trade and 
consumer magazines you~ may be inter- 
ested in this small agency. We have ex- 


; perienced steady, hard-earned, fast growth. 


.0 glamor job, we work every Gay (and | 
many nights) to give our clients an hon-/| 
est dollar’s worth of advertising and pro- 
motion. If you're interested, we offer you 
initially $400-500 per month, quarterly 
bonus and a chance to really show your 


creative ability. If you like to really work 


hard you'll increase your income. . .even 
work into partial ownership. If you feel) 
this makes sense contact 
Bill Douglas 
Douglas Advertising Agency 
Rapid City, South Dakota 
P.S. We'll answer all replies. 


Creative Man for leading ~ point-of- -sale 
digect 
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